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PEARL and DEAD RE-STRINGING 


NEW METHOD \, _ 4 SAFETY LOOP 
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cA New Safety Feature 


EXCLUSIVE IN U.S.A 


The loop of the cord, where it passes through 

the clasp ring, is encased in a tiny spiral sheath 

of silver wire. The sheath absorbs the strain at 

this point, preventing wear on the cord. It elim- 

inates the usual intermediate ring, bringing the 

pearls closer to the clasp. The wire is so small as 
to be almost ‘invisible. 





All pearls and beads strung in our 
shops are equipped with this new 
SAFETY LOOP at xo extra charge! 





For careful matching and flawless workmanship, plus 
this extra safety feature, send your re-stringing work to 


A. SAUER & COMPANY 


Manufacturing Jewelers + Special Order Work 
KON-ITE BLDG., CINCINNATI 2, OHIO 
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3 
¢ loquent expression of superlative good taste 
in Diamond-Studded Watches... Brilliantly 
conceived by Marce and flawlessly 
executed in the W.B.O. Plant... Here under 
one roof, every step in the creation 


of fine jewelry is designed and achieved. 


WILLIAM B. OGUSH, INC. 


CREATORS OF GOLD & PLATINUM JEWELRY AND WATCH CASES 
ENJOYING THE CONFIDENCE OF THE INDUSTRY 


33 WEST 60th STREET \ 
} 
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NEW YORK 23, N. Y. 
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As an example, STAR Ring No. 1-Y-81 
above (Ladies) with oval Ferrer Emerald. 


Generous spread of bezel, 18K green 
trim, and faceted stone produce a rich- 
ness of setting that helps to make sales. 


Also available with genuine Amethyst 
or Topaze, synthetic Ruby or Sapphire, 
and many other stones. 


Ask your wholesaler for this and other 
AR Rings of Style and Quality. - 


MANUFACTURING COMPANY, INC. 


tadies’ and MNtens 40K and 14K Quality Rings 
887-889 MAIN ST. BUFFALO 3, NEW YORK 
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? ») NEW SIMMONS ACCESSORIES 


Here are accessories that mean fast action... sure 
sales . . . repeat business. Strikingly new and different, these Simmons 
tie clips, knives and cuff links, are a smart combination of Simmons Quality 
Gold Filled and red or tan genuine Oriental Lizard. They 
can't miss. They’ll move fast. Stock a plentiful supply. 


RES iamond 


COMPANY, ATTLEBORO, MASS. 





MAKERS OF SIMMONS CHAINS +« SOLD THROUGH AUTHORIZED WHOLESALE JEWELRY DISTRIBUTORS 
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That small hill of metal is the deep 
drawn cup that forms when gold filled 
metals are tested for “orange peel” ef- 


AREA PHOTOGRAPHED 


fect in an Erichsen machine. You can 
easily see the difference between ordin- 
ary gold and General Plate’s new 
“Lenox” Series of No. 70 fine grain golds 
in the pictures (A) and (B) at 20 
magnifications. 

To a manufacturer, gold with fine 
grain structure after severe drawing and 
forming operations means lower costs 
because less polishing is needed. There is 
also resistance to grain growth in anneal- 
ing operations. Then, given equally good 
soldering, drawing, and forming prop- 
erties at the same price as ordinary plate, 
and you'll know that your costs can be 
materially lowered. 
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To a dealer this means better values, 
easier sales, less returned, worn-through 
merchandise. To the public it means 


better wearing qualities because gold is 
not polished away from the high spots, 
the wear points. 


ne Grain Gold 


A General Plate representative 
will call on any manufacturer in- 
terested in seeing a demonstration 
of test pieces. Address our nearest 
office. 


\\\. 
Chico9 ¢ al. 
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IS BRETTON’S NEWEST 


ACCLAIMED FROM COAST TO COAST 


At a time when profitable sales are what 
jewelers need most, our exclusive “Leading Lady” is 
producing them in no small measure! For there’s no other 


watch bracelet like it! It’s simply in a class by itself, 
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with its sparkling diamond-like links, superb styling, 
matchless beauty, individuality. Created in 1/20 12kt. gold 


s 





filled—-white, pink or yellow, with contrasting insets. 
Retail: $10.95, tax included. Newspaper mats available free. 


SOLD THROUGH LEADING WHOLESALERS 


NATIONALLY ADVERTISED 


Diy molaney it 


FIRST AMONG FINE WATCH BANDS 


let “Leading Lady,” attractively gift-boxed, BRUNER-RITTER,Inc., 630 Fifth Avenue, New York 20 


make her bow in your windows and on your 
counters through this colorful and very strik- 
ing set-up display—yours at no extra cost. 


eka delal-Xe ale fel-Jelole motto Mi iteliisa-te]| 




























































EASIEST WAY TO DRAW A CROWD 








You don’t have to paint a picture to draw a lot of 
people. Here’s a quicker way: Just stock and promote the fastest- 
erowing men’s jewelry in the field — swank. You'll draw men 
who buy it for its good taste and smartness; women who know 


that Men prefer SWANK. Feature SWANK for rapid turnover that 





aSSUTeS steady year-round profit. 
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Inspiring 
Creations 
by Bristol 
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SOLD THROUGH WHOLESALERS 


BRISTOL SEAMLESS RING COMPAN 71 NASSAU ST « NEW YORK 
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Imperishable 


The Kentucky Derby—cream of America’s young thorough- 

breds striving for fame and for one of racing’s richest purses. 

And each year to the winner goes a gold cup—a thing of 

exquisite beauty and a masterpiece of craftsmanship. | | 

All too soon, the fame fades, the purse goes, the winner a= . This is the 1949 cup, 


passes on—but the cup preserves his day of glory for all time its horseshoe studded 
with diamonds to 


in imperishable gold. For the last 25 straight years that cup a os mth shee Reeth 
has been made of Handy & Harman Karat Gold. Since its oa 75th Anniversary. 
perfection in 1930 the composition called Alloy #29 has ee as ae 

been used—a gold that combines ideal ductility and deep- 

drawing qualities with exceptional beauty fr 

of finish and depth of color. This gold—as 

well as the many other “specific-purpose” 

compositions offered by Handy & Harman 

—is described in Bulletin 16. Write for a <_ 

copy today. 





\Hanoy & HARMAN 7 


82 FULTON STREET N@Z NEW YORK 7, N. Y. 
Bridgeport, Conn. « Chicago, Ill. « Los Angeles, Cal « Providence, R. 1. ¢ Toronto, Canada 


* PRECIOUS METALS SINCE 1867 e 
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ask your wholesaler now _for the inside story on the Big News about 





JB’s Royal Family of Watch Bands... 
to be announced in this magazine next month 


ask about THE FIRST TRULY NEW FASHIONS 
in Watch Band Styling in a decade! 








ask about THE GRAND NEW PERSONALIZED GIFT BOX 
that is much, much more than a Watch Band Box! 





ask about THE REVOLUTIONARY NEW ADJUSTABLE 
END ...the first Watch Band that eliminates 
end-fitting problems on gift sales! 








your best bet is , 
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JACOBY-BENDER, INC., 161 Avenue of the Americas, New York 13 
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DIAMOND RING SETS 
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27 Diamond 
Combination Set 


Rings enlarged 
to show detail 










Due to popular acceptance and volume 
production, there is no extra charge 
for the patented Interloc’ feature. 




















The Diamond Engagement and Wedding 
rings so ingeniously designed that they 
can be bought separately or together... 
and worn separately or together. 


NONE GENUINE UNLESS STAMPED “MIRACLE” 


Miracle Sets priced from $20.00 up — 


Styled to Sell-- Priced to Sell! ss” 


WARNING: 
Any and all infringements of Shiman Bros. patents 


or trademarks will be prosecuted to the fullest extent 


of the law. ee 
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Simple to couple, matching Miracle- 
Interloc’ Diamond Rings can be joined 
in two seconds. No tools are needed. 
Whether coupled or not, there is abso- 
lutely no visible trace of the lock device 
..-no hinge, no catch, no stud or con- 
cavity to mar the beauty and symme- 
try of the Miracle rings. 


The Miracle-Interloc’ clasp keeps the 
matched bridal ensemble perpetually 
aligned...prevents awkward ring 
twisting and shifting, saving rings 
from costly wear! 


For the full beauty in rings and diamonds, 
your customers will want the patented Miracle- 
Interloc’. Besides, the diamond looks at least 
257%. larger in the registered Miracle’ Diamond 
Ring. For your own diamond merchandising 
success story, get these revolutionary new 
rings! Consult your jobber; if he cannot supply 
you, write us. 


*Patented and Reg. U. S. Pat. Off. & Patents Pending 


MANUFACTURERS FOR OVER 50 YEARS 


§ H M A N B R 0 § ° & C 0 ey nc. . Originators and Sole Manufacturers of Miracle Set Diamond Rings 


———————— 










No connection with any other firm 





234 WEST 39th STREET NEW YORK 18, N. Y. 
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§° Deltah National Ads appear in 8 Leading Magazines during June 
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DRESS UP YOUR 
WINDOWS AND SHOWCASES 


W. don’t have to tell you that June is second i USE DELTAH NEWSPAPER 
only to December as a banner sales month for q MATS AND FOLDERS 


nationally advertised, universally popular DELTAH 

















simulated pearls. We help you make the most of June 
gift-selling possibilities by providing you with striking 
DELTAH newspaper ad mats and attractive giveaway 
folders — all free of charge. And remember — your 


profits are assured because you sell DELTAH free from 


competition from department and specialty stores, 


for DELTAH is the jeweler’s own line... . 


L. HELLER & SON, Inc., 411 Fifth Ave., New York 16 
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CONSULT YOUR 
WHOLESALER 
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Fo. steady volume, repeat sales, and increased 
profits, stock these new tassel bracelets by 
LeStage. Smartly styled, exquisitely fashioned ol 
yellow sold* with handmade, hand-soldered tips 
and links, these new tassel bracelets by LeStage 
are superior quality and... quality always sells. 


Available singly or in sets with matching earrings. 


Ask your wholesaler about this fast-moving line. 


CHAINS - BRACELETS * LOCKETS * KNIVES 
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*1/20 12 KT. 





GOLD 


FILLED 





NEW YORK 
9 Maiden Lane 
A. H. Betz 


BABY JEWELRY 


29 E. Madison St. 


MASSACHUSETTS 


MONROVIA, CALIF. 
110 El Nido St. 
James F. Loveridge 


CHICAGO 


A. B. Pinero 


IDENTIFICATION BRACELETS 
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INQUIRIES ARE POURIN G IN 


FROM PENNSYLVANIA, and Vir- 
ginia . . . from lowa, Louisiana, and 
Wyoming ... yes, from all over the 
country — Jewelers are _ inquiring 
about our great $15,000. Love- 
bright Diamond Ring Contest. We 


Don't wait! Write, wire or phone, get telegrams, letters, phone call 


. all asking the same question, 
d ae NOW h ' 4 ‘, .. when do we start?” Seems like 
to se) | \ ie cig to cas in on t e everybody wants to get in on this 


biggest business booster of 1949. 


a 


Why don't you get your share of 
this promotion, too. Don't forget— 
it doesn't cost you a cent, and you 
MUST open new accounts, reopen 
old accounts, increase store traffic. 


a 


$15,000.00 CONTEST 


A. EDWARD FISHER & CO., INC. 


Importers of Diamonds . . Over 35 years of Service to the Trade 
SGU FIFI AVE. CFS NEW YORK 19 


~ 
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Yes, every bride... every 
bridal party . . . is a prospect 
for Cultured Pearls from your 
store. Get the pear] habit; 
start promoting them 


— ee today! 


Display D’Elia Cultured 
Pearls in your window... 
: advertise them in your local 
paper. We'll back you up with 
memo selections, for impor- 


tant, profitable sales. 


Phone, wire or write us for 
memos. Air mail or air express 
will bring a stock to you over- 
night for wedding and gradua- 


tion gift business. 


In all grades... 
to $15,000 Keystone 
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LMPORTERS 


T 


THE FINES 


B.D ELIA €SON 


665 FIFTH AVENUE « NEW YORK -« 16 





T CULTURED 






promote CULTURED PEARLS... 


for every gift occasion 
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NOTHING 
“Dresses Up” a watc 


Like a NEET 
PADETTE strap! 


More and more famous watches are being “all dressed up” 
for greater eye appeal and buy appeal, with superb NEET oY mM ei STOCRAT OF 
“Padette” straps. For among cushion straps, there <3 Lo GLa 
are none finer, none that “pay off” so handsomely in ee 
greater all-around satisfaction. Masterfully created 

in the most popular and finest leathers, in the most-wanted 
colors. When straps are important, and they are now 


more important than ever — concentrate on “Padette.” 
CONSULT YOUR WHOLESALER 
is 4 


LASKO STRAP COMPANY 200 Hudson St., New York 13 


CHICAGO: 20 E. Madison + LOS ANGELES: 220 W. Sth St. 
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One Caral lo Fifly €Carals, those who 

tnow diamonds, choose from the House 

of Diamonds..,one of the world’s largest 
Merchandise shififed on Memorandum 





bh, Gay a Conal 
Wk. 
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INCOMPARABLE VALUES by STONE 


DIAMOND RINGS 


Samples on request to established 
jewelers. State price range and styles. 
Our mountings are of exquisite styling 
and are produced by expert craftsmen 
in 14 and 18 Kt. yellow and white 
gold, as well as 10% iridium-platinum. 


It oe 
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4 cts. 3 cts. 2 cts. 1 ct. 


THE EMERALD CUT DIAMOND The Emerald Cut 
is in high favor with women of good taste. Its flashing 
glory is the result of the very latest development in the 
highly skilled art of the diamond cutter. 
All our lines are produced in 
a large variety of styles and wide price range. 


3 cts. 2 cts. 1 ct. Y et. 


THE ROUND DIAMOND Perfection of cut and the 
consummate artistry applied to their production endow 
Stone Diamonds of all shapes with a rare quality that 
is truly magnificent. 
Diamond Set Rings in a Complete Price Range 
to Satisfy Every Requirement. 


cts. 4 cts. 


THE MARQUISE DIAMOND first cut in the last 


decade of the 19th century, women have always thrilled 
to this charming creation. 


The Marquise ranks importantly in STONE’S large selec- 
tion of diamond rings of all types, some of which are 
trimmed with fancy shaped diamonds. 


We are equipped to design 
and execute special orders promptly. 


~ 4 
APTN 





The New Everbrite 


Lines at the 
1949 Jewelry Shows 


* 


NATIONAL JEWELRY FAIR 
July 24th to 28th 


STEVENS HOTEL 


Third Floor 


PRIVATE ROOMS 1 ond 2 
* 


Now tonk 


ANRJA SHOW 
August 14th to 18th 
WALDORF-ASTORIA HOTEL 


Fourth Floor 


PARLORS L& M 
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Praeling 
KOM FIT 





S. Patents 
| 2,015,308 
184,319 
333,048 
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All the features that make Komfit the most strongly accepted men’s 
watch band . . . now in a slender ladies’ Komfit. Superbly designed 
for the many women who desire the famed Komfit flexibility, 


instant adjustment and thinner band. Stainless Steel lined, too. 












Look for this trade mark 





oer 
2 : 
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A tasteful Gift Box makes Komfit for ladies 
“the watch band for giving” 


— $ 6”° In 1/20-12 Kt. Yellow or White Cold Filled. 


oot 
oo 





ed. Tax Incl. 
— Available Through Authorized Forstner Distributors 


FORSTNER CHAIN CORPORATION + IRVINGTON 11, NEW JERSEY 
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Mats available on these spectacular promotion rings 


ye ¥ Ss @ Leading Ring Stylists for a Quarter Century 
GQ aeu, ILIA 37 W. 47th St., New York 19, N. Y. 
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All Flex-let gold 
filled products ar 
on pure nicke| 
base, and thi 
karat quality 
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RINGS e« COSTUME JEWELRY + NOVELTIES e+ PLASTICS 
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GS 7949 





UNCAS 


MANUFACTURING COMPANY 


“America’s Largest Ring House’’ 


PROVIDENCE, BR. I., U. &. A. 


Los Angeles Office 
448 S. Hill Street 





New York Office 
303 Fifth Avenue 









TRADE MARK 








STERLING ¢ GOLD FILLED + ROLLED GOLD PLATE + METAL « PLASTIC 
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Manufactured EXCLUSIVELY 
for the wholesale | jobbing trades 


since 1910. 


U S aw <h. Ao T..2Z a ee 
Manufacturers of Gold and Platinum Watch Cases 
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There's a distinctive air of quality about 


Seidman creations. It’s a matter of design, 
too. Has nothing to do with price. You 
sense it the moment you see Seidman styling. 
It explains the saleability of the line, the 

quick turnover and the soundness in your 


choice of Seidman merchandise. 


SEICO 
SEIDMAN & COMPANY 


MANUFACTURERS 
31 WEST 47th STREET 
NEW YORK 19, N. Y. 
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July 25, 26, 27, 28, 
| atthe STEVENS HOTEL 


were quite anxious to 
meet our many friends 
personally. 

How about dropping 
in for a visit? Wed 
love to say ‘“‘Hello’’! 





Kis of distinctive ¥ mountings 
ner & PIES. | 
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in step with the new vogue— 


our clever designs in new 
sales- 


scatter pins. These ore 
items, 


building, profit-making 


NUFACTURERS OF BETTER GOLD AND GOLD FILLED JEWELRY 


Our reliability and modern design ideas mean greater sales and profits for you! 
Quality and originality is the hallmark of all Nancy Lee jewelry. 
All jewelry illustrated is 1/20 12 karat gold filled. 


Distributed through the better jobbers. 


RHODE 


PROVIDENCE, 
29 E. Madison St. 
THE JEWELERS’ CIRCULAR-KEYSTONE 


PROVIDENCE STOCK COMPANY 
ISLAND 


tile icie 


11 Maiden Lane 
NEW YORK 














DUKE 
New Design! 
R.G.P. Case 
Gold Filled Flexible 


Bracelet.|7 Jewels - 


Retail... $7] 50 
<< 


“agp New Styling! 
R.G.P. Case 
Gold Filled Flexible 


Bracelet.!7 Jewels — 


Smart Lapel Watch 
ey R.G.P, Case 
Gold Filled Pin 


17 Jewels— 


Za 
os TYLER 
Gold Filled Case 


17 Jewels— 


Retail... $67.50 








CATA <2 eg : 
ON REQUEST 


FREE NEWSPAPER MATS SS 


AS ADVERTISED IN... 





: | LIF E-postr-Colliers: Look 


RADIO TIME SIGNALS 
| RETAIL PRICES SHOWN INCLUDE FEDERAL TAX 


UL MCGLAS 
Product of (M|lendortt Watch Go INC , 20 W 47th STREET 
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SCOBOL 2 eum ih tn wae 
WITH THIS NEW 7-JEWEL SWISS TRAVELING ALARM CLOCK IN GENUINE LEATHER (yg 
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Di you ever expect to see a 7-jewel, Swiss traveling alarm 


clock at anything like this low price? Truly a crowning 
achievement in value is this slim, trim time-piece by 
SEMCA. Gilt finish bezel and numerals. Luminous hands 
and dial. Genuine leather in choice of colors: brown, pig, 


red and blue. Size:3%" x 3%”. 


we « « é«¢ « &« « *« « « = 2 
Pius a 
West Coast $15.45 Plus Tax 


ON THE AIR over leading radio stations from coast to coast 
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30 IRVING PLACE, NEW YORK 3, N. 
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You’ve asked for it... 
waited for it... 


the sturdiest slender 
expansion band in the world 


LL EMExX NATIONAL ADVERTISING PRACTICAL DISPLAYS 

Cc Exciting visual impact for the Practical, colorful displays mark 
your store as the place to buy 
the new Gemex Gem. Ask your 


distributor or write to Gemex. 


new Gemex Gem. Famous photog- 
rapher John Rawlings captures 


There are exactly 125 reasons why this wisp of = ee 


a ladies’ watch band has man-sized giant-strength. ssi einen ih eel acct dabiaiiaianabiiaminliuiaietil 
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BOM COMA OAH BOOT ROK RON ERIS RAE ROU memes Rene om 


Each pair of links is connected and re- 
inforced—not with 2 rivets—but 5 
rivets ...125 in all. 


That’s why the Gemex Gem is the most durable and GIFT PACKAGE MAILING FOLDERS 


consumer-satisfying watch band you can imagine. You’ll like the idea. With every ' Make watch bands your traffic 

six Gemex Gems, we pack two _ builder. Lead off with this mail- 
Full mark up. New sales potential. Order from your beautiful clear plastic gift boxes. ; ing enclosure. In full color, shows 
Gemex distributor now. Have stock and display in Not enough to clutter your stock; | the Gem and a variety of other 
time for the big June promotion. just enough for your display. : Gemex bands. Write for details, 


me ihe GEMEX GEM (11103) —featured on other side... $8.95 


-_ ee 
3 / A—Ladies’ Snake Chain (11003)..6.00 C—Ladies’ Square Link (11105)......$7.75 | 
WATCH B—Ladies’ Cord Band (11009).... 3.75 O—Ladies’ Gem-Mesh Expansion (11051)...0% 


BA N D S all prices include Federal tax 


GSEMEX 
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SINCE 1921 
"Creators of the Unusual —As Usual” 


608 FIFTH AVENUE 
NEW YORK 20 
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This Trifari 
design is _ 
patent pending. 





fer the woman who loves amusing powels 


‘Pom-Pom and Tom-Tom”’...as witty a pair of good luck charms as ever started 
conversations from Paris to New York. Fluted cabochon stones in 
emerald, ruby or sapphire colors. 


i folartticslaridtemtrellatmietiielcemel 
the back with the name Trifart. 





THE JEWELERS’ CIRCULAR-KEYSTONE 

















a 





ae 

wae 
f® 

pe 








oe, 
La 

ae 2 ~ 
eee ¢ 





x 













TH 
IS 
| GE 
) is 
re 
prod 
- uced 
m 
N 
ew 
Co 
m 
plet 
e 
Ca 
tal 
° 
gw 
hic 
hi 
is now 
avoi 
ilab 
le 
. e Th 
e ’ 
oy 
all 
of 
vide 
nce" 
Soe 
of 
Lo 
$s 
pan 
sion 








oil 


oe 


7 vistineuisHeD GOLD sewerry 





i 
a 
f 


Executed in FULL 14 Karat 


Faceted and Mirror Finished 


Originated and Patented* by 
LOUIS SCHORE 


for Better Jewelers 


Die-struck, Hand-lapped, 


Hand assembled. 
WATCH BRACELETS 


Safety Chains 
17-Jewel. Watch 


me \\ & Yellow, Red, Green— 


I sich ieiciahicsnntgeniibaiaeiansieed . \ and combinations of 


BRACELETS K\\ NA Y\\ : 
#8-100 30 links...................$200. a\ \ \\ Red and Green. 


oe SRR eee 


CHOKERS 
#8-500 7 links 
8-502 9 links 
8-503 11 Vink... 
B-504 15 Vinks...... ccc, 22. 


DRESS PIN CLIPS 
#8-200 7 links $130. (Pair) 
also 3% links . (Pair) 


EARRINGS 


#8-250 2 links................$37. (Pair) 
8-251 3 links ; - (Pair) 


All gold colors: 


BROOCH 
#8-300 9 links 
| eee 


ALL PRICES 
“KEYSTONE” 


v 
‘ | 8 FACETED MIRROR FINISHED 14K. GOLD JEWELRY 


7L Nassau Street * New York 7. N. Y. 


| 
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No Sime Wasted! 


It's a waste of time when a fine watch requires frequent servicing and repairs. A waste of the 
jeweler’s time... and of the customer's time. It results in a dissatisfied customer. . . often a” 
lost customer. Omega requires less servicing than any other watch in its field. That's what fine - 
jewelers’ shop records report. That's one of the reasons why selling Omega is such profitable ” 
business. Omega does what it’s supposed to do. It keeps time. Remarkably accurate time. Its 
mechanism is the product of a century of Swiss master craftsmanship. Naturally Omega is the 
choice of fine jewelers all over the world. : 





—the thinnest highly precise self-winding watch made today. Its superb mechanism in a case | 
of distinguished elegance. 17-jewel movement. Stores 36 hours reserve winding power. 14K gold- © 
filled, $71.50 retail; other Omega Automatics up to $450. Federal tax included. 


O/WEGA 


NORMAN N. MORRIS WATCH CORP. + 608 FIFTH AVE., NEW YORK 
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creations. They sell on sight — and stay sold because 

we endow them with matchless beauty, and make them with all 
the skill and know-how of long years of experience. 

Too, there is nothing static in the JUBILEE line, for we are 


constantly creating stylized rhinestone pieces that 


reflect our flair for individuality of design. . 


e All JUBILEE pieces are sterling silver, rhodium plated, 


hand-set with expertly cut diamond-like rhinestones. 


DISTRIBUTED THROUGH WHOLESALERS 
RETAILED BY JEWELERS EXCLUSIVELY 





L., LIRNSTEIN & SONS CORP. 


119 WEST 24th STREET, NEW YORK II, N. Y. 
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NATIONALLY ADVERTISED 

















ANNOUNCING A 


GREAT DRIVE 10 





The Watchmakers of Switzerland 
Launch a New Advertising Campaign 
to Help Jewelers Educate and 


Sell Customers on Quality Watches 


This is the July ad, first in the new series 
appearing in national magazines. It stresses 
the importance of the quality Swiss jeweled- 
lever movement, and will be in FULL COLOR. 










] Whether vou're catching a train. weet as a gift, remember that the works and work. 
© ing a trend, keeping a business apport manship mside the watch are what count. Be 
ment, or warming the baby's bottle, vou lwe- sure your ncw ateéh has a quality Swiss it weled 
ike everyone else in the modern world—by your lever movement—the precision timekeeper used 
watch. When you choose a watch for yourselt or by most watch owners the world ove 


The amazing oift of time... 





Z The gift of timekeeping hax heen a Swi 
@ tron for nearh WO years Skilled or " 
ore ecle th tam 


' 
the quality Swiss wo nous for tine 
toilets mel teaeetefal stxting Phats why ‘ 

‘ raswre of 


t watches a a) 
’ ern voubuy anew watch, rel ” 


Seer " ole ; verte feat nr ‘ 
fers Vootamon for the f / ’ ‘ lever Swot 1 " 
For the gifls you VW give with pride—let your jeweler he your guide 


The WATCHMAKERS OF @ SWITZERLAND 





os Fatarnrice of Katee Mamelerturene 





ists, lead in with gift-theme copy to cap 
watches as gifts; and that there is no finer g 


Ads catch the customers with warm, human-interest illustrations by famous art- 


italize on the fact that most people buy 
ft than a quality jeweled-lever Swiss watch. 


The ad above, part of the largest campaign of its kind, will make a total of 53,549,400 
reader-impressions in LIFE, LOOK and NATIONAL GEOGRAPHIC. 


Ads help sell customers on quality wat 
important points: 


In every watch, it’s the movement that 


counts—be sure the watch you buy has a 
quality Swiss jeweled-lever movement. 


Don’t be fooled by so-called “watch 
bargains’ — you usually get just about 
what you pay for. 


The WATCHMAKERS OF 


42 


ches by constantly driving home these four 


A smart Swiss watch is a treasure ol 
lasting pride—lor you—or the fortunate 


one who receives it from you. 


When you buy a new watch, rely on a 
jeweler in whom you have confidence 
—he’ll show you the best jeweled-lever 
Swiss movements in your price range. 
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BOOST YOUR QUALITY WATCH SALES 





To Help You 
Sell-up 





3 Ads promote quality features like the jeweled-lever movement. Week after 
* week, month after month, they tell millions of customers about the importance of 
quality features, stress the point that a quality watch gives the most value for the 
money. Customers will thus be more quality minded when they come into your store. 


A. Ads help you follow through to more profitable sales. It will pay you to use these 
” advertising sales points when you're explaining and selling the importance of qual- 
ity features to your customers. Remember that quality watch sales are profitable 
sales—they mean more in profit—more in dollar volume—more in satisfied customers. 


5 If you trade up, you can add up a bigger profit for your store. Advertising is 
, designed to help you tie-in with the quality story, and merchandising displays help 
carry the quality story right through to point of sale. So, take advantage of this 
campaign .. . use these ads in your own sales story and be sure to take full advantage 


of the slogan that appears in every ad... 


For the gifts you'll give with pride—let your jeweler be your guide 


MORE GOOD NEWS FOR YOU 





c 
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NEW FEATURES OF THE SWISS WATCH 





Staffs and stems for the most widely used Ebauches move- 
ments are now being distributed in this new Official Package 
lor Swiss Watch Repair Parts. 


Saves time, trouble, and money. Made of heavy foil, 
the new package helps protect parts against costly 
corrosion, moisture, dirt and damage. It’s complete- 
ly and clearly labeled—using identification numbers 
from the Official Catalogue of Swiss Watch Repair 
Parts. Order packaged staffs and stems from your 
regular supplier. 


Use of package to be extended. Although staffs 
and stems for the most widely used Ebauches move- 
ments are the only parts now packaged, future 
plans are to package all Swiss watch parts in so far as 
practicable. Watch these ads for news. 


The new Official Cabinet for Swiss Watch Repair Parts is now 
available from your supplier. It’s the only cabinet made spe- 
cifically to hold the new Official Parts Package. 


New efficient design! Drawer-pull carries its own 
index tabs. And, the drawer tray is especially slotted 
to hold the packaged parts in an easy-to-see, easy-to- 
reach position. Later on, you'll be able to buy the 
tray separately, and adapt it to the cabinet you now 
have. Order the official cabinet complete with tray 
now—from your regular supplier. 


It’s a U. S. operation! [he Watchmakers of Switzer- 
land do not profit in any way from the sale or manu- 
facture of this cabinet. The design is a Swiss contri- 
bution, but the production and distribution are 
handled solely by United States firms. 





Thanks for your cooperation! [he fine work of United States trade and horologt- 


cal associations, importers, wholesalers and jewelers has made possible the wide- 


spread introduction of these new features of the Swiss Watch Repair Parts Program. 
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REPAIR PARTS PROGRAM NOW IN USE 

















Check below to be sure you are getting 
the benefit of all six features 


The official Swiss Watch Repair Parts Informa- 
tion Bureau, located at 730 Fifth Avenue, New 
York 19, N. Y., is directing the repair program. 
Although the bureau does not stock repair parts, 
it’s ready to answer your questions and be of 


service to you. 





The Official Catalogue of Swiss Watch Repair 


* e . . 
Parts (Part I) contains a standardized and sim- 


plified system of identifying and ordering all 
parts of all Ebauches movements. It assigns a 
single number and symbol to each part — and 
everyone, from Swiss manufacturer to U. S. 
jobber, uses this same number. The catalogue 
is complete with two indexes, and a dictionary 
section complete enough for everyday needs. 


—and Part II of the Official Catalogue of Swiss 
Watch Repair Parts is on the way. Covering 
Swiss movements other than Ebauches, it will 
be distributed later in 1949. Like Part I, it’s free 


to the trade. 
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3 The Official Dictionary of Watch Parts, pre- 
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pared especially for the use of highly skilled 
watchmakers and large watch repair depart- 
ments. It defines the parts for every type of Swiss 
movement — giving particular attention to spe- 
cialized, out-of-the-ordinary movements. Each 
part is illustrated by a photograph, and watch 
terms are given in English, French, Spanish and 
German. 


The Official Package for Swiss Watch Repair 
Parts is now being used for staffs and stems of 
the most widely used Ebauches movements. Or- 
der from your regular supplier. 


The Official Cabinet for Swiss Watch Repair 
Parts is now available. Order from your regu- 
lar supplier. 


A Speaker’s Kit — for talks on the Repair Pro- 
eram—can be obtained from National Horologi- 
cal Associations. It includes display material, 
easel presentations, slides and instructions. 
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NEW AND SENSATIONAL ! 
MOLDED IN RELIEF, Yet it’s absolutely smooth! 
Sessions “Third Dimension” wall clock 


a a aca 
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Fluted 
Gold Band 


Etched Gold 


Colored Numerals 


Molded 
Color Band 


Recessed Metal 
Dial and Hands | 


Molded 
Color Case 





COLORFUL! 









Available in a range of 
bright, contrasting colors 
of case, band and 
numerals — combina- 


tions to please any 





customer! Pe si iiiiaaems 


No. 476 W 
Retails $5.95* 











Here’s a housewife’s dream if there ever was one — _ advertising messages helping you to sell Sessions. 





a beautiful kitchen clock with “inside” etched nu- — Better hop on the bandwagon with this new 
merals and decorations, but with a surface smooth _ Sessions beauty! 
as glass. 
, , wnOT EVEW " 
There’s simply not a crevice to catch dust, yet 4 Pur RR" — 

. ee. L: : . 99 ‘ : Sa ae 
every part has “third dimension” workmanship and a "Guaranteed by 
beauty. And there are many bright color combina- : oe 

45 apveatisto WE 


tions to harmonize with kitchen color schemes. mY ) 
Sessions Clocks are advertised in The Saturday ! .. y/ ke J 
Evening Post, Life, Good Housekeeping, Cosmo- , / : V4 
politan, House Beautiful and other national con- A CSSi O i ts 4 OC S 
sumer magazines — a total of about 19 million | 


SELF-STARTING e¢ ELECTRIC 
Protected under the Fair Trade Act THE SESSIONS CLOCK COMPANY, FORESTVILLE, CONNECTICUT 


* SUBJECT TO FEDERAL EXCISE TAX 
In Chicago: The Merchandise Mart Plaza; In San Francisco: Western Mer- 


es §8§8=8=chandise Mart; In Canada: Northern Electric Company, Montreal, P.Q. 
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al Ring Co, Inc., 87 Nas: WS New York 7,1 





As profit-producers and 2 
prestige-builders ... BAREL BRIDALS belong | 
right at the head of the procession! Exquisitely Hand 
Carved matched wedding ring sets . . . BAREL BRID/ : cs 
are all original creations of Fred Barel. They arouse eager admiration . 

inspire unreserved recommendation . . . secure rapid satel — - 
Sold directly to the retailer by the manufacturer, BAREL BR Ds | :_ . 
24 hour yield greater profits to the seller... give — er . | | 
service on : _ value to the customer. _— | 
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‘exclusively * 
designed by 

















Introducing four of our distinctive designs —mod- 
ern as the new year. A product of artistry and 
fine watchmaking — sure to appeal to your most 
discriminating clientele. A wide assortment of 
styles and cases in I4 Kt. gold and rolled gold 


- 


plate,—for immediate delivery. 


LATHIN WATCH COMPANY 


Importers of Watches 


580 Fifth Avenue New York 19, N. Y. 
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-- - FASHION is an 


ever-changing thing 


No other ladies jewelry designers are 


so aware of this fact, as are the 
style craftsmen who bring you the : 


AMCO ORIGINALS 
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A. MICALLEF & COMPANY, Inc. 
158 Pine Street, Providence, R. I. 
Thru wholesalers 
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861/85 & 861/86: 6% rectangular and tonneaux. 
4 AH, 8 x 10AK, 6% oval, 7%/11—7AP & 7AH, 15/OE, 
14/OH, 7%4W, 8%, 18/OE, 750W, 6%—343G. Dome, 
mole lolelo Pa: Mm (oh Mae 23 le1 


876/87: 16/0, 13AF, 9 ligne 
S x 13, 357 & S30: Gruen. 
scallop and dome crystal. 


Longines, 8% x 12, 
Curved Back. Flat & 


We 


plate cases in all sizes. Also famous Elite Water- 


manufacture a complete line of rolled gold 


sealed Case. 


Elite WATCH CASE CORP. 


150 Varick Street « New York 13, N. Y. 
IN CHICAGO ... KATZMAN, 5 N. WABASH AVENUE 


861/86 
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New in Style . . . New in Price. Expe 





designed, ours is one of the biggest stocks of any manufacturer _ 
in the country. In it you will find just the rings 
you want at prices you want to pay. 


Available, of course, for prompt delivery. 


morris kaplan&sons —= 


21 west 46th street, new york 19, n. y. 


Illustrations enlarged to show detail. “ 
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... the newest develop- 
ment in ring construc. 
tion in over 100 years. 
Keeps rings from 


shifting! 










Individual mountings with the patented Feature-Lock, are perfect 

streamlined rings in themselves. Engagement rings or wedding rings 

may be bought and worn separately if desired. Nothing protrudes 
. there is no hint of a “‘gadget”’ of any kind. 


Locking rings together is extremely simple. Built-in lock-pin comes out 
of side of wedding band, which is held at right angles to solitaire to 
permit lock-pin to fit into slot therein. 


Rings are turned together into a secure locked position. Now they stay 
together at all times. Matching rings line up perfectly and harmoniously, 
exactly as the designer intended originally. 


Feature-Lock is a new, patented, ingenious device to 
keep bridal combinations perfectly aligned . . . looking 
their absolute best. Feature-Lock is a positive selling 

SSO). help ...a valuable talking-point to close sales for both 
Ce . single or combination sets quickly. Mountings with the 
: patented Feature-Lock are all superbly styled, beauti- 
fully crafted for popular price ranges. 









W A R 7 I h G Feature-Lock is sold only through authorized distribu- 
tors. Complete newspaper mat service available for 

retailers, as well as Warranty and instruction Booklet 

Foature-lock 1m pasemed and Feature-Lock key for each ring purchased will be 


in the U.S. Pat. Office. furnished through distributors. 
Pat. Nos. 2,029,464- 


2,127,766 and other Distributors who are granted the right to sell the 
patents pending. In- Patented Feature-Lock may use the registered name 


fringements will be ~ _Feature-Lock or their own brand name. 
promptly prosecuted! 











SOLD ONLY THROUGH besser errr 
AUTHORIZED DISTRIBUTORS | 


1 An tl He WEST 46th. ‘STREET 
—IVan ya weEW Youk a8) we “ . 
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ie #120 ‘Ballerina’ Ladies’ Watch Bracelet with expansion | 
at center, #442/A “The Lieutenant” Men's Watch Bracelet | 
3 with expansion center; ML 1- Cuff Links; MK 1-Key Chain; | 

MT 14- Tie Holder. i 


Cuff Links, Key Chain, and Tie Holder attractively gift boxed. 
Jtems shown 1/20—12 kt. gold filled 








We have a complete line of top quality 
watch attachments and men’s jewelry 
for those who demand and appreciate 


the ultimate in craftsmanship. 





Sold through wholesalers only JEWELRY CRAFTSMEN OF DISTINCTION 


6219 MADISON STREET, WEST NEW YORK, N.J. 
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ETERNA MAKES WATCH 












LOOK FOR THIS ETERNAeMATIC SYMBOL ON THE DIAL 


ETERNA-MATIE 


BALL BEARING WINDER DOES WHAT NO 2 Friction-free rotation of the oscillating weight both 


OTHER AUTOMATIC CAN DO clockwise and counter-clockwise. 





2 Full 360° swing of weight with complete freedom. 
2 Over 40 hours reserve power. 


2. Jerkless, noiseless self-winding...no bumper springs. 


Bearing, with 5 tiny 
balls,swings weight 
with less friction 
than feather brush- a § . 
ing against glass. __ 3 screws, removable in less than 1 minute, expose 
25,500 balls weigh | - 


approximately 1 oz! 


‘ 


2 Simple to service...ball bearing is unbreakable... 








movement...no click springs. 


54 THE JEWELERS’ CIRCULAR-KEYSTONE 





Be ta le ae Na i 











HISTORY WITH... 


Wind Itself ona Ball Bearing 


It's here at last—the ball bearing in an automatic watch. It 


brings with it the ultimate in self-winding efficiency...the same smooth. 
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frictionless performance that makes your steering wheel turn so easily. 


Ball bearing mounting swings oscil- 
lating weight freely in a complete 
circle—both clockwise and counter- 
clockwise—winds mainspring at the 
slightest hand motion. 


After years of painstaking research ETERNA introduces this prin- 
ciple for the first time anywhere in its new ETERNA-MATIC lady’s self- 
winding watch. 

The heart of the ETERNA-MATIC winding action is five tiny steel 
balls, each half the size of an ordinary pinhead, mounted in a single 
bearing. These roll with the wearer's slightest hand motion, enabling 
the power weight to wind the mainspring at every rotation—both clock- 


wise and counter-clockwise. Swinging freely in a complete circle, it 





builds up the unusual reserve power of more than 40 hours. 
Style-wise, the ETERNA- MATIC is truly lady-like...small, dainty, light- 
weight and perfectly balanced. = [3 Ze 
The ETERNA*+MATIC is non-magnetic and fully protected against 
shock by the latest, most effective shield which guards and cushions tt were: i \ - 


the balance. 


Here’s the new watch market you ve been 
looking OY —Nesien-atile publicity and advertising featuring 


this exclusive ETERNA invention will tell smart women that they can 





now satisfy their desire to own a really self-winding watch—styled to 





their discriminating taste. Be prepared with ample stocks of the com- 2 ee 
Styled to sell as easily as it winds 
. , ; ; ETERNA+MATIC is truly lady-like dn design, dainty and 
They'll sell as easily as they wind. smart, lightweight ond perfectly balanced, Available fh 
three models, standard cases or waterproof*, in stainless 
steel, steel and gold, or 14 and 18K cases. — 
ETERNA WATCH CO. OF AMERICA + 580 FIFTH AVENUE, NEW YORK 19 - Priced to sell from $71.50 to $200 (F.T.1.) 


*The ETERNA:MATIC Waterproof models are guaranteed to remain so even after 
cleaning or adjustment, provided they are serviced by an authorized ETERNA dealer. 


ETE! INI can WATCH OF PROTECTED ACCURACY SINCE 1856 


plete ETERNA- MATIC line. 


a ay FOR YOUR WATCH REPAIR DEPARTMENT 
Og Hl, The ball bearing mounting in ETERNA*MATIC is unbreak- 

,, =~ =| yh... able—contains no pivot or jewel. Entire automatic system 
| es “>, Is held in place by three easily accessible screws—remov- 
a able in 45 seconds—exposing complete movement. No click 


springs to fly off the bench. 
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The most important step forward i 





tch s since the advent of the wrist watch. It has everything — a 
luxury look — a low price for mass appeal — resistance to surface dirt, scuffing, scratching, moisture, mold 


and fungus, salt air and water — and won't become tacky from heat or crack in extreme low temperatures. 


To your customers — NYLON is a magic word — they know its virtues and long-lasting 


qualities — they’re reading about NYLON watch bands in LOOK—17,437,000 of them 


Look; 
— and they’‘ll come in to your stores asking for NYLON bands by American. 


BE READY — see your wholesaler today! 


American’s nylon bands are handsomely grained in grey, black, brown ond pigskin 





colors, 2-piece and I-piece styles in ¥e" width only. 


Attractive mats 


ond 6-on displays available  AXAAERICAN STRAP CO., INC., 50 West 17th Street, New York 11, N.Y. 
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A quarter century devoted to the principle: 


“There is no substitute for Craftsmanship” 


ACME WATCH CASE COMPANY 
2/0 Lafayette Street, New York 12, N. Y. 


JEWELERS’ CIRCULAR-KEYSTONE 





L 





ae 





*PAT. PENDING 


LIFETIME 
GUARANTEE! 


Never a repair charge 
for service on 
mechanical defects. 














® No Tools Required! 
® Anyone can “Klick” it on! 
® Sell a Wardrobe of Watch Bands! 


® Demonstrate on Customer’s Watch! 


This development will revolutionize the watch 
band business! It will lift sales from a mere 
replacement basis to a style basis. A simple 
spring-type back does the trick. “Klick” it on 
and it’s safely attached. We’re dead serious 
when we say you'll now make multiple sales 
because your customer can now change bands 
from style to style with ease and speed. Get 
these on your counter quickly . . . with our 
beautiful, new velvet counter display. 


Richly packaged in a plastic unit for gift giving. 


JEWELRY MFG. CO. 


157 ORANGE STREET: PROVIDENCE 3, RHODE ISLAND 
U 





Sold only through the wholesaler 


George Roufberg Fredric E. Warnecke Max J. Newman 
REPRESENTATIVES: 9 Maiden Lane 29 East Madison St. 57 Post St. 
N. Y. C., N. Y. Chicago, Illinois San Francisco. Cal. 


or 
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TO GIVE YOU 





Vliwlatl Lavigne 



























Nationally Advertised 


Full and half-pages in Vogue, Mademoiselle, and 
Life are featuring the advantages of Marvel Doy. 
ble Rib umbrellas to over 20,000,000 people, 


New business, extra profits are waiting for you. 


Jewelled Brilliance 


Marvel Double Rib folding and straight umbrel. 
las are smartly styled—the frame has a beautiful, 
shining gold finish. 


Superior Quality 


The Marvel Double Rib Frame is an exclusive 
patent which eliminates broken ribs—the ribs 
spring back into shape instead of bending or 
breaking. Uniike ordinary frames, the joints are 
brass and no wires are used. For the first time in 
umbrella history there is nothing to rust. All this 
adds years to the life of the umbrella. 


Gift Boxed 


Each umbrella is nested in a smart “jewelry” box. 


Takes Very Little Space 


You can set up a properly displayed department 
for these umbrellas in as little as 214 feet of 
counter space. 
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These manufacturing distributors will 
be glad to give you more details. Send 
a penny post card to any one of them. 


In the United States: 


COLUMBIA UMBRELLA COMPANY 
302 Fifth Avenue, New York City 


HAAS-JORDAN 
350 Fifth Avenue, New York City 


POLAN-KATZ 
330 Fifth Avenue, New York City 


SIEGEL, ROTHSCHILD, GANS CO. 
358 Fifth Avenue, New York City 


In Canada: 


ATLAS UMBRELLA MFG. CO. 
500 King Street, W., Toronto, Canada 


W. A. BROPHEY CO., LTD. 
7275 St. Urbain Street, Montreal 14, Canada 


In the Philippines and Far East: 


JOHN LANDAHL INC. 
306 Chaco Building, Manila, Philippines 
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ive ‘your summer selling problem... 


: promote the “‘BOLD LOOK’’ the Ylanavall way! 


Smart new styling in men's watches . . . the look that stimulates greater 
sales and merchandise turnover. Jewelers everywhere are reaping 
greater-than-ever profits with Stonewall’s ‘‘Rippling Rhythm" set 

. the handsome, coordinated set that practically sells itself, 


















Stonewall's 


‘Rippling Rhythm” 
bracelet G-26. 


Totaling the smartest coordin- 
ated merchandise plan for 
you! Increased selling power 
because of the triple com- 
bination. 


Play up the ‘‘Bold Look.”’ 


* if 4H E72 BSS Hay a she ‘ 
Ring up the sales of this LAS aii 
Ss ales profit winner. ———— 


Master's 


matching 
2 watch case 
style 1107, 
size 83 ligne. 





Jus ns — 









Swiss Radium's 
gilt colored 


3 raised rhinestone 
dial to match 

case color. 

Style RS-1. 


. WD DAD SD DABADLONY 


RRR ARN RAN 
"STONEWALL A bright spot on ‘the wrist nee in your sales! 


= > Paces 


COMPANY—INCORPORATED 
‘bee ‘SEVENTH AVENUE at 15th STREET, NEW YORK 11, N. Y., WAtkins 9-4874 


$s. GELLER, 29 Baa Madison St., Chicago, Ill. © M. DIAMOND, 220 West Sth St., Los Angeles, Calif. 
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pand green 


pose, agpa ia. wine. 


gold-tooled Leather- 
















ru 
Grain TEXoOL, 
bound in burnished brass... lux- 
uriously fitted in tarnish-proof 


ai nn ee ae rayon velvet and lustrous satin... 


solidly made with exclusive all- 
metal Duroframe ... the protec- 
| | tive, long-life construction 
CORT " Farrington builds into every jewel 


case. To retail at 5.95. 





The Duchess is but one of the 
Farrington Royal Family of volume- 
selling jewel cases, retailing from 1.95 to 10, 

allowing mark-ups of over 42%. Farrington merchandise 
is Fair Traded and may not be sold below quoted 

retail prices in states which have Fair Trade legislation. 


Write for information and color brochure. 


Consumer Products Division 
FARRINGTON MANUFACTURING CO. 


76 Atherton Street « Boston 30, Massachusetts 
New York Show Room: 366 Fifth Avenue « Room 404 
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WHEN YOU THINK OF 


a lating 


MODEL No. 1005-J—100' 
oscillating, with switch. 
Dealers price $7.20 





MODEL No, 45-K—12" 
oscillating, three speed switch. 
Dealers Price 


\ Me {Vlei 








hes 


nt : 

























Cor, 
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1. Extra Powerful Motor 

2. Extra Heavy Guard 

3. Self-aligning bearings 

4. Trouble-free Oscillating 
Mechanism 

5. Tip-proof streamlined Base 








Hi-Boy (Model 
No. 1005-J) — 
10°’ oscillating, 
with switch. Ad- 
justable from 
36°* te 60°" 
Chrominum ond 
Black Crackle 
stand with 
Dealers Price 
$13.20 






‘hens 6-2124 
wire or write 


THINK OF JENKINS AND SONS 





PROVEN ESKIMO FEATURES 


All Eskimo Fans operate on 110- 
120 volt, 60 cycle A.C. only. 





: 





6. Wall Mounting Key 

7. Beautifully Finished 

8. Streamlined Design 

9. Guaranteed .. . Satisfactory 
service guaranteed by the 
time-tested Bersted guarantee. 
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Wholesale Jewelers—Electrical Distributors, 25 Yo E. Adams, Jacksonville 2, Florida 


—E 














a a 


—— 








— — — — 
— —— =— 








THE JEWELERS’ CIRCULAR-KEYSTONE 


GA 





ee a 


4 


ree eee. tee 


tf 
aia ¥ . 
ca —— ont eet a ee re 


f 


ij 
: 
. 


FARRINGTON MANUFACTURING COMPANYS 








ROSARIES 


and MepALs MN sh o WW, 
4 me 5 & SS + = 4 ; 
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Sterling 
Beads available = 
in six colors 


When you put the Catamore 
line of Rosaries and medals in 
your store, you'll be able to sat- 
isfy the most exacting demands 
of any customer. This is so be- 
cause the Catamore line is com- 
plete with a great variety of ae . Ps. Sl bes, ce 
beautifully made rosaries. Avail- Mao ee 
able in sterling, 1/20 12Kt. gold 
filled and 10 karat gold, with the 
greatest possible assortment of 
crystal, pearl, machine-cut and 


sterling beads. Ask your Cata- 


more wholesaler to show you this 


Sterling 
— as. Se ss Bright cut edges 
terling “x | ka _ with enamel 
Beads availab wy ‘a 
in six colors 


fast-selling, popular line. 7 





Sterling 
Bright cut edges 
with enamel 


-23] PINE STREET ¢ PROVIDENCE 3-Rel- 


New York West Coast Mid West 
FRED W. MARKS ARTHUR WEINGARTEN DICK SHOWERMAN WILLIAM PEACH 
373 Fitth Ave. 70% Market St. 20 E. Madison M1. 231 Pine Street 
New York. N. ¥. San Francisco 2. Cal. Chicago, Hl. Providence 3, R. I. 

























~ Our NEW PUT-UP 
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Pacific Silver Cloth wraps are all dressed up—and they 
have someplace to go! The faster they move off your 
shelves and into customers’ homes, the faster you 
chalk up more sales and greater profits! 

That is why dealers everywhere are so enthusiastic 
about the new visual Pacific Silver Wrap package and 
display box! They’re designed to make Pacific 
Silver Wraps sell faster! 

And another boost for bigger sales is the new size 
of Pacific Silver Wraps. They are now available in the 
regular 2 yard size (designated as ‘‘small’’) and a con- 
venient new 1 yard “‘large”’ size. Display both... and 
enjoy extra income from extra sales! 

In addition to the wrap, Pacific Silver Cloth is avail- 
able in bags, rolls, packets and as a lining for chests. 
Because they eliminate polishing, these containers 
help to increase silver sales. Your customer likes a 
lovely home . . . she enjoys the beauty and durability 
of fine silver. But she does not enjoy the work involved 
in silver polishing. She’ll buy silver more readily when 
you tell her about Pacific Silver Cloth. It eliminates 
polishing because it absolutely prevents tarnish. 
Silver put away clean in Pacific Silver Cloth retains 
its sparkle and brightness forever. 

We are telling your customer this story with our 
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ABSOLUTELY PREVENTS TARNISH! 





consistent national advertising. You can remind her of 
it by displaying Pacific Silver Cloth wraps and other 
silver containers prominently! You’ll find your sales 
shooting upward and, perhaps even more important, 
you'll gain the customer goodwill that is so essential 
to repeat sales! 

Ask your distributor about the new Pacific Silver 
Cloth wrap put-up, or send us the coupon below. 


PACIFIC MILLS, Department JC-6 

214 Church Street, New York 13, N. Y. 

Gentlemen: I am interested inL wraps, Dchests, D hollow ware bags, 
C) place-setting rolls, 1 packets made with Pacific Silver Cloth. Send 
me names of sources of supply and descriptive literature. 


NAME___ 
POSITION _ 
DEPT.__ 


STORE._ 





STREET ADDRESS 


a nen — ZONE STATE 














HERE TODAY 








and still HERE TOMORROW 


112 years of manufacturing experience lie 
behind Seeland Watches. In good times and 
bad, war times and peace, the same high 
standards of material and engineering have 


characterized the name of Seeland. 


The Wholesaler is well aware of these facts, 
he knows Seeland values. He knows the de- 
pendability that lies behind them. He knows 
the advantages of standard parts, immediately 


available through local material suppliers. 


That is why he continues to feature Seeland, 
uninfluenced by insignificant present price 
differentials. With a thought to the customers’ 
future good-will, he knows that he is helping 


the retailer also, to be here tomorrow. 


SEELAND 


offers a complete 
line, beautifully cased. 
attractively boxed and 
competitively priced 
from $19.95 to 
$39.95, the famous 
“Quadramatic”’ 
Watches, from $42.50 
to $59.95. Available 
ONLY through Amer- 


ica s best wholesalers. 


WRITE FOR CATALOGUE 


Sreland 


latches 


Since 1837 























@ INVICTA-SEELAND, INC., 580 FIFTH AVE., N. Y. 19 
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Increase sales by getting these new L Aigion 
Bracelets on display where your customers can 
see them. Their handsome styling and superior 
TTaltiameetolaalaitelavemmolai-lalilolammme. Vale Mm Ge Vie llolaMmelUloliiay 
follows through with lasting beauty, lasting wear 


and perfect fit. 


1/20 12 K gold filled in yellow, pink or white 

| ct . AK OR | | 9 wii 
gold with stainless steel back . also stainiess 
steel front and back. Scientifically desiqned 


fittings alolannaeladettia-metiellall-\s-meticis) Jolaiarek 


SOLD THROUGH WHOLESALERS ONLY 


JEWELRY MFG. COMPANY 


Se MAKERS OF WATCH BRACELETS FOR 25 YEARS 
36 GARNET STREET © PROVIDENCE, RHODE ISLAND 


BETRESENTATIVES IN NEW YORK CHICAGO © £035 AWN Geeee 
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PROMOTION OF THE MONTH 
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Zane vot THE SMARTEST, RICHEST AND - PROFIT...WITH PROMOTION 
WOWe casos | qccuRATE WATCH EVER OFFE 
§- -C-(C- E-§-§-E-§$ 


dick wots wooing (With the Permission of the Manufecturer) 
Plus Fed. Tax RULON is on the job again to bring jewelers a terrific 
WATCH-SELLING VALUE! This amazing watch promotion 


Someday, conn 
or at unheard-of savings 
Each of the five diomonds s 
= the diol is individually 
ont ino tube of gold! only 
THE HIGH a 

RISM CRISTA 
am at oy he y 0 U ty A Y E $ 2 7. 8 5 has already been tested . . . and it came through with 
smorinest ‘$3 wc A seo a WEEK Buys IT! flying colors! Order the merchandise now! Run this 
tached 10s cote tends I powerful, sales-getting ad to get ACTION and get 
ne ee STORE N AME NEW CUSTOMERS! It's a QUALITY item . . . with the 
b x D veing o 17-jewe! added ZIP of PRICE APPEAL! Your cost for the man’s 


RULON, this watch is guor- 


Re dependable! Hurry — 5-Diamond Dial Watch, $43.50 KEYSTONE. 


for yours! 

























FREE! NEWSPAPER PROMOTION AD 
len PROMOTION! 





EL PE 


Announcement In U, 
The JULY Issue! Sc WATCH CO. 
521 FIFTH AVE., NEW YORK 17, N.Y. fae 
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A bigger, better advertising campaign 
that means continuous profits for you 
who carry the famous Evans line. 
Impressive, widely circulated Evans 
advertisements will appear in the most Ba 
important national magazines — four-color un 










pages monthly, black and white insertions BS. 
weekly — constantly selling the name Evans, = 
telling about the new Evans designs, plus % 
facts and features that make Evans * 
America’s Best Buy in lighters — Evans é 
year-round promotional program has but a 
one purpose — fo increase demand for ‘ 
Evans products through multiple sales, f 
repeat business and complete customer é 
satisfaction in EVANS NEW Automatic : 
Pocket Lighters and Engravable ! 
Table Lighters and EVANS Popular a: 
Cigarette Case and Automatic Lighter isi 
A\ Combinations all jeweler-designed, if 
a — all products you can sell with aw 
THE BARON assurance. 






7S Rea 
“EEG 


\* Retail $3 Tax Free 


For added prestige and profits 
STOCK and DISPLAY all EVANS 
products. 


Creators of Famous Evans Fitted Hand- _ nih 
bags, Carryalls, Powder Boxes, Cigarette Retail $10 Tax Free 1 33°94, 


Cases & Matched Four-Piece Luxury Line Sets 





ORDER NOW FROM YOUR THE FUTURA 
EVA N S CAS E Co. Retail $6 Tax Free 
NORTH ATTLEBORO, MASS. WHOLESALER . 


SALES OFFICES: NEW YORK +: CHICAGO + LOS ANGELES - CLEVELAND - DALLAS - BOSTON 
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“I’m rubbing my forewings together 
in glee”, chirps Jimmy Cricket, cheer- 
fully. No wonder J. C.’s happy. He’s 
got a new profit tune for June, the 

month of proud dads, prouder grads and proudest-of- -all bridegrooms. 

Jimmy knows there’s no gift like a Cricket. For the smart giver, it’s 

a unique choice...for the lucky receiver, 

it’s the finest timekeeper in the world... 

for the alert jeweler, it’s a bigger sale, a 

bigger profit, and an item that brings 

new customers in! 


There is only one Cricket... the 
VULCAIN CRICKET ALARM WRIST WATCH) 


Vulcain—winner of numerous awards for acey 
r 
in chronometric competitions at Neuchatel. 


Only one year old—already the indispensable 
tumeprece of many of the foremost men in world 


activities. NATIONALLY ADVERTISEp! 
In stainless steel and 14K gold models. 
Serviced throughout the world. 

Write for descriptive literature. 











































































































14k gold ladies’ watch, 
17 jewels. $66.00, 
inc. Fed. Tax 


fer tates and men... fruzyed by perfectionisls 
fer amos a century 
—gold- applied — 


VULCAIN WATCH COMPANY, INC., 630 FIFTH AVENUE, NEW YORK 20 a $132, ne red 
Ve past: Hubert A. Wood, 649 South Olive Street, Los Angeles 14, California 


14k gold man’s will 
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N 1/20-12 K GOLD FILLED FROM 
THE CARL-ART 1949 FALL LINE 
ATTRACTIVELY BOXED OR 


AVAILABLE AS INDIVIDUAL PIECES 
YOUR WHOLESALER HANDLES 

THE CARL-ART LINE. * HAVE HIM 
SHOW YOU ALL THE PATTERNS 


CARL?ART inc 


PROVIDENCE * RHODE ISLAND 
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CALENDAR WATCHES 


Here is an important member of the famous Olympic 
family of fine watches .. . handsome, fascinating and 
definitely practical. The Calendar Olympic tells you 
the month, day of the month, day of the week, and 
phase of the moon as well as giving the correct hour 
and minute of the day. 


There’s a lower priced counterpart ...a calendar watch 
with all the features except that showing the phases 
of the moon. Both models have the famous Olympic 
Anti-magnetic |7-Jewel movement ... both are encased 


in stainless steel. 
R. GSELL & CO., INC., 15 West 37th Street, New York 


OLYMPIC WATCHES 


TREASURED EVERYWHERE FOR ALL TIME 
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AUTOMATIC CHAIN COMPANY 


CHAINS 








RHODE 





FINE 
aa Se ae 





a 5, ote 





THROUGH 


> 
— 
ceed 
ae 
VU 
— 
a 
= 
O 
— 
_ 
x 


ie 
PROVIDENCE 


> - - _ 
; 
ue PORTO poo, ecco, geohen gon toons goMeug yo ™ 


-_ 


Chains —for men-—correct for every occas 


2 O.1 8 


~_ 


























1949 


f heasioes ad . pied anusonesss wgpnosaaine wimeaenee er ame Nese voaanees wn caeeasian: teenie | — oe saa Soscauaeces Sovmecapnen eainaeiaedl iosnsnaggean toemesnee Necaeaaiel MAAMENET UARRAa * Removes 
% p “ on ? A KO LTS WT LTS SCCRONNIE ai > o. OO He . eee nen ionereepeee ~ ewe netted knnnannnnnns i enanavemmenth - 
ee “ sanesanenes 
Sp yy ° 


mem OOM MONON RMN ene tiie RRO: Nn rte . . : eS ey, BRE, BRE, tence. UNNI, cage, eo CORA DOOR eoNenODOREts KERRRMERER LeNRARRRRRS A SRK CARRERE RRR ET CONRER cea gE. 


FOR JUNE. 














74 





as salesworthy — 





let’s face facts. A watch is only as fine 
as its parts. That’s why leading watchmakers 

equip their watches with INCABLOC. The only fool-proof 
shock-resistor made, INCABLOC has standard 
interchangeable parts, adjustable to any watch, 


cuts repairs down to the base level. 


Your customers expect INCABLOC in the finest watches. 
Meet the demand . . . buy INCABLOC equipped watches to be sold 


with confidence . . . and worn with confidence ! 


Statement by Mr. A. D. Lorenzelli, distributor, 
Angelus Watch and Clock Co., 37 W. 57th St., N. Y. 19, N. Y. 


“We insure the strength and life-time device of 
our watches with INCABLOC because it is the finest 
and only shock-resistant mechanism of its kind. We 
know from experience INCABLOC pays off in more 
satisfied sales.” 


CUSHION THE SHOCK WITH INCABLOC 





Write today for valuable display material and dealer helps! 
THE AMERICAN INCABLOC COMPANY, 366 Fifth Avenue, New York °* FACTORIES: LA-CHAUX DE FONDS, SWITZERLAND 














THE NEW PATENTED 


CALENDAR WATCH 


e Incabloc protected  e Moisture repellant 


e Incastar regulated =e + Dustproof 
e Gives day and date’ e Handcrafted in Stainless 
Steel or 14K gold 


INGCABLOC «; 
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Fraternal Pins and Lapel Buttons... 
EMINENTLY ENDOWED WITH DISTINCTION | 





SHRINE EMBEE 
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Available in platinum and palladium, 
ek 8 either mounted with diamonds or un- 
mounted, drilled ready for setting. Also 
can be had in yellow gold, plain. 








EASTERN STAR EMBLEMS 


K 55P Available only in yellow gold, 
enamelled emblem. 


359P Available only in yellow gold, 

mounted with synthetic rubies, blue or 
white sapphires, genuine garnets; em- 
blem enamelled in official colors. 


KNIGHTS OF COLUMBUS 


K 58 Yellow gold, diamond set, un- 


mounted, or plain. Enamelled emblem. KNIGHTS OF PYTHIAS 


: L ODD FELLOW : K 56 Yellow gold, diamond set, un- 
K 57 Yellow gold. Enamelled emblem. mounted, or plain. Enamelled emblem.- 





No matter what your fraternal order, no 

matter what your style inclination, there is 
an LB emblem that will meet with all price 
requirements. And the fact that it is an LB- 
made article is your assurance of high 
quality at lowest possible prices. Wher- 
ever gold appears in descriptive copy in 


Established Over A Quarter Century 






i ° ° + e e “ 
: this advertisement, it indicates that mer- * OF quaustt 
} chandise is 14K gold. MANUFACTURERS AND ORIGINATORS OF QUALITY RINGS 
SEND FOR FREE COPY OF OUR CATALOG 2 WEST 47 STREET © NEW YORK 19, N. Y. 
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YOUR WHOLESALER 


presents Anson's greatest campaign 





























Merchandise Display Packaging 


Anson’s famous exclusive “It Opens” Grip-Clip To move the goods into the hands of your store 
tie clasps and Kuff-Loops typify the originality traffic, Anson supplies distinctive packaging and 
of a complete line of popular men’s jewelry — original merchandise displays second to none and 
superbly styled and dependably made. superior to most. Ask your wholesaler; he has them. 


Dealer Service 


National Advertising Anson BELIEVES IN THE WHOLESALER because 




















Your wholesaler will show you the dominant Fall 
ads to appear in LIFE, SAT. EVE. POST, 
COLLIER’S, ESQUIRE. A consumer advertising 
program that will “Anson-ize” the Christmas 
shopping of America’s millions! 


this distribution gives stores faster deliveries from 
in-town stocks; intelligent retailer contacts by men 
who genuinely understand his needs; and because 
it is the economical method of distribution— 
beneficial to all. 


“ANSON -IZE” your Men’s Jewelry Department. IT PAYS! 


MORE MEN CHOOSE 






WW 





DISTRIBUTED THRU WHOLESALERS 


© ANSON INCORPORATED, Providence, New York, Chicago, San Francisco 
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MAGNIFIES 


\ The Dictionary 
, says: “MAGNIFY 
| _,. to make to ap- 
_ pear larger or more 
’ significant.” Good- 
man and Company 
succeeds in doing 
this with its newly 
patented Magniset 
| setting ... so con- 
trived that it adds to the magni- 
E tude of a small center diamond. 
Urata) ‘® Cleverly fashioned with a new 
-~ type reflector and a sparkling bor- 
der of flashing Rhodigem, the cen- 
ter diamond appears larger and 
solves the jeweler’s problem of 
properly setting a small diamond 
in a large top mounting. 





U.S. PAT. OFF... . 4152469 


Goodman & Company 


Makers of Fine Jewelry Since 1904 


42 W. Washington St. — Indianapolis 4, Ind. 
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.. Marel Jewelry My. Co. 


AUWRNWOUNCES 
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A COMPLETE WATCH BRACELET LINE | 











that includes 





A BRAND NEW RATCHET BUCKLE 
OF OUR OWN DESIGN AND MANUFACTURE 





A LINE OF LADIES’ 
RATCHET BUCKLE BRACELETS 








EXPANSION AND SNAKE CHAIN 





BRACELETS OF 
EXPANSION AND MESH CHAIN 





AN ENLARGED LINE OF 
EXPANSION BRACELETS THAT INCLUDES 





A NEW LADIES’ EXPANSION MODEL 
THAT EXPANDS TO TWICE ITS ORIGINAL LENGTH 





+ 
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these lines are now being shown to the wholesale trade by 








5 ae WILLIAM KIRSH ED SCHRIEVER AARON BALTIN 
MBOL OF QUALITY 4639 “G” Street 29 E. Madison St. 1628 Venice Blvd. 
TSMANSHIP PHILADELPHIA, PA. CHICAGO, ILLINOIS LOS ANGELES, CALIF. 














y ) LES with watch bracelets styled (by ' 


_ MARVEL JEWELRY MFG. COMPANY © PROVIDENCE 3, R. J. 
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don’t trust 
your naked eye 
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Let Your Own LOUPE 
prove the PERFECTION of 


LOVE BIRD 


Would you rely on your naked eye 
to determine the color, cut and 
clarity of your diamonds? 


Every LOUPE-TESTED LOVEBIRD Diamond Ring 
is carefully loupe inspected to guarantee diamond 
perfection. An unconditional guarantee, without 
evasion, certifies this exceptional quality. 


Examine a LOUPE-TESTED LOVEBIRD Diamond Ring 
+See *,, through your own Loupe. You will then share the enthusiasm 
of other thousands of jewelers who are now successfully 
and profitably selling LOUPE-TESTED LOVEBIRD 
Diamond Rings. Franchises are still available. 


Loupe-tested 
DIAMOND RINGS 








f U ING. | 











630 FIFTH AVENUE, NEW YORK 20, N. Y: « 
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GOLDEN CREST 


Airflex is first again 

with the finest in new, 

olTefathal-xe mma dchicalelelale 

THE TROPHY 


beauty. Airflex originals are 


elim i-14 Me dolaal ol (ol mr taalol ae 


America’s most distinctive watch band. tA » aly aleli-M cloister Mislohm@ag-teli-Mial-Mel-\ ti a= 
Nationally advertised in Esquire. ..1/20 : { ‘ 
10kt. gold filled top, stainless steel back. “ts for possession. If you want fast moving, 


rolmohabmmeale! diate Man Zehiaal ote laleltest old 


PNinal-> emmvlol (ei ielaclele lam aie) i-riell-1e-Molal ha 
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Manifacturing Jewelers — 137 S. 8th Street, Philadelphia 6, Penna. 


New York: 20 W. 47th Street @ Canada: Jay Flex Ltd. 1295 Des Carrieres St., Montreal 
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S. J. SURNAMER CO. 


Frei nls 


23rd Annual Christmas Catalog 


24 Page Catalog at the 
Lowest Prices Ever 





24 Pages of Sheer Beauty 





24 Pages of Effective Merchandise 
full color rotogravure | 





Over one-half million has already been sold. This 
tremendous volume enables us to give you the 
greatest value ever. 


Only 250 printed samples will be available in mid- 
July. A sample will be sent on request only. Write 
for it today! 


Code og \C) ae 0) 5 le) he) ener Uy ele 


We will also have a 16 page catalog just as effec- 
tively merchandised and at a lower price. Samples 
will be available in mid-July. 





Visit us at the 
Nationa! Jewelry 
Fair, Chicago, 
Booth No. 262, 
where both cata- 
logs will be on 


display. 
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FEATURE YOUR 
GOLD FILLED LINES 


The going is never rough when you set your sales to Gold Filled merchandise. Because, any time a 
customer gets fussy and wants something nice at a reasonable price, with Gold Filled jewelry you’ve got it. 
It couldn’t be otherwise. For Gold Filled . . . even though it is popularly priced . . . reflects 

high quality in every sense of the word. And no wonder. The modern method used in manufacturing Gold 
Filled is a direct descendant of the process used a century ago for making famous Old Sheffield Plate. 

For this reason, there’s no waste of gold, no padded costs in the product. The outer layer of 

karat gold . . . is backed and supported by a strong but inexpensive base. 

Furthermore the permanently fused combination of karat gold layer and supporting 

base is rolled under tons of pressure. Otherwise Gold Filled merchandise of such beauty 

could not have such long-lasting wearing quality. These are good facts 

... good sales points . . . to stress whenever the going gets rough. 





Research Division of 


GOLD FILLED & ROLLED GOLD PLATE Mfrs. 
PROVIDENCE 7, RHODE ISLAND 


Quality is guaranteed under the terms of Commercial Standard CS 47-34 as issued by the United States 
Department of Commerce and approved by the American Standards Association 
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Here are the three «most important announcements we've ever made... 


FOR JUNE, 1949 


A NEW DISCOUNT POLICY to increase YOUR 
Net Operating Profit effective immediately 


PRICE REDUCTIONS to Give YOU A More 
Profitable Margin effective immediately 


A COMPLETELY EXPANDED NEW LINE with over 
100 NEW CREATIONS to Give YOU the Rings 
SA) YOUR CUSTOMERS want - - now being shown 
S ——— 
From coast to coast and border to border, executives of the BENSTOCK 


RING MFG. CO. and their representatives are giving wholesalers the details 
of these three most important announcements in Benstock history! 


And soon thousands of wholesalers and jobbers and their salesmen will be 
sharing this sensational news with retailers from Maine to California, from 
Montana to Texas. 

This new discount policy — these price reductions — this completely 
expanded new line — all these mean that Benstock wholesalers and their 
retailers will market a more profitable product . . . BECAUSE WE HAVE 
CUT DOWN OUR MARGIN OF PROFIT in the interest of greater profit 
for both of us... 


Because we have FAITH in Your Future! 


If. you haven’t heard the story of these headline-making new policies yet... 
write, wire or phone us! 






a dal-Melaliiiel melane, profitable darclale, 
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73 W. CHIPPEWA ST. ° WA. 7700 : 





BUFFALO 2, N. Y. 
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“THATS FOR ME!” 





Sabian San. 


Dunhill “27% 
Rollalite—the lighter 
that’s jewelry too! 


Asa prominent jeweler pointed out, “What could be more logical than 





for me to sell jewelry?” 


That’s why so many jewelers go for the Rollalite — because it 7s jewelry, 
it’s designed and built like jewelry. It has the look and feel and finish 

of jewelry. = And it has the prestige of the name “‘Dunhill,’’ famous 
throughout the world for quality and good taste. The Rollalite — 
definitely—is the lighter for jewelers to feature! Order from your 
wholesaler today or write to Alfred Dunhill, 660 Fifth Ave., New York 19. 


= ROLLALITE POCKET LIGHTERS: Heavy-ribbed, 
fine-lined and diagonal models for men and women. 
Retail prices: Rhodium plate $10, Gold plate $15.* 
In an outer jacket of 14 kt. gold. $125* and up. 


ROLLALITE TABLE LIGHTERS: Heavy-ribbed, 
fine line and diagonal models. 
Retail prices: Rhodium plate $12.50, Gold plate $15.* 























* Plus Fed. Tax 


HEE ROLLALITE CIGARETTE LIGHTER 
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the Eightieth Anniversary of the founding of J. W. Johnson Inc... . an 


anniversary that culminates eight decades of continuous service to jewelers 


as we look forward to the years still ahead, it is with a firm resolve to 


real profit opportunities to progressive jewelry retailers. We invite you to 


look to J. W. JOHNSON INC. for the greatest sales values. 


Rogers Hollowware * Sterling Flatware by Anchor Rogers Sterling ° 
Sterling, Alvin Sterling and Amston Sterling * Ronson * Westclox ° 


* Heller Simulated Pearls * Phinney Walker * Semca Clocks. 


J.W. JOHNSON INC. 


Established 1869 


15 MAIDEN LANE NEW YORK 7, N. Y. 






TIME FLIES .. . often even faster than you think. Here we are celebrating 


throughout America. They have been fruitful years ... the past eighty .. . and 


maintain our standards of service higher than ever. Every year, Johnson has 


continued to augment its wide selection of products with new lines that afford 





AUTHORIZED WHOLESALE DISTRIBUTORS FOR 


1847 Rogers Brothers * Community Plate * Wm. Rogers & Son * Tudor Plate * Com- 
munity Hollowware * Poole Hollowware * 1847 Rogers Brothers Hollowware * Anchor 


* Telechron * Seth Thomas * Revere Herschede * U.S. Time Corp. * Manning-Bowman 
Appliances * Remington Rand Shavers * Knapp Monarch Appliances ° 
* Gemex * Anson * A.S.R. Lighters * Jacoby-Bender * Cheever-Tweedy * Zippo 
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STERLING SILVER 
Rhodium Finish — 
Priced tor Quick Turnover 






@ Heavily made for extra wear ® Individually and smartly boxed: 


mounted on colorful velvet 
® Hand tooled, finely polished 


@ Unconditionally guaranteed @ In stock; immediate delivery 


P 
é 


® Sold only through wholesalers @ Free ad mats available 








Chicago: Harold Charmack, 36 South State St., Chicago, Ill. » Pacific Coast: Max J. Newman, 57 Post St., San Francisco, Calif. 
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This Master Set includes Carving 
Knife, Carving Fork, siz famous 
Carvel Hall steak knives 
and the delu.re case. 


Carvel Hall Carving Sets ¢y Buddell 


If you stock the best .. . if you sell 
the finest to discriminating people 
... you can’t afford to be without 
Briddell cutlery. This lovely Carvel 
Hall Master Carving Set and the 
many other Carving Sets and Steak 
Knife Sets in the Briddell line give 
vou new helpful suggestions for 
customers buying gifts for people 
who “have everything.”’ 


The blades are fine high-carbon, 
chrome-vanadium cutlery steel, 
hollow-ground for lasting sharpness. 


The handles are sparkling ivory 


88 


Lustrex with gleaming trim, cleverly 
designed to keep blade and tines of 
larger pieces from soiling or cutting 
the tablecloth. 


The cases give the product terrific 


planning for a big special promotion 
at Christmas. 

See your cutlery supplier today 
and see for yourself. You can’t afford 
to be without Briddell. 





display in your counters 
and show cases. They’re 
limed-oak frames, lined 
with burgundy velve- 
tyn with a clear top. 


National Advertising © 
backs you up in Good 
Housekeeping and Better 
Homes ¢ Gardens.We’re 





CHAS. D. 





. 


Bine Quality Cullery 


Briddell 


INCORPORATED 
CRISFIELD, MARYLAND 
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YOU'VE WANTED (7... 
YOU'VE ASKED FOR 17... 
HERE IT IS! 


TO RETAIL 




















NOW ...a new low 
i price foran A*S°R... 
‘ll a handsome new 
model finished in 
- heavy-duty Chrome 
. with all A*S*R‘s 
exclusive mechanical 
features. A perfect 
companion to the 
$7.50 Rhodium A°S>R. 


Emanuel Belman, president of the Manhattan 
Retail Jewelers’ Association, says “A*S*R Lighters 
are prominently displayed in my store as the 
ideal gift for Father’s Day and Graduation. The 
handsome A*SeR Lighters excite admiration, sell 
without effort, provide a handsome profit. Plenty 
of good reasons for loving A*S*R-I’d say!” 



















































FOUR ADDITIONAL LIGHTERS. UNPARALLELED FOR 
BEAUTY, RICHNESS, STYLE AND FASHION 


fe Ty 
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“OSTRICH LIGHTER. Covered in | MIDGET LIGHTER. Nothing like | “‘VANITY’ LIGHTER. Beautifully  ‘‘LOCKET’ LIGHTER. {t's end 
blonde Ostrich leather — this —~ it before! A lighter proportioned MIRRORED on both sides—another new! Heart-shaped focket on front 
AeS*R is a high style actessory. to her hands. 1% inches long, Fashion-first by AeS*R. Milady of lighter—opens to reveal loved 











Exposed metal Rhodium finish. _—>- tarnish-resistant Rhodium finish. — — and checks one’s photo. Rhodium finish. 
Retails af $9.00 No Fed. Tax | Retails at $7 .50 No Fed. Tax Retails at $10.00 No Fed. Tax Retails at $10.00 No Fed. Tox 
Nationally Advertised in: 
LIGHTERS | : : - 2. SOLD 
ARE a —rrti“(its*”*”O”O”O”;C~*”™~C~—CSOSCtC CY LEADING 
FAIR. — LIGHTER DIVISION, A-S-R CORP. JEWELRY 
| TRADE. 315 Jay Street, Brooklyn I,N.Y. = JOBBERS- 
FOR JUNE, 1949 RO 





Window Display — Smith Patterson, Boston, Mass. 





Contidence ee a 


built by fine merchandising @ Cina 


The unique position jewelers enjoy among retailers did not grow by 
accident. It was built on confidence ... consumers’ confidence that 
jewelry store merchandise represents the finest quality found in 
any price bracket ... manufacturers’ confidence that jewelers will 
surround their products with every prestige-building device of 
modern merchandising. 





This confidence has made big sales volume by modern display, 
advertising and sales techniques and by close attention 

to every detail which can enhance the value of the 

name on the jewelers’ gift box. 


J 


The editorial pages of THE JEWELERS’ CIRCULAR- 
KEYSTONE is the source of merchandising information 
for leading jewelers everywhere... just as the advertising 
pages are a leading source of specific product information 
for the jewelers’ buying opportunities. 


If you want to know more about the jewelry store 
potential for your product, the Jewelers’ Circular- 


Keystone will be glad to supply you with facts, @ A Chilton ® Publication (20) 


figures and helpful information. 


100 East 42nd Street, New York 17, N. Y. 


Chestnut and 56th Sts. 10 High St. 29 E. Madison St. 420 Ind. Tr. Bidg. 2412 West 7th St. 681 Market St. 
iiadelphia 39, Pa. Boston 10, Mass. Chicago 2, Ill. Providence 3, R. |. Los Angeles 5, Calif. San Francisco 5, Calif. 
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The New BALL MERCHANDISER! [i-a-ae 
: : ie. she | 


Increases Profits 
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Speeds Up 


Turnover 


Spotlights 
Merchandise 


A tested 
and proven 


SILENT SALESMAN 


NOTHER reason to “Aeep 

Your EyeOn BALL”... 

another tested idea to help 

you SELL. Created by Batt, 

this attractive aisle display is 

66 inches high and only 30 

inches at she widest dimen- 

sion. The Bath MERCHAN- 

DISER uses just six square feet 

of floor space YET IT GIVES 

You 19 SQUARE FEET OF SELL- 

: ING SPACE. Put this effective 
Your customers can— SILENT SALESMAN to work in 


See, Examine, Appraise, and BUY! your store. 





litte Yoday for Detailed Information 
Under our plan the Ball Merchandiser is easy to own 


The BALL Company 
Originatorsof GA RLAND* Diamonds and Watches 
WHOLESALE JEWELERS *® DIAMOND IMPORTERS 


6 North Michigan Avenue ¢ Chicago 2, Illinois 
Branch Office: Charlotte Hotel, Charlotte, N.C. 


: tere See es 


Se oe 
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ANILINE DYED 
GENUINE LEATHER JEWEL BOX 


@ Never before has an aniline dyed, genuine leather jewel box been 

















offered at this amazingly low price! Such natural beauty is normally 
associated with jewel boxes selling at many times the cost of this new 
Tory value. The deep rich tones of the fine-grained leather are brought 
out to the fullest by the aniline dye, while the final polish imparts a 
glowing sheen that attracts instantly and stimulates sales. 


Beautiful Florentine 24 kt. gold-tooled trim contrasts with the leather 
tones. Luscious satin and velvet lining . . . up-swing tray with ring bed 
and earring bar . . . solid brass hinges and set-in lock with key, add to 


the attractiveness of the No. 50 Tory jewel box. 


Colors: wine, blue, red, green, brown and chest- 
nut. Size: 7 x 10 x 314”. Order now for immedi- 


ate delivery. Free mewspaper mats available. 











“TORY MANUFACTURING COMPANY, INC. 


389 Fifth Avenue, New York 16, N. Y. 
WORLD'S LARGEST MANUFACTURER AND DESIGNER OF GENUINE AND SIMULATED LEATHER JEWEL BOXES 
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national advertising 





speeds s¢ es of 


| on thone foe 100 years 


Might and consistently, nat}qnal advertising in leading 
: magazines and on the ai is building more business for IMPE} 
| WATCH dealers throughout the pt, Result: IMPERIAL WATCH 
sales are the best in the hudred-and-ongeyear history of this 


fine line of watches. 


Tie-in and cash-in. For full information \ 
CONTACT YOUR NEAREST WHOLESALER 





Baven Porrzenpe ¢ Mus NC 





Manufacturers and Importers of Watches 
IMPERIAL, GLYCINE, NICOLET AND HARVARD TIMERS 
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Le NAL WATUHE 


IMPERIAL WATCH BLDG., 11 EAST 48th ST., NEW YORK 17, N. Y. 





IMPERIAL No. 347 Man’s Automatic 
Water-Resistant, Non-Magnetic, 
Incabloe Watch. 17 jewels. 

Stainless Steel. Radium dial. 

To retail at $49.50 KEY YSTONE. 


IMPERIAL No. 1675 Lady’s Automatic 
Water-Resistant, Non-Magnetic, 
Incabloc Watch. 17 jewels. 

Stainless Steel. Radium dial. 

To retail at $49.50 KEYSTONE. 
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over 262 radio stations 
from coast to coast 
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J. R. WOOD & SONS, INC 


MEMBER 


{MAL 














one name stands out in diamond ring sales! 


The name is 








WINTHROP SET. This month's nation- 
ally advertised featured set. En- 
gagement ring, $350. Wedding 


Price Incl. Fed, Tax. 





ring, $150. Groom's ring, $24.50. 








FOR JUNE, 1949 





rtcarve 


It will pay you to remember the name Artcarved—because 
that’s the name your customers will ask for when they shop 
for diamond and wedding rings. Outstanding national ad- 
vertising has made Artcarved quality familiar to millions of 
prospective customers. Artcarved experts bring you—at 
every price level—diamonds never before worn, diamonds of 
an unvarying high standard of quality; and they positively 
guarantee not one, but all four factors of diamond value— 
color, clarity, cut and carat weight. 


The complete manufacturing independence of America’s 
oldest and largest ring-maker governs every step in the making 
of an Artcarved ring, from the rough diamond and molten 
gold to the finished ring. And the economy of this operation 
results in real savings you can pass on to your customers! 





Artcarved 


BELOVED BY BRIDES FOR 
99 YEARS (1850-1949) 
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A New Watch 
A that DEFIES 
BREAKAGE! 


A New Shock-Resistant Watch 
with Unbreakable Balance Staff 


( 
































RETAILS 95 NO WATCH AT ANY PRICE OFFERS 


MORE SALES FEATURES 


e imported Swiss Movement e« Handsome Chrome Case 


$ 


e Shock Resistant e Removable Lugs 
e Luminous Dial e Genuine Leather Strap 
e Unbreakable Crystal e Attractively Boxed 


g With every watch. Men and boys cannot resist the “sporty” look of the new ACCURA 
' No returns or “Roughneck.” Drop it on the floor and let your customer pick it up 
| repairs for you. and prove to himself that his watch repair bill worries are over and 
you've made a sale. Rush your order now! 





Your Cost 12 or More 


7 O isc: 


LESS THAN 12 
4.77 EACH 


40% 
DEALER 
DISCOUNT 


/ INN Your Profit - Per Watch 











HERE’S THE SECRET FREE ADVERTISING MATS 
The amazing new feature which resists shock, makes SOLE DISTRIBUTOR 
possible the dramatic ‘‘drop-test’’— is a newly 

created ‘unbreakable balance staff'’ — heart of 


every watch, cause of most watch repairs. The 
unique design of the ACCURA balance staff gives 
this new watch its tremendous resistance to shocks of 


all kinds — its tremendous sales appeal: Never these 


features before in a low priced watch! 5 N. WABASH AVE., CHICAGO, ILL. 

















THE JEWELERS’ CIRCULAR-KEYSTONE 






y ): . As Beautiful and Delicate As An Orchid. 
Gy 


\ —i6 
} ot on | 
4, GO 











Lovely New Designs For Fall 
With That Extra “Buy Appeal’’. 


Here are just a few of the new Phuylbis ” 
Originals for Fall, which our wholesalers will 
soon be showing. And in this new» Phyllis i 
line you'll see new freshness in design. . . new 
brilliance in colorful stones fashioned in rich- 
looking | /20th 12 kt. gold filled. And for added 
"Buy Appeal", “Phyllis Originals are pack- 


aged in handsome jewel cases. 













Be Sure To See This New “Phyllis bine sss 
Sold Thru Leading Wholesalers from Coast to Coast. 






No. 350N/360E 









"Phyllis Jewel Case 
By Farrington 









No. 535N/135E 





No. 370P/975E oh: ¢ £ JEWELRY MFG. CO. INC. 
 §36°538 Atwells Avenue=Provider <noae 





Lunurious Yeoth 10 lt. ota jilted 


PPia Tar Chain | 
hy lls CARIATS J 


With Detachable Center Piece. 
An unusual feature of "Phyllis Lariats is 


the detachable center piece which may be 
worn separately as a pin. This sparkling center 
piece combined with genuine |/20th 12 kt. 
gold filled snake chain gives "Phyllis Lariats 


that extra sales appeal. 


No. 665L/420E 
___ Lariat with Matching Ear Rings. 





No. 685S/420E 
Scatter Pin Set 
with Matching 
Ear Rings. 
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No. 635S/990E 
Scatter Pin Set 
with Matching 
Ear Rings. 


r ae | Cond & Be Sure To See ThisNew Phyllis Line... 
ee i ees Sy i Sold Thru Leading Wholesalers from Coast to Coast. 
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palladium jewelry?” 





SALESMAN: Palladium has been known for nearly 
150 years, but it is a new metal to many people. 


CUSTOMER: What kind of material is it? 


SALESMAN: It's one of the six elements compris- 
ing the platinum family of precious metals — platinum, 
palladium, rhodium, ruthenium, iridium and osmium. 


CUSTOMER: Oh, you mean there are six plat- 


inum metals ? 


SALESMAN: Yes, and palladium is a very im- 
portant one. For jewelry it is hardened with small 
additions of ruthenium, another of the platinum metals. 
Jewelry palladium, therefore, is an all-precious metal. 


CUSTOMER: |s palladium new in jewelry ? 


SALESMAN: No, for over 25 years palladium 
has been used as settings for diamonds in gold rings. 
Palladium’s brilliant, natural white color brings out 


“What can you fell 
me about this new 










all the fire and life of diamonds, It’s strong too. Your 
gems are held firmly. Today, of course, designers are 
making many all-palladium pieces. 


CUSTOMER: I never thought about the strength 
of settings before. But | can see it's important. | wouldn't 
want to lose my diamonds. 


SALESMAN: Another advantage of palladium is 
its light weight. Large pieces of palladium jewelry are 
more comfortable to wear. 


CUSTOMER: I've seen all-palladium pieces ad- 
vertised in fashion magazines. 


SALESMAN: Those advertisements, featuring all- 
palladium rings, brooches, ear-clips and pins, are 
helping to acquaint discriminating people with the 
merits of palladium. Let me show you some new 
palladium jewelry. 


PA | LA » UJ ae PRECIOUS METAL 
FOR FINE JEWELRY 


PLATINUM METALS DIVISION + THE INTERNATIONAL NICKEL COMPANY, INC., 67 Wall Street, New York 5, N. Y. 













































No longer are sleepy summer- 
time towns to be found throughout 
our country; shopping districts 
everywhere are alive with cars and 


the people who come in them. 


Your place will attract its share 
of customers seeking something 
needed and when that some- 
thing happens to be lacking the 
B. A. & Company catalogue is right 


there to supply the deficiency. 


Keep the book in mind and at hand. For seventy-six years it has offered 


suggestions and competent service to those who make use of it. Give it 


a chance to be most helpful. 


May we add that our diamond department contains a well-rounded stock of 


quality goods, both in loose and mounted. 


AVAILABLE TO ESTABLISHED RETAIL JEWELERS ONLY 


BENJ. ALLEN & CO., INC. 


EFFICIENT SERVICE FOR JEWELERS AT ALL TIMES 


Silversmiths Bldg. 


10 So. Wabash Avenue—PHONE CENTRAL 6-2447—CHICAGO 3, ILLINOIS 
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mans of freak situations. lost 
materials, etc. (as we have been 
doing in connection with flies for 
several months), Jeweler Leonard 
Klutts, of Gideon, Mo., has a strange 
tale to tell. 

He reports that he was working on 
a watch movement one day and, prob- 
ably by accident, dropped the set 
bridge. He looked all around the 


floor and couldn't find it. Then he ~ 


swept the entire room and_ still 
couldn't locate it anywhere. As a 
matter of fact he looked everywhere 
but in the cuff of his trousers. 

After he had spent well over an 
hour looking for the part, a friend 
dropped by and suggested that they 
go fishing. Klutts agreed, what with 
being tired of the search and, any- 
way, it was a fine day. 

After fishing for a while, with his 
feet hanging over the water, the 
jeweler hooked a good sized fish. He 
took it home, cleaned it—and what 
do you think he discovered? 

That’s right—the fish was de- 
licious. 

But he never did find the missing 
set bridge. 


© © 


 ILVERWARE hidden during the Civil 
War by the family of Anne Poe 
Harrison of Virginia was sold by her 
mother and grandmother 75 years 
ago as a means of enabling Miss Har- 
rison to enter Wellesley College, Wel- 
lesley, Mass., as its very first student. 
Now. after three-quarters of a cen- 
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tury, the college has a portrait of its 
first student given by her son, Nor- 
bone Berkely, vice-president of Beth- 
lehem Steel Corp. 

A large silver pitcher which was 
one of the pieces of family silver- 
ware used to secure $250 board 
money was later redeemed by Anne 
Poe’s husband Landon Carter Berk- 
ely and is now a treasured heirloom. 

© © 
” THE DARK depths of a Brooklyn 

sewer one recent morning lay a 
small but shining example of the con- 
sequence of a layman seeking an “ap- 
praisal” of a diamond. Mrs. Jean 
Foster's diamond ring was deep in 
the silt of the sewer because she 
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couldn't take her husband’s word. 
Mr. Foster had only that morning 
presented her with the ring on the 
occasion of their 20th wedding anni- 
versary and he had told her it was 
worth $1,000. 

Understandably proud of her new 
acquisition, Mrs. Foster lost no time, 
after her husband’s departure for 
work, in calling in two neighbors. 
The nature of the ensuing conversa- 
tion, especially in regard to the 
$1,000 value, can easily be imagined. 
After a certain amount of discussion, 
Mrs. Foster and her two friends set 
out to seek an appraisal from a local 
source. 

Enroute, one of the ladies decided 
to try on the ring and see it sparkle 
in the sunlight. In removing it from 
her too-large finger the ring suddenly 
popped off, out of her grasp, through 
the air, down the sewer into the silt- 
filled basin nine feet below. 

With the help of a city emergency 
squad, four policemen, a crew from 
the sewer bureau and the application 
of two hours and ten minutes of very 
unpleasant work, the ring was recov- 
ered. After that Mrs. Foster went 
directly and happily home with her 
$1,000 ring, now looking like a 
million. 


© © 


I THE PROPONENTS of the World 

Calendar have their way (and we 
can see no valid reason why they 
shouldn’t), December 31, 1950, will 
not be a day of the week at all. It will 
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be designated as “Worldsday” and 
will fall in between Saturday and 
Sunday. Moreover, from January 1, 
1951, on, dates should remain con- 
stant, year after year, on the same 
day of the week. That’s one of the 
features of the proposed new World 
Calendar. 

Although our present calendar, in- 
troduced by Pope Gregory XIII in 
1582 is, to be sure, an improvement 
over that devised by Julius Caesar, it 
isn’t, by any means, perfect. It must 
borrow from another week to com- 
plete each year and this, of course, 
causes dates to vary annually as far 
as the day of the week is concerned. 
Not only that, but there are three dif- 
ferent kinds of months following 
each other in helter-skelter fashion: 
some with 31 days, some with 30 
days, and February with 28 or 29, 
depending upon whether or not it 
happens to be leap year. 

The proposed World Calendar con- 
sists of the same twelve months we 
have now with the number of days 
shuffled a bit in order to make each 
year start out on a Sunday. This is 
accomplished by having four 91-day 
quarters (one 31-day month followed 


by two 30-day months) plus a World 
Holiday on what was formerly De- 
cember 31. As mentioned above, this 
holiday falls on no day of the week— 
it’s separate, falling between Satur- 
day and Sunday. In leap years, June 
gets a day of this nature, also (Leap- 
year Day), following the 30th be- 
tween Saturday and Sunday. 

Some 17 governments have already 
approved the World Calendar, and 
an additional 24 stand ready to do so 
immediately if a major power (such 
as the U.S.) takes the initiative. And 
steps are under way for us to do just 
that. Recently, Senator Estes Kefau- 
ver (D., Tenn.) introduced a measure 
which would authorize U. S. ap- 
proval of the World Calendar and 
call upon President Truman to take 
appropriate administrative action to 
effect the changeover. 

Action is also expected on the 
World Calendar at the September 
meeting of the United Nations Gen- 
eral Assembly. It is hoped, both by 
the World Calendar Association 
(sponsors of the revised calendar) 
and interested parties throughout the 
world, that the new set-up can _ be- 
come effective on December 31, 1950 





















































“It's very old—belonged to my grandmother. They're all unmined diamonds. 
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—which will be “Worldsday.” This 
will be the last logical opportunity to 
make the switch for a number of 
years to come. 
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He FAR can a retailer go in defy- 

ing the Government, especially 
if he opposes the Department of 
Revenue ? 

A long way, Jeweler George Simp- 
son of Pembroke, near Ottawa, 
Canada, discovered. Trouble is— it’s 
costly. 

George decided that Canada’s “lux- 
ury tax on jewelry was a war mea- 
sure and, since the war was over, it 
was unjust and unfair. He considered 
25 per cent too high and a discrim- 
ination against one type of merchant. 
When he computed the cost of book- 
keeping and accounting for the taxes, 
with no compensation for the extra 
employed time, he really got hot un- 
der the collar. 

So George opened a one-man cam- 
paign in protest. He announced he 
wouldn't collect the tax and posted a 
large sign in his window declaring 
that there was no tax on the items 
shown. His advertisements, in local 
newspapers, attracted attention far 
and wide. All eyes turned toward 
Pembroke. 

A warning from the tax depart- 
ment didn’t deter George. He knew 
he was right. Said he’d prove it in 
court if necessary. 

It was necessary. Now, after a long. 
drawn-out conflict with the Canadian 
szovernment’s money men, George has 
surrendered. He has paid $850 in 
fines and court costs and more than 
$5,000 to cover the taxes which he 
didn’t collect. But he still figures he 
broke even. 

The way George looks at it the 
publicity brought increased sales. 
Swarms of shoppers from up and 
down the Ottawa valley beseiged his 
store, eager to save 25 per cent. The 
advertising possibilities, he reckons, 
will carry far into the future. 

Let it be clearly understood that 
we frown on George’s action. We’re 
just reporting what happened. After 
all, even though business was terrific. 
eventually the poor guy had to pay 
the 25 per cent tax on each sale— 
who wants that sort of volume? And 
his “advertising” was mighty expen- 
sive stuff. Six thousand dollars is a 
pretty high price to pay for the priv- 
ilege of being a martyr-crusader. 


101 








THE findings presented in this report are based on the results of 112 
personal interviews with retail jewelers in 66 cities. All of the interviewing 
was done by professional investigators, who were at no time informed of 
the identity of the client in order to prevent the introduction of bias in the 
interviewing on the part of the respondents. 


The jewelers interviewed in this survey were selected with the intention 
of obtaining a representative cross section of large-volume, well established 
jewelers in cities above 25,000 population in the United States. 


The sample, therefore, was made up of three types of retail jewelers 


as follows: 


Cash Jewelry Stores 


Credit Jewelry Stores _.. . 
Department Stores (handlin 


Percent of 
Total Sample 


oo a 72% 


227% 


g jewelry) ......... 6% 


100% 





DIAMOND TURNOVER IN 1948 
(as reported by 96 jewelers) 
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Rate of turn was over 4 
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GUIDES a lot of paychecks into 
the jewelry store, according to a recent survey conducted 
for N. W. Ayer & Son, Inc. Not only the diamond engage- 
ment ring but most diamond jewelry is bought as gifts— 
by men for women, by women for men. Perhaps because 
romance is relatively independent of economic cycles, 
jewelers are conservatively optimistic about their dia- 
mond business. What they report on inventories and 
turnover seems to support this attitude. 

The survey was made by personal interviews with 112 
retail jewelers in 66 key cities. The responses lead to some 
interesting conclusions, a few of which may be surprising 
to many jewelers. 


1. A majority of those answering expect sales to be 
about the same in 1949 as in 1948. 

2. For most jewelers, sales of diamond jewelry repre- 
sented about one-quarter of total jewelry sales in 
1948. 

3. Almost one-half of the jewelers turned their dia- 
mond jewelry from one to one and one-half times in 
1948. Over one-quarter of the jewelers reported a 
rate of turn in 1948 exceeding two. 

4. In comparing present diamond inventories with 
those of a year ago, jewelers revealed that, for the 
most part, there has been little change in total dollar 
value, in total weight of stones held in inventory, or 
in average quality of stones. 

5. Over three-fourths of the jewelers interviewed stated 
that, to their knowledge, none of their customers 
had purchased diamonds for investment purposes in 


1948. 
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in Maj or Big-City Stores 


For most of the jewelers taking part in the survey, sales 
of diamond jewelry last year represented about one- 
quarter of the total jewelry sales. Those who defined 
jewelry sales as sales only of items in which the diamond 
content was of equal or greater value than the mounting 
generally reported a slightly smaller proportion in dia- 
mond sales than did those who included sales of all 
jewelry with diamonds. As may be noted in the table 
below. one-fifth of those in the latter group reported 
diamond sales as constituting over 40 per cent of all 
jewelry sales, while only 10 per cent of those who used 
the more restricted definition are included in this cate- 
gory. There was some indication that diamond jewelry 
sales of credit jewelers ran slightly lower in proportion 
to total jewelry sales than was the case for the cash 
jewelers. 


THE RELATION OF DIAMOND JEWELRY SALES 
TO TOTAL JEWELRY SALES IN 1948 


Jewelers Including 


"All Jewelry with Jewelers Including 








Per Cent of Total Diamonds" "Only Certain Items" 
Jewelry Sales (7! equals 100%) (30 equals 100%) 
Lo a 10% 
ll to 20%......... » ie 20 
) , 40 
OO tp Ga... ....-. ... 20 20 
41 to 60%................. 14 10 
Over 60%................. 6 0 
Total... ... 2... 100% 100% 


The major item, of course, is the engagement ring. In 
1948, it represented at least 40 per cent of all diamond 
jewelry sales. For 29 per cent of the jewelers consulted, 
such sales amounted to from 61 to 75 per cent of total 
diamond jewelry sales. Eighteen jewelers were unable to 
make a percentage estimate, but many described such 
sales as “sizable” or “considerable.” 


IMPORTANCE OF DIAMOND ENGAGEMENT RING 
SALES IN 1948 





Per Cent of 

Per Cent of Total Total Jewelers 

Diamond Sales (94 = 100%) 
Up to 15%....... | co ss ok ue ke 10% 
>. ae Le ae ree 20 
IIS Sn 5 aba woo snd a Wales vecaueesatonsemns 13 
a ere 14 
61 to 75%... ae ee 
76 to 90%............ sia cea ae ee 12 
eee rr en 2 
a Sita oer fre Ln ear Pa | 100% 


The importance of sentiment in diamond sales is indi- 
cated also by the amount of women’s jewelry bought by 
men and vice versa. According to a large majority of the 
jewelers, more than 60 per cent of the ladies’ diamonds 
are bought by the men. 

(Please turn to page 142) 





SALES VOLUME OF DIAMOND JEWELRY IN 1948 
(As reported by 71 jewelers) 


Most jewelers reported diamond jewelry accounting for an average 25% of total 1948 sales; 
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A substantial number (one-fifth of total) said diamonds accounted for 35% of total scies, and 
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An equal number estimated ihat diamonds accounted for 40% of total 1948 sales. 
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Over [O00 OOO SLZ-piece sets 
for these pieces 


are longing 


LTHOUGH over 1,000,000 1847 Rogers Bros. 52-piece 
/ \ sets alone have been sold since 1945, these necessary 
serving pieces have been unavailable. 


Now—for the first time since the war—they are back 
again in a beautiful Serv-A-Set... presenting vou with a 
terrific potential market in every city! 

You get two extra benefits with this unique Serv-A-Set! 
1. A seeable, sellable FREE plastic oift case to offer vour 
customers—one they'll like and you'll like. Serv-A-Sets 
are easier to handle. tarnish-resisting. and make perfect 


display units for counters and windows. 


1847 ROGERS BROS. ‘or [Ol years America’s Finest Silverplate 


THE INTERNATIONAL SILVER COMPANY, MERIDEN, CONNECTICUT 


In the 1847 Kogers 
Bros. Serv-A-Set cold 
meat fork, gra Vy ladle 
gy aNd berry or serving 
f Poon. In all four pat- 
lems. [llusttated: 
Eternally Yours" Each 
Plece sepatately £2 50, 
set of 3 #750 vailsle ‘iy 


me, 












sosemsiaisattieseeescensomees 


2. A triple sale with triple profits with each customer's 


purchase of a Serv-A-Set. 


Serv-A-Set available after July Ist. The cold meat fork, 
oravy ladle, and berry or serving spoon will come in the 
special Serv-A-Set. Each piece is individually boxed in 
a clear-top, free gift case, and the three boxes are set on 
a single base. They may be sold as a set for $7.50, or sep- 
arately for $2.50 each. 

So order NOW and order ENOUGH! Remember the 
large backlog as well as the future demand for 1847 


Rogers Bros. 
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Re: PX and Ship Service Store Congressional Investigation 


A Job for You 
—Personally 


‘io Is THE third, and we hope final, 
article on “The PX Problem”. It will be received 
by you as the scheduled House Armed Services 
Committee is in the midst of its investigation of 
our industry's claim that the present system of 
operation of these stores represents unjust com- 
petition with civilian outlets. 

The Congressional investigation is the result of 
unceasing work on the part of industry-minded 
people in the jewelry and other affected trades. 

It is our opinion that it will not be a dress 
parade for a whitewash of the military stores. 
We have every hope that remedial action will 
result and the jewelry trade will benefit. 

However, the extent of the action, and the 
degree of benefit is dependent upon the nature 
of the evidence furnished by our industry, the 
manner in which it is presented—and the sup- 
port which our industry's representatives in 
Washington receive from you jewelers through- 
out the country. 

Not the least important factor in this signifi- 
cant fight is the latter contribution—in which 
you can and should play your part. 

Below are listed the members of the sub- 
committee which will hold the hearings begin- 
ning on May 24, which hearings will last for 
probably three or four weeks. If any of these 
Congressmen are from your district, write them 
personally. Regardless, write also to Represen- 
tative Philbin so he will know your sentiments. 
Even though you may not be personally affected 
by PX or Ship Store competition, as a jeweler 
you have something at stake in this struggle. 

For, onerous as is the PX competition, it is 
only one of several forms of trade diversion 





TODAY! 


which are at present eating into the volume of 
the jewelry stores of America. If we as an indus- 
try demonstrate our strength and solidarity in 
this case, we will be better equipped to attack 
discount houses and other forms of unfair com- 
petition which do affect every jeweler. 

If we fail to get positive and substantial relief 
from the PX burden at this opportunity, just 
because the individual members of our industry 
are too “busy” or disinterested to write to the 
Congressional Committee, then you can say good- 
bye forever to any chance of ridding yourself 
of other trade diversion practices. 

For, correction of trade-wide problems can 
only result from trade-wide effort by individuals. 
It is one of those cases where, “We all hang 
together—or we'll all hang individually.” 

* * * 


Address your letters and wires to 


Philip J. Philbin, Chairman, 
Subcommittee of The House Armed Services 
Committee. 


House Office Building, Washington. D. C. 





Other members of the Committee— 
James J. Heffernan (Democrat of New York) 
F. Edward Hebert (Democrat of Louisiana) 
Arthur Winstead (Democrat of Mississippi) 
Franck R. Havenner (Democrat of California ) 
W. Sterling Cole (Republican of New York) 
Charles H. Elston (Republican of Ohio) 
Jack Z. Anderson (Republican of California) 
Leroy Johnson (Republican of California ) 
Lansdale G. Sasscer (Democrat of Maryland) 
Joseph R. Farrington (Hawaii—a delegate, 

not a representative ) 























They Reach for Deauty ia 


Inherent appreciation of fine jewelry by customers is aroused by 


atmosphere of this Philadelphia store, which, through proper setting 


and point-of-sale relations draws wide, discriminating clientele. 


“6A, ATMOSPHERE which appeals to the in- 
nermost being, shaping the desire for jewels.” This state- 
ment sums up the philosophy of Louis Jagielky in the 
operation of his truly aristocratic jewelry shop at 1603 
Walnut Street, in Philadelphia, Pa. 

The store is patronized by prominent radio personal- 
ities from two large radio stations in the neighborhood, 
the elite of three of.the city’s most exclusive hotels, and 
foreign diplomats attached to nearby consulate offices. To 
attract these and other discriminating customers, Louis 
Jagielky constantly strives to promote his store as the 
center for fine jewelry, placing important emphasis on the 
appeal to the senses. 

“All the senses must be pleased,” he believes, “to con- 
summate a jewelry sale with the least sales resistance. It 
is when the senses react harmoniously that the mind 
registers a single unified impression and the emotions 
respond favorably.” 

That is the effect Jagielky seeks to create in his selling 
and his store is so planned with great care for details. to 


by ANNA ROBBINS 


be pleasing to his prospects’ sense of sight, touch, smell 


and hearing. 

The first three senses are appealed to through the mer- 
chandise carried, enhanced by the store design and ap- 
pointments. The fixtures are of the highest quality and 
in the most conservative taste. Thick carpets soften steps 
and, coupled with the subdued rich colors, impart the 
feeling of luxury. There is nothing bizarre, flashy or 
ultra-modern about the setting to clash with the soft 
atmosphere Jagielky feels is so important to the sale of 
fine gems and jewelry. 

It is his employees to whom Jagielky looks for the 
appeal to the prospect’s fourth sense—hearing. If what- 
ever the salesperson says “rings true’ to the customer. 
that customer will have confidence in the store. Although 
part of this ability to stir faith is an intangible known as 
personality, many of the contributing factors can be 


(Please turn to page 145) 


The majority of Jagielky's sales staff 
is made up of women, who, he believes, 
have a better appreciation for jewelry. 
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This window display, like others at the 
Jagielky store at 1603 Walnut St., Phila- 
delphia, is designed to create atmosphere 
suggestive of “love, true beauty and art." 


The comfort of the customer is 
one of the first considerations 
at Jagielky's. Here the owner 
shows piece of jewelry to com- 
fortably seated customer. Below, 
interior of the Jagielky store. 
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Grunewald & Adams, originators of the ‘Silver 
Club,’ have laid groundwork for future busi. 
ness, a wider market and more efficient ser. 
vice by enlarging and modernizing their store. 


ee 


Modernization 


Facade of the remodeled Grunewald & Adams store 
has been refitted to resemble a movie theatre. 


Lavine the groundwork for future busi- 
ness, a wider market, and more efficient service, Grune- 
wald & Adams Jewelry of Tucson, Arizona, recently 
completed a full-scale modernization, which was in keep- 
ing with the distinguished tradition of this old established 
store. 

In its 46-year background as a first-ranking South- 
western jewelry, this establishment has built a reputation 
for offering only the best merchandise in a store where [ 
, | eo the customer was always assured of maximum attention. [| 
A ~ be ad ice oe While sticking to this basic formula, Arthur Grunewald, 

es | ee who became owner in 1943, has engineered a change of 
s ie, policy designed to ring up heavier sales. 
In the past. this firm has been a sales mecca for the 









Forty-eight patterns of flatware are displayed 
against the backwall of the silver department. 








Newly-remodeled store provides shoppers with 
uncrowded, smart facilities in which they may [i 1.) a 
make leisurely selections. View of the front “—. Ee — — 7 
of store, back to silverware section in rear. gum 4 
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Mt the Home of the Nilver Club 


carriage trade. The head of the company keynotes his bid 
for the patronage of middle-class families on new display 
innovations, a neighborly atmosphere, and livewire sell- 
ing techniques. 

Sales resistance of the lower-income groups has been 
jolted by two telling punches: (a) convenient, low-cost 
installment selling which pays its initial visit to the store 
agenda, and (b) a reshuffled advertising schedule which 
still stresses quality but also emphasizes that in each line 
there is a variety, style and price to suit every individu- 
al’s tastes and purse. 

Decoration, color, lighting, all the psychological, eye- 
appealing props that aid selling, are incorporated in the 
refitted sales environment. 

In enlarging, the store utilized space formerly occupied 
by the optical department, and a neighboring gift shop. 
The extra elbow room was sufficient to add a 37x25 
spread of space to the building, and gives the firm a 
combined footage of 25x110 feet of selling space. 

Most of the extension was used for the new private 
offices (12x45 feet) and a new china and crystal depart- 
ment. 

This new china room is a fitting companion feature for 
the firm’s flourishing silverware department. Arthur 
Grunewald originated the now-famous silver club plan 
which is emulated by jewelers over the entire country. 
The club plan, put into action in September, 1947, pro- 
duced booming silverware sales. which continue to pace 
other store lines. Sales personnel now have prolific oppor- 
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A new china and crystal display niche was an innovation at the recently 
remodeled Grunewald & Adams store. Efficient lighting and systematic 
arrangement of selections make shopping an easy matter in this room. 








tunities to make tie-in sales of china and crystalware. 

The modernization, representing an investment of 
$50,000, is paying off in increased traffic and subsequent 
sales. The movie-marquee-type front has a full plate glass 
entrance set ten feet back from the front windows. 
Uncrowded, eye-catching, persuasive window displays 
divert the attention of passersby. Running the entire 
width of the building is a neon sign, constructed of cut- 
out letters, which is silhouetted against the store front at 
night. 

Lighting plays a dominant role in the interior where 
incandescent lamps, augmented by a single strip of fluo- 
rescent running down the center of the ceiling, provide 
eeneral lighting. Pairs of spotlights accent merchandise 
in showcases. 

The over-all light gray color scheme, with the pale 
blue-gray treatment given the three shadow boxes which 
face the entrance, mixes nicely with the chartreuse motif 
of the china and crystal department and the lavender 
shade of the silver display area. 

Inexpensive glamour resulted from prettying up the old 
beautiful green oak floor cases, which were retained in 
order to preserve a portion of the store’s old, mellow 
flavor. The re-trimmed cases symbolize an earlier era in 
the firm’s history, when the store was exclusively a shop- 
ping center for genteel shoppers. 

In creating the smartly new separate settings for china 


and crystal, Grunewald has provided a comfortable, un- 
(Please turn to page 149) 
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Jewelry Merchandisiné . . . 






Family Style 








ion JOSEPH J. SCHAEFER Jewelry Store 
at 3328 West Lisbon Ave., Milwaukee, Wisc., can really 
be termed a “family” enterprise. Every member of the 
Schaefer family has pitched in to make a success of the 
business! 

First, of course, there is the founder—Joseph J. 
Schaefer himself. 

Then there’s Mrs. Schaefer. 

And then there are the five “little” Schaefers who grew 
up in the business: Juanita, a gemologist; James, an 
optometrist; Donald, who followed in his father’s foot- 
steps and became a watchmaker; Jule, who plans to study 
gemology like her sister, and 14-year-old Jay who plans 
to study watchmaking like his Dad and Donald. 

Schaefer pere started his apprenticeship at 14, and at 
19 already had his own small store in North Milwaukee. 
He closed that when he enlisted in the Navy in World 
War I, and when he returned home he went to work for 
a local wholesale jewelry firm. Shortly afterward he 
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Mr. Schaefer, shown 
here behind counter 
with son Don, oper- 
ates his business 
on friend - to - friend 
basis with customers. 


“x gee - 
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opened a watch repair shop for the trade but he knew he 
wouldn’t be happy until he had another retail store, so in 
1920 he opened his own shop at its present location. 

When she wasn’t busy with the youngsters as they were 
srowing up, Mrs. Schaefer helped out in the jewelry store 
since the family lived right above it. And as the children 
reached their teens they all expressed an interest in the 
jewelry line, much to their Dad’s delight. He felt proud 
of his profession and hoped the youngsters would follow 
in his footsteps—so he encouraged their interest. 

First came oldest daughter Juanita. After school and 
on weekends she came into the store to help sell and trim 
windows. She found herself asking her Dad so many 
questions about the jewelry she was selling that she 
determined to take a course in gemology. She signed up 
to take the Gemological Institute of America’s corre- 
spondence course and, when she wanted to learn even 
more, she appealed to the late Dr. Edward Wiggelsworth, 


(Please turn to page 151) 
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Staggered layout of count- 
ers is designed to lead 
customers through store to 
the rear, as well as to pro- 
vide more working space for 
the salespeople behind them. 
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Every member of the Schaefer family of 
Milwaukee, Wis., works together, each in 
his own sphere, to create a well-organized 
and efficiently run retail jewelry store. 









by SILVIA SCHUSTER 








Gem specialist of the busi- 
ness is the eldest daughter 
Juanita who has titles of 
Registered Jeweler and Cer- 
tified Gemologist of GIA. 





Separate gem room in rear of 
store was set up during the 
remodeling to permit daughter 
Juanita to carry on her ad- 
visory gem work in private. 
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Reeeem to the fore! 

That was the idea behind the recent remodeling at the 
P. J. McNeel Jewelry Co., San Antonio, Texas. And, 
although this was not accomplished by literally moving 
the giftware department right up to the front door, the 
effect was very much the same as if this had been done. 
The department was accented without moving it an inch. 

Before the remodeling took place McNeel’s gift depart- 
ment was, to put it mildly, uninviting. Located in the 
rear of the store and up a flight of stairs it was inaccessi- 
ble and poorly lighted. According to Pleas McNeel. 
owner of the store and son of the founder, “It was too 
easily overlooked by the store’s traffic.” Many of the 
residents of San Antonio will not buy anywhere but at 
MecNeel’s but, since their curiosity was not aroused, unless 
they were specifically looking for giftware items they were 
unlikely to take the extra steps up to the department to 
browse around. And since it is estimated that 90 per 
cent of giftware purchasers must browse before they buy. 
the uninviting department was far from paying its own 
way. 

Remodeling, however. changed all that. McNeel’s gift- 
ware department is now one of the store’s most prominent 
features. Many customers go there first, then visit the 
jewelry sections as they leave. It’s a traffic builder of the 
first order and builds an enormous amount of prestige 
and eood-will for the firm. 
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Members of an ice show visiting San 
Antonio flocked to McNeel's for gifts 
to send to the folks back home. Here 
they are shown examining fine crystal. 





The transformation of McNeel’s drab giftware depart- 
ment did not involve any drastic rearrangement of the 
store. All that was required, actually, was the elimination 
: of the causes of the department’s uninviting appearance 
and employment of shrewd display techniques. Here’s 
how the job was accomplished: 

McNeel’s  re-vamping started with the stairway. 
Through the use of a tasteful and luxurious grey carpet. 
what had previously been merely a stairway to an annex 
was transformed into an inviting entrance to a section of 
the store which clearly displayed a variety of quality 
merchandise. 

The carpet, of course, was only the beginning. In order 
to transform the giftware balcony into a truly inviting 
section of the store it was necessary to redecorate from 
floor to ceiling. 

The same grey carpeting that had been used on the 
stairway was used on the floor of the giftware depart- 
ment, the walls were treated in American Beauty Rose 
(thus justifying calling the area “The Rose Room”) and 
the ceiling was finished off in a delicate shell pink. Since 
the balcony had, of necessity, to compete with the major 
part of the store below, it was decided to intensify the 
(Please turn. to page 146) 





Because they are attractive items and brighten 
displays, lamps are shown on all of the counters 
in the giftwares department of McNeel's store. 





Below—McNeel's are convinced that 
lamps in window displays enhance 
other merchandise as well as pro- 
mote themselves as giftware items. 















































Feature costume jewelry accessories for summer wardrobes. 


Start Summer Windows 


—— ideas of what constitutes an 
ideal vacation vary from snoozing the time away in a 
comfortable hammock to climbing the Matterhorn, for 
nearly everyone, vacations are a time of self-indulgence 
. .. the one little piece of the year when we all feel justi- 
fied in pampering ourselves a bit. The major share of 
the vacation dollar goes, of course, for clothes, traveling 
and hotel expenses, but there are many items in the 
jewelry store which can serve to make a vacation more 
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pleasant, more glamorous and more fun. Since at some 
time from May 1 to Labor Day almost all of your cus. 
tomers are in a receptive mood, vacation-minded window 
displays will produce results. 

The girls, beau-catching in mind, will be intrigued 
with gay costume jewelry to spark their carefully selected 
vacation outfits. The boys will want cuff links, tie-clips. 
wallets and such if they are convinced that these make 
the well-dressed man. Traveling clocks and .watches, 
especially the water-resistant types will be wanted . . . as 
will luggage and cameras and any number of items which 
can serve as hostess gifts if it’s a “visiting” vacation. 

Like all summer windows, those planned to tempt the 
vacationer, should be gay and colorful, cool and inviting. 
Deep colors, dark woodwork, velvet and plush coverings 
and hanging may all look rich and sumptuous in the 
winter months, but in summer, the finest of them appear 
hot and unpleasant. Replace and recover as much of 
this sort of background and fixture material as possible 

. . with light colors, smooth textures, lucite, glass and 
mirrors. It is not hard to find suitable decorative mate- 
rial for summer windows which is colorful and gay— 
awning stripes, bright flowers, green growing plants, 
amusing cut-outs, sea shells, sea fans, coral branches, 
srass cloth, butterflies, birds, and so forth. 


Sketched this month are two gay summer windows 
using very decorative new materials from  Ferris- 


The units at left used in the summer jewelry 
display are outlined in heavy gauge wire 
and filled in with a colored plastic mesh. 
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Sports-type watches are a natural for vacation promotions. 


Shacknove, display designers, New York. Wire plastic 
cut-outs give a pretty undersea atmosphere to a display 
of water-resistant watches—and could equally well be 
used with pearls, coral jewelry or just for a cool-looking 
window! For costume jewelry, white painted wire fur- 
niture and a wire fashion figure all in miniature set the 
stage. 

For the undersea window, cut-outs of mermaid, fish, 
sea horse and sailboat are placed against a watery- 
looking background with watches or other jewelry dis- 
played on clear lucite stands. The cut-outs are made of 
a new plastic mesh originated by Ferris-Shacknove which 
has an interesting texture and a very effective luminous 
quality, particularly when it is placed with light behind 
it. Colors are soft and rich chartreuse, blue green and 
orange red and all are well be-decked with sequin and 
glitter trimming. Cut-outs measure from 8 in. x 9 in. 
for the blow fish, to 13 in. by 14 in. for the pretty mer- 
maid. Background and window floor should be of the 
same material for this display: a plain pale turquoise 
fabric or paper would be the best. Lengths of pale green 
maline or net stretched from window ceiling to floor 
would carry out the watery look and serve as places of 
attachment for the cut-outs. Cut-outs may also be sus- 
pended with fine wires. If it is not possible to attach 


anything to the window ceiling, the cut-outs may be. 


had with almost invisible wire stands to make them free 
standing and the net may be draped and puffed on the 
window floor and over whatever elevations are used. 
Glass bubbles, pearl chips, sea shells and colored sand 





~ With a Bow to Vacations 


by VIRGINIA DIXON 





Window background cutouts are made of cop- 
per wire screen filled in with plastic in 
various colors, and sparkling with sequins. 


can be used on the window floor for further color and 
interest. Lucite cylinders would make good display 
stands for the watches as sketched. Copy ribbon is 
tacked to the window background. For the most effective 
showing, try to have some light behind the plastic cut- 


outs. 
(Please turn to page 155) 
































This early 18th century Chinese 
ivory tear bottle at left, was 
transformed into a modern piece 
with the addition of a sunburst 
of 14 karat gold set with rubies 
and diamonds seen at the right. 


Here’s a sideline that any jeweler with 
a flair for designing can make a source 
of extra profit. Charles Walker in his 
“Petit Musee” in New York City has 


made it a successful full-time operation. 





An onyx and diamond stud mounted in platinum and a 
pair of onyx cuff links as well as two onyx hatpins 
were utilized in this brooch. Gold frame of piece 
is edged with a replica of antique repousee work. 
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New F ashions 
lor Antique J ewelry 








A YOUNG MAN brought an antique Chinese 
tear bottle he had purchased at an auction; a debutante 
wanted something done with her favorite cupid, an inex- 
pensive carved ivory piece, so that she could wear it for 
dressier occasions; a young matron from Buffalo came in 
with two pairs of her husband’s discarded onyx cuil 
links and three old diamond studs; an old lady found an 
out-of-fashion gold mesh purse, browsing through her 
stored away possessions, and wanted something “useful” 
made out of it for her granddaughter. 

These are not unusual occurrences, they merely repre- 
sent an average morning’s activities at the “Petit Musee. ’ 
a small jewelry shop owned by Charles Walker in New 
Y ork. 

Walker, designer and dealer in 18th and 19th century 
jewelry, decided to go into the business for himself at 
an early age. His location was a battered old suitcase 
in which he carried rare, one-of-a-kind jewelry. His 
customers consisted in the beginning of friends and ac- 
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1G) summer sales with 


RONSON 


WORLD’S GREATEST LIGHTER 


you're sure of 





Here’s why: Right in your town, summer 
is full of opportunities for selling Ronson 
lighters—for gift-giving and for self- 
use. Outdoor vacations call for Whirl- 
winds. Cigarettes keep fresher in a 
Ronson lighter-case combination. Ron- 
son Table Lighters and the sensational 
new Ronson Penciliter are ideal prizes 
for sports events and other contests. 


t, 


Your prospects are pre-sold on the 
World's Greatest Lighter through Ron- 
son's powerful advertising in news- 
papers, magazines, television and radio 
(‘20 Questions” and Johnny Desmond 
Radio Shows, coast-to-coast) 


Attract them to your store by sending 
for and using free Ronson window dis- 
plays, mailing enclosures and newspaper 
mats. And with every lighter, make an 
easy extra profit by selling a Ronson 
Servicer, that complete 
kit of accessories for 





long-term service — 
best for any lighter. 


every month's a 
selling month 
for you with 








-t * rere; «1% 





Visit Ronson Booths 126-127, National Jewelry Fair, July 25-28, Stevens Hotel, Chicago Ronson Art Metal Works, Inc., Newark 2, N. J. 
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Walker added a gold mesh necklace stud- 
ded with a pearl and several turquoises 
as well as a pearl-set bowknot to this 
carved ivory cupid to make a lapel pin. 


An old 18 karat gold mesh change purse 
to which is attached a gold perfume bot. 
tle for decoration and two heavy gold 
chains for utility make this novel belt. 


tee ay 


quaintances who knew of Walker's taste and discriminat- 
ing eye for historical detail and accuracy. Five years later 
when he had to close up shop to go into the army, he 
left a clientele list a mile long and a sizable fortune in 
antique jewelry in a safe deposit box. 

Upon his return to business following the end of the 
war, Walker went back to work after what will go down 
in GI history as one of the shortest rehabilitation periods 
on record. He arrived at Fort Dix. N. J.. one December 
morning at 7 a. m. By 11 a. m. he had talked a dress 
shop owner on 57th St. in New York into renting him 
half the store plus one of his two display windows (this 
during a period when real estate people didn't even bother a 
to laugh politely at requests for rental space). At 1 p. m. Rtted with 14 heret eold drapes cad @ 
Walker retrieved his stock from the safe deposit box, re- antique gold centerpiece to make brooch. 
turned to the store, did a highly imaginative window dis- 
play job, and by 4 p. m. had his first customer enter 
the store. 

Since then, Walker and “Petit Musee,” as his shop is 
appropriately named, have moved into their own location 
on 16 West 58th Street. There, his talent for designing 
new jewelry as well as adapting antique jewelry for con- 
temporary beauty standards has rated him such well 
known clients as Paul Mellon. Greta Garbo, Barbara Hut- 
ton, Marlene Dietrich. Lucius Beebe, Margaret Sullivan, 
Jean Arthur. Cole Porter and many others too numerous 
to mention. That does not preclude, however. his giving 
the same amount of imagination and craftsmanship to 
someone who apologetically brings in Aunt Tillie’s 
“stomacher” and wonders what earthly use could be made 
of it. Invariably he comes up with an answer that not 
only pleases the client, but also would probably have 
pleased Aunt Tillie. 

Alert to the present economy trend. Walker has taken 
steps against seasonal lulls and a growing buyer’s resis- 
tance toward important pieces. by accenting the redesign- 














(Please turn to page 168) 
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The Fashion Role of Diamonds Stressed in Advertising 


A dramatic diamond campaign is being 
addressed to women of fashion . . . through 





the country’s leading fashion magazines, 
Vogue and Harper’s Bazaar. 


This campaign highlights the beauty and 
fashion leadership of diamonds .. . it points 
out the fact that diamonds are timeless, 
transcending fashion changes. What’s more, 
it gives information on diamond “‘cuts,” 
and features the current price (ascertained 
by survey) on a three-carat stone. 


This advertising in full color is helping to 
keep diamonds in the fashion limelight and 





it is stimulating interest in diamond jewel 
pieces, It is an important selling tool for you. 





Diamond promotion promotes your business 





YOUR diamond promotion includes . . . 





POST Beas | 
VOkK : £ ADVERTISING supporting the engagement ring tradi- 
Colliers taco | —— tion—in leading national magazines . . . stressing 

' : | + the fashion significance of diamonds—in outstand- 
ing fashion publications. 


PUBLICITY in newspapers, magazines, on the radio. 


MOVIES — “The Eternal Gem’’—to show in your town. 
For details on how you may acquire this film at 
no cost, write to Association Films, 347 Madison 
Avenue, New York 17, N. Y. 


LECTURES throughout the country. 
e All are designed to help you sell more diamonds. 














De Beers Consolidated Mines, Lid. 
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Fig. |. Dr. Guebelin has adapt- 
ed Michel's old 'Detectoscope” 
to make excellent dichroscope. 


Kuropean 


Gem-Testing 


Laboratories 


by FREDERICK H. POUGH, Ph.D. 


es GEM testing laboratory of Dr. Edward 
Guebelin does not fall in the same category as the two 
previously described, for this is a private project of Dr. 
Guebelin, rather than something of a Chamber of Com- 
merce or a jewelers group. However, because of the 
unselfish educational work done by Dr. Guebelin, and 
his establishment of the Schweizerische Gemmologische 
Gesellschaft in 1942, it is becoming more and more of a 
public project, with Dr. Guebelin both teacher and 
philanthropist. Dr. Guebelin is both a leading jeweler. 
the organizer of the gem group of Switzerland, and a 
scientist with an enviable mineralogical background. He 
received his Ph.D. degree in mineralogy from the Uni- 
versity of Zurich in 1938, where he studied under such 
world-famous professors as Dr. R. L. Parker and Dr. Paul 
Niggli. His doctor’s thesis was a detailed mineralogical 
study of an area in the Tessin Alps known as the Campo 
Lungo. In this cirque one finds many interesting min- 
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Fig. 2. His polariscope 
homemade, but it resembles some 
of the American commercial types. 














is also Fig. 3. Mettler Balance, Swiss 


mechanical scale, permits fast, 
accurate gravity determinations. 


Fig. 4. "Pearloscope" for pearl testing is? 
much like the endoscope except that it 
uses an ordinary microscope. 


erals, including, interestingly enough, three gem minerals, 
green tourmaline, sapphires and rubies. As gems, the 
Orient has nothing to fear from Campo Lungo rivalry, 
but as important mineralogical occurrences they are most | 
interesting. The writer used Dr. Guebelin’s paper as a! 
guide in his collecting in that region on his trip to’ 
Switzerland during the past summer. 

Coming from a family of leading jewelers, it was 
natural for Dr. Guebelin to follow up his University work 
with more concentrated gem study, and for this purpose 
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For World Famous Collections or any 


quantity of loose stones. you must con- 
sider the House of Harry Winston. We 


obtain “rough” direct from the source 
...expert cutting and polishing is done 
. 


right on our premises. Your selection can 





be made from complete stocks... whether 
it be ten pointers... quarters...or halves. 
Also available, a full line of individually 


styled, mounted jewelry. 


ites Hat Challenge Wee Seidusiy! 


Visit our building ...or write >.. let us 





keep you posted on prices that con- 


sistently reflect the prevailing market. 
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Fig. 5. American Erb & Gray refractometer 
is mounted on stand to be used with one of 
the sodium light sources. 


he had already passed a semester in Vienna with the 
famous Dr. H. Michel. In 1937 he spent some time in 
Koenigsberg with Prof. Dr. K. Schlossmacher, reviser of 
the world’s leading gem book Edelsteinekunde by Dr. 
Bauer. To perfect his English and learn American ways 
he then came to New York and worked in his firm’s New 
York store for eight months, and took the correspondence 
course of the Gemological Society of America, going in 
July, 1939. to. Los Angeles for the examination and be- 
coming a “Certified Gemologist.” 

Shortly after his return to Lucerne he began building 
up his testing laboratory and simultaneously began to 
appreciate the need for educational work among members 
of the profession in his own country. This culminated in 





Fig. 7. Horizontal microscope for 
study and photography of inclusions. 


Fig. 8. Zeiss spectrometer has com- 
parison prism set in it so that two 
spectra can be studied simultaneously. 


the formation of the Schweizerische Gemmologische 
Gesellscha/t in 1942. This has 45 members, each of whom 
contributes 100 Swiss francs a year (about $25.00). 
Originally, it was restricted to store managers and their 
leading employees, but the insistent demand has led to a 
relaxation of the eligibility rules so that now any leadino 
employee in the trade may also be admitted to mitt 
bership. 

The Swiss Gemological Association does not attempt 
to conduct correspondence courses, feeling that adequate 
information can be obtained at little cost from the many 
excellent texts. Recommended books include Anderson’s 
“Gem Testing” and Webster’s “Compendium,” both of 
which supplement with practical hints the cultural ground- 
work of G. F. Herbert-Smith’s fine “Gemstones,” or Dr. 
K. Schlossmacher’s revision of Bauer’s “Edelsteinkunde.” 
To keep up the student’s interest Dr. Guebelin circulates 
(Please turn to page 157) 


Fig. 6. Dr. Guebelin's '"Gemmoskop," below 
is an adaptation of American model of sub- 
stage and indirect illuminated binocular, 
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Edward Sumnick, President 


Arthur Knapp, Vice-President Frank Vogel, Vice-President 
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O.: of the most active segments of con- 
sumer purchasing power in this country today is the 
rapidly growing group of keen, alert, modern home- 
makers who have a lively and active interest in making 
their homes more beautiful and attractive. 

National magazines, such as House Beautiful, House 
and Garden, and American Home, have built up huge 
circulations by catering to this group of young, or young- 
minded, people. In doing so they have greatly stimu- 
lated interest and influenced taste in home furnishings 
and are continuing to do so. 

It is self-evident that present day trends have been 
vastly affected and improved by these and other maga- 
zines, as well as by motion pictures, newspapers and other 
media—all of which are constantly demonstrating good 
taste in interior decoration. 
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New Homes Open 






New Markets 


by EDGAR HANFORD 


Traditionally a part of the American 
home scene, floor clocks are assuming 
new importance and thereby providing 
jewelers with additional opportunity 
to share in this growing home market. 


Jewelers in the majority have benefited from this new- 
family market in their silverware, gift and china and 
glass departments, the latter three particularly, having 
earned an increasingly important place in the jeweler’s 
merchandising setup. 

On the other hand, there is additional opportunity for 
the jeweler to share further in this vast new-home market 
—that is floor clocks. 

There are few, if any, retail jewelry stores whose busi- 
ness cannot be substantially increased by the proper dis- 
play and sales promotion of floor clocks. As it is now. 
too much of this business is going to the department or 
furniture store. 

Floor or hall clocks have traditionally been an impor- 
tant part of the American home scene. With the increas- 

(Please turn to page 160C) 
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A signature no other painter can copy 





| CIRCLE of 
LIGHT diamond 


The diamond with the signature no other can copy 





No other diamond has the 


RO 


continuous facet of brilliance around 

its rim. Only the Circle of Light gives 

you this EXTRA beauty, EXTRA 

size appearance. And remember this 

fact... the EXTRAS in a Cirele of 

Light Diamond add to the VALUE 
. not to the COST! 


Write for your sample copy of the 


interesting, informative booklet, 






“The Story of the CIRC tt 
LiGHT 


Circle of Light” 


re 


62 WEST 47th STREET. NEW YORK CITY, N. Y. 





Los Angeles Office: 


9 ‘est 5 ‘ 
220 West 5th St. Brothers, Ine 








Sides Plant: Diamond Tool Research Co., 304 East 45th Street. N. Y. ( 


305 East 45th Street. N. 7. & 
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Local Give- Away Show 










for 
Rider’ Correct Gpt2 
31 Cortect Grmvi2 


Sam Goldberg, manager of Rider store, 
points to poster inside store giving 
answer to current quiz question which 
draws many of radio audience to store. 


Awards of watches are made by Goldberg 
and Jim McConnell, announcer, to W. H. 
Payne, winner of store's “Father Time" 
quiz, and Olin Sheppard, Lake Charles 
business man who acted as Father Time. 





Focuses Gift Attention on Store 


Patterning a loeal radio show on national-hookup quiz programs. 


Rider Jewelry Co., Lake Charles, La... have made their slogan 


“If you want a gift, try Rider’s,” an accepted fact in community. 


_ profits are the ripened fruits of 
yesterday's goodwill.” That maxim has been tried, tested 
and proven true by genial Sam Goldberg of the Rider 
Jewelry Company in Lake Charles, Louisiana. Today 
Rider’s enjoys the distinction of being one of the most 
popular jewelry concerns in Southwest Louisiana because 
its owner possesses the initiative and business acumen 
essential to the successful operation of any retail estab- 
lishment. 

During his twenty-nine years of jewelry retailing, Gold- 
berg has experimented with various phases of merchan- 
dising, but until recently, has never discovered anything 
so spectacularly successful as his present radio show— 
“Correct Gifts for Correct Answers.” 

The first program was presented over the air on July 8, 
1947, after three months of careful planning by Goldberg 
and the executive staff of Radio Station KLOU, the C.B.S. 
affiliate in Lake Charles. The original show was con- 
tracted for a thirteen-week trial period and is now enter- 
ing its third year with a Hooper rating of twenty and an 
audience share of 65 per cent. This is sensational when 
you consider the program time (12:15 p. m. to 12:30 
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by GEORGE N. HEBERT 


p. m., Monday through Friday) and the network com- 
petition offered by the two other radio stations in the 
city. It was in March, 1948. after more than a year of 
successful “Giving For Gain” that Mr. Goldberg decided 
the time had come for a change in program technique. 
The profitable results of the quiz show justified a more 
elaborate program so the “Super Quiz” was added. 

The “Super Quiz” runs concurrent with the regular 
quiz. It is an adaptation of the big time shows wherein 
the clues to the identity of a well-known local personality 
are given each day on the program until such a time as 
the identity of this “Mystery Person” is solved. The pro- 
eram begins with the introduction and build-up; goes 
into the first thirty-second commercial; then into tele- 
phone calls; then into a second thirty-second commercial: 
then into closing. All numbers called are picked at ran- 
dom from the Lake Charles directory. Contestants are 
given a one-minute time limit and their first guess at the 
answer is the only one counted. Tie-in commercials (use 

(Please turn to page 169) 
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We have a large stock of Precious Stones, mounted and unmounted | from . 
which to make your selection. Let us cooperate with you on your special calls. 


JEROME RICHHEIMER vine. 


GEMS OF 


608 Fifth Avenue —— New York 20, N.Y. 


THE MODE*  * Reg. U.S. Pat. Off. 
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What Makes the Cricket Chirp? 


Prepared exclusively for THE JEWELERS’ CIRCULAR-KEYSTONE, this article 


presents for the first time in the United States details of the mechanism 


which makes the Vulecain ‘Cricket’ the first successful wrist alarm watch. 


T... IDEA of an alarm watch is not new—the 
first attempts to devise one were made toward the end of 
the last century. However, although many ideas had been 
put on paper and a substantial number of patents applied 
for, it is only fair to say that practical results were 
extremely rare. 

The process resorted to in most inventions was based 
mainly on tactile means, such as a claw or a revolving 
button designed to graze the wearer’s wrist. Another 
method consisted of fitting a wrist watch to a stand or 
easel provided with sound amplifying apparatus. None 
of these inventions, however, appear: to have been com- 
mercially practical. 

Since the Vulcain “Cricket” alarm wrist watch (intro- 














Fig. |. Plan view (bridge side). 
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Fig. 2. Position I-Ill. This position is used for winding 
the movement, winding the alarm and leaving alarm free. 


duced slightly over a year ago) is really the first sound- 
producing wrist-alarm worthy of the name, information 
concerning its mechanism and operation should be of 
major interest to watchmakers. The movement is char- 
acterized on the one hand by the mechanism itself and, 
on the other hand, by the alarm. A number of patents 
duly protect the invention. 


THE MECHANISM 

All the functions of the mechanism are controlled by 
a winding-crown and a pusher (referred to in instruc- 
tion booklets as the “button’). These operate jointly 
through the use of a jumper-spring and can each be 
placed in three different positions. In the subsequent text 
and accompanying illustrations, pusher positions are in- 
dicated by Roman numerals (I, II, IIT) and crown posi- 
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RAYMOND ABRAHAMS 


Presenting a distinguished selection of diamonds... cut with consummate skill by master craftsmen... 


As exclusive representatives of important South African and 
Belgian cutters, we are in a position to service your require- 
ments of all staple fine and medium quality cut diamonds, 
from melee to large important stones. Also a comprehensive 
variety of fancy cut, emerald cut, marquise, pear shape and 


For your stock or for special ohdal-sameit-laalejales-y 
Orders, write or wire us for a 
carefully chosen selection of 
loose diamonds or platinum 


mounted jewelry to be shipped % RAYMOND ABRAHANS 


on consignment. Describe fully 
the quality and sizes required. 951 FIFTH A¥YENUE «= NEW 2ornn .f/, Ma-e 


FOR JUNE, 1949 
















I\. 


<a 
<< Wi 

| \ WW 

PS 






4 
4 
~~ 


\ NT > 


\ 
A\S 


s / 
i 4 
hf Ss 
~/ |= 
WSS 
} ww 
® 





4 








Fig. 3. Position 3-Ill, setting the movement hands. MI 
first setting wheel; M2 second setting wheel; M3 inter- 
mediate setting wheel; M4 minute wheel; M5 minute 
wheel pinion; M6 hour wheel and M7 cannon pinion. 


tions by Arabic numerals (1, 2, 3). The following table 
shows the five operations of the mechanism, together with 
the corresponding positions of both crown and pusher: 


Figure 
Crown Pusher Operation Number 
1 Il Winding the movement 2 
Winding the alarm 
Alarm free 
3 II Setting the movement hands 3 
3 I Setting the alarm 4 
2 II Stopping the alarm 6 


Neutral wearing position. 
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Fig. 4. Position 3-I. 

A setting lever; Pr winding pinion; $1 alarm setting 

wheel; J hand setting yoke; MI first setting wheel; M2 

second setting wheel; $3 alarm intermediate wheel; Pk 

clutch wheel; H clutch yoke; $4 unlocking (discharging) 
wheel and $2 alarm setting wheel. 


B Alarm rocker; T spring blade; 
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Pressing the pusher to change it from position II] to 
position I (Figs. 2 and 4) causes the crown to jut out 
(change from position 1 to position 3). Conversely 
pressing the crown causes the pusher to jut out. Shift. 
ing the crown from position 1 to position 3 (whether this 
is performed by pulling the crown or pressing the 
pusher) gives the same result as in a regular stem-setting 
mechanism: through the action of setting lever A and 
yoke J, the clutch wheel Pk is made to slide down into 
gear with the first setting wheel MI (Figs. 3 and 4). 


WINDING: (Position 1-III) 


Winding the movement and the alarm are both per. 
formed with the crown in the same position—position ] 
(all the way in). The system of castellation gearing 
of the clutch wheel and winding pinion (Pk, Fig. 2) 
effects the winding of the alarm mainspring when the 
crown is turned clockwise, and the movement mainspring 
when the crown is turned counter clockwise. Therefore. 
instead of unlocking the clutch wheel so that it turns idly, 
a second mainspring is wound for the watch movement. 
Fig. 1 shows, in plan view, the alternating crown wheel 
(Z12) transmitting the winding motion either to the alarm 
mainspring or to the movement mainspring, according to 
the direction in which the crown is rotated. 
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Fig. 5. Sectional view of 
L the = striking mechanism. 
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SETTING MOVEMENT HANDS: (Position 3-II1) 


Figure 3 shows how, through a tension of spring blade 
(T), the setting wheel (M2) meshes with the gear-train 
(M3 through M7) including the minute wheel and pinion 
(M4), hour wheel (M6) and cannon-pinion (M7). 

The pusher is put in position III by pressing the crown 
all the way in to position 1. Then the crown is pulled out 
to position 3 while the position of the pusher remains at 
(If. It will be seen (Fig. 2) how this function is per- 
formed through the setting lever (A) clicking, as it were, 
with alarm rocker (B). 


SETTING THE ALARM: (Position 3-1) 


Pressing in the pusher causes the alarm rocker (B) and 
spring blade (T) to swing about. The blade, in its turn, 
actuates the clutch yoke (H) and the second setting wheel 
(M2), throwing them into gear with setting wheel (SI!) 
of the gear train (SI through $4) (Fig. 4). 


RELEASING THE ALARM: (Position 1-111) 


Figure 2 shows that position III of the pusher would 
allow the alarm hammer lever (D) to vibrate, were it not 
checked by the disconnecting lever (F). As a matter of 

(Please turn to page 160A) 
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You Tell the Family 
at to Get for Pop 








W ir TO Do for Father’s Day? 

Each year the jeweler asks himself this question and 
each year, in far too many instances, jewelers pass up a 
golden opportunity to promote men’s jewelry and gift 
items. “It’s too late to do anything,” one jeweler will 
object. “Can’t get people interested in Father’s Day.” 
another will counter. Or, “Aw, the haberdashers get all 
the Father’s Day business.” Dozens of other reasons are 
advanced for the annual “Father’s Day inertia,” but those 
mentioned above are typical. 


Thomas Long & Co., Boston, grouped nu- 
merous gift items for Dad in an attrac- 
tive Father's Day display. Desk sets, 
lighters, rings, cigarette cases, pipes 
and men's jewelry were all presented. 
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Full-color reproductions of Father's 
Day poster are available from na- 
tional Council, 175 Varick St., N. Y. 





Dennison's, Boston, Mass., featured a 
wide variety of gifts for Fathers in 
their window last year. Similar lay- 
out can be used by any jewelry store. 


But are these valid reasons for missing out on one of 
the year’s best promotion opportunities for men’s jewelry 
and other masculine gifts. Certainly not! Let’s examine 
them and find out why: 

It’s Too Late to Do Anything: As you read these words 
it should be no later than June 5th. Father's Day comes 
on June 19th. Most other retail enterprises are only just 
beginning their Father’s Day promotions—why not the 


teweler? Appealing window displays, set up in the next 


(Please turn to nage 170) 
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this is a greater Imperial Year 


pearls for profit 


...every month is 


a pearl selling month 


| | | 
Imperial Gam 
Cultured Pearl =" 
Necklaces to retail Gam 
from $50 to $15,000 “—* 


Pearls 


nationally advertised 
consumer recognized 
universally admired 


Imperial i the only Cultured Pearls registered 


Cultured Pearl Jewelry di 
bOkientl 14K: gold rings, and insured for the protection of your 
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by A. R. BORDEN 





Display unit inside store employs 12 panels over the 
case telling and portraying the making of the watches. 


sal BT general public will buy more ex- 
pensive timepieces, now or any time, if the potential 
demand is developed,” explained L. H. Yarnall, advertis- 
ing manager for J. E. Caldwell & Co., of Philadelphia. 
“One of the ways to do this is by ‘special exhibits’ which 
sell fine quality merchandise by attracting those of middle 
and lower income brackets to the store.” 

One of the most recent of those outstanding exhibits 
held at Caldwell’s was the World Premier of the Patek 
Philippe presentation, “110 Years of Fine Watchmaking,” 
an exhibit now on tour and being shown in a limited 
number of the country’s leading jewelry stores. The 
major purpose of the exhibit was to introduce higher- 
priced watches to those accustomed to buying less expen- 
sive timepieces. The success of this system of special 
exhibits as conducted by Caldwell was demonstrated by 
the number of average, middle-class Philadelphians. who 
purchased Patek Philippe watches during and immedi- 


ately following the exhibit. Members of the Caldwell 
(Please turn to page 172) 
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Some of the unusual collection 
of watches shown at the exhibit 
are, right, top to bottom: one 
created for Czar Nicholas II of 
Russia, displaying the Russian 
eagle in black on gold; origj- 
nal stem-winding watch invented 
by Adrien Philippe over a cen- 
tury ago; a gold hunting case 
with a miniature of a Murillo 
painting of the Madonna on one 
side and a floral painting on 
the other; a $6,000 collector's 
watch with a perpetual calendar, 
moon phase, split second stop 
mechanism as well as other uni- 
que features. The small watch 
with it is one of the smallest ever 
made in early days and was sold 
to a Count Tyszkiewisz in 1855. 
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Sorry Madam... 




















there are no bargains tn diamonds! 








3 Sometimes quality merchandise goes on sale... along 

with the left-overs. But there is mever a bargain price for 
diamonds. When you buy a diamond you get exactly what you 
pay for. Size alone is not the gauge. A fine diamond 

... like a Cardinal Bonded Diamond .. . can be 


worth twice the price of a poor stone. 


Because of their fine cut, color, brilliance and flawlessness, 
you will be proud to display ... and your customer will 

be proud to own, a Cardinal Diamond Ring. Actually 
bonded to guarantee its quality, workmanship and value. 
Cardinal Diamonds are ALWAYS fine diamonds. 





: * ‘Selling aids like these help you tell the °°, 
| Cardinal Bonded Diamond Ring story: a, 
1. RADIO SPOT ANNOUNCEMENTS i, 

2. NATIONAL ADVERTISING Pt 

: 3. COUNTER DISPLAYS a 

: °. 4. NEWSPAPER ADS zt 

bonded diamond rings. S Novmaumns 

"« 6. MAILING PIECES. 

i 7. AD MATS e 

| CARDINAL DIAMOND SYNDICATE *: — 

Bauman-Massa Jewelry Company, St. Louis “a = 

| J. M. Bennett Company, Minneapolis i . 

Are you prepared for Diamond Jubilee? March 27th—April 9th. " 
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2. Nylon Watchband 





5. Coffee and Tea Set 
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1. “Ball and Chain" 


. Simulated Pearl Bracelet 


CHECK THESE ITEMS AGAINST YOUR INVENTORY 


1. "Ball and Chain" spherical powder case with gold metal 
lipstick attached by a thin metal chain. From Wadsworth 
Watch Case Co., Inc., Dayton, Ky., $3.00 retail, no tax. 


2. Retailing at $1.00 are these new watchbands made from 
DuPont Nylon by the American Strap Co., Inc., 50 W. !7th 
St, N. Y. In 594" width only in gray, brown, black and 
pigskin colors, in both one-piece and two-piece styles. 


3. Simulated pearl bracelet with suspended hearts of gold 
plate set with turquoise and glass stones. $20 Keystone. 
From Imperial Pearl Syndicate, 607 Fifth Ave., New York. 


4. These two 10k natural gold, onyx and diamond rings are 
from extensive line of men's rings covering a wide range 
of prices in the birthstone, fraternal and diamond field 
by the Forever Yours Ring Co., Inc., 62 W. 47th St., N. Y. 


5. Belhurst coffee and tea service set by the Gregg Sil- 
ver Company, Taunton, Mass., is of heavy silverplate on 
copper. Waiter is 27!/."" by 17"; capacity of the pot is 
five half pints. The set retails for approximately $100. 
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4. Luggage Travel Clock 





5. Colorful Billfold 
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3. Easy-On Watchband 


CHECK—YOUR CUSTOMERS WANT THE LATEST 


|] !. The “Empress,” brocade-covered jewel case from new ‘49 
line of Farrington Mfg. Co., 70 Atherton St., Boston 30, 
Mass., is trimmed with etched metal ends and lined with 
slipper satin and velvet. It is priced to retail at $10. 


[] 2. Giant 6!/2"" high salt, pepper and sugar shakers in cop- 
per or silverplate with nickel linings. $18.95 retail per 
set in copper; $25 in silver, plus tax. Brown Derby Holly- 
wood Products, 1910 N. Bronson Avenue, Hollywood, Calif. 


[] 3. Designed to allow easier on and off the wrist movement 
is this watchband from Stonewall Products Co., 79 Seventh 
Ave., N. Y. Available in yellow, pink or white 1/20 gold 
fill with stainless steel back. $6.50 retail tax included. 


[] 4. Travel clock by Henry Sochard, 435 Fifth Avenue, N. Y., 
is made to resemble miniature piece of luggage in natural 
cowhide saddle leather. 2%" square, clock has radium 
dial and hands; space for calendar and photos. $10 retail. 


[] 5. Practically designed for women, billfold by Enger-Kress 
Co., West Bend, Wis., is of baby calfskin lined with nylon, 


in lemon yellow, azalea pink, carib green, laguna blue. 
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Treasureland REGISTERED 


DIAMOND RINGS 





Matchless ring artistry at down-to-earth prices! That’s the unbeatable 
sales combination that spells greater profits for the alert jeweler who features 
Treasureland Diamond Rings. 


Stimulating consumer interest everywhere, the Treasureland national advertising 
program dramatically combines individual dealer newspaper advertising, prepared 
radio announcements, colorfully illustrated folders and letters for dealer-to-consumer mailing. 


Treasureland Diamonds are expertly cut and polished, mounted in exquisitely 
fashioned settings. For your customer’s protection, each Treasureland Diamond Ring 
is registered and guaranteed. Write for details and exclusive dealership in your community. 


TREASURELAND RING COMPANY 
BOX il e CHICAGO 90, ILLINOIS 


AGI S-§ & RS OD 


DIAMOND RINGS 
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4. Watch Cases 





5. Silver Didy Pins 


Billfold 





3. Fineline Ballpoint 


CHECK THESE ITEMS AGAINST YOUR INVENTORY 


[] 1. Genuine alligator combined with California saddle lea- 


ther with gold plated channel edges, features this woman's 
billfold from Rolfs, 330 Fifth Ave., N. Y. Natural brown, 


claret red, or continental green, $15 retail plus the tax. 


'_] 2. Modernistic in style is ''Petit Alarm" by Lux Clock Mfg. 


Co., Waterbury, Conn. Only 3!/2" high, it has baked ivory 
enamel case, 48-hour single-key movement. It retails at 
$4.95 for black and white dial; $1 more for luminous dial. 


[] 3. New cap of special alloy, chased and polished with the 


finish protected with bonded lacquer, features new Fine- 
line ballpoint pen from W. A. Sheaffer Pen Co., Mt. Pleas- 
ant, lowa. In red, blue, green or black. $1.50 retail. 


[] 4. A new series of watch cases from Elite Watch Case Co., 


150 Varick St., N. Y. All feature heavy, flat-top crystal. 


[] 5. Wee Cherub Didy Pins, by Wee Cherub, 2016 Travis 
St., Houston, Texas, are available in sterling to retail at 
$2.50 for plain bar, $3.00 for attached flower; plated 
gold, $3. and $3.50, and in 10k gold for $15. and $16.50. 
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DISPLAY SPACE STILL AVAILABLE SS benegi,,. bee” 
Thousands of jewelers will buy Fall and Christmas in Vea. 
merchandise. Where else, but at the Fair, is it pos- ©Wele, 


sible to contact.so many buyers at such low selling 
cost. Some booths in exhibition areas and sample 
rooms on the 5th and 6th Floor, The Stevens, are 
available. 


Address: National Jewelry Fair, 1210 Arcade Bldg. 
812 Olive Street, St. Louis 1, Missouri 


SLEEPING ROOMS: Ample sleeping 


rooms are available for the Fair. Reservations 
may be made at The Stevens or Congress 
Hotel, and other Chicago hotels. Delay now 
may cause disappointment later. 


National Jewelry Fair 


AND CONVENTION 
NATIONAL ASSOCIATION OF CREDIT JEWELERS 
JULY 25, 26, 27, 28> THE STEVENS ¢- CHICAGO, ILL. 
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1948 Diamond Volume 


(From page 103) 


PROPORTION OF WOMEN'S DIAMOND JEWELRY BOUGHT 
BY MEN IN 1948 





Per Cent of Number of 

Total Purchases | Jewelers 

i, a tooo eee | 4 

a ee sc asd. Bc actinic 16 

41 to 60%.......... er ree aera uae 26 

so anc ce ees y caus bieb ape dsudeekwsviewesees 43 

81 to 100%...... bing Me a gee eee 20 
ER para. vn rune te ae eC 109 


According to 59 per cent of the jewelers consulted, 
most men’s diamond jewelry is purchased by women. On 
the other hand, 41 per cent of the respondents indicated 
that, in their opinion, most men’s diamond jewelry was 
purchased by the men themselves. A significant regional 
difference was noted among jewelers in the West Coast 
area, who were agreed five to one that most men’s dia- 
mond jewelry is bought by men. 


THE TRUTH ABOUT TURNOVER 


* One survey result that may lift a few eyebrows is evi- 
dence that many jewelers turn their diamond stock over 
more often than has sometimes been assumed. Two-fifths 
of the jewelers responding indicate a turnover of %%6 or 
better. Two-thirds of them do not anticipate any change 
in these figures during 1949, but 20 per cent believe that 
the rate for 1949 will exceed that of 1948. 


THE RATE OF TURN ON DIAMOND JEWELRY IN 1948 


Per Cent of 
Jewelers 
Rate of Turn (96 equals 100%, ) 
Under | ......... ein ie ee ee 14 
ES US as eee ee ke kee eee wewa 46 
iH to 2...... | | Peer re eter Terr ee 13 
me Oe 8... .-. er re ere 20 
|) are | eee ee eT eT eee 4 
re er rrr ree err Te 3 


LITTLE CHANGE IN INVENTORIES 


Jewelers were asked to compare their present diamond 
inventories with those of a year ago. For the most part, 
there has been little change in dollar value, in total weight 
of stones held in inventory, or in average quality of 
stones. 

Dollar Value. Of the 105 jewelers indicating how the 
dollar value of their current inventories of diamonds com- 
pared with that of a year ago— 

21 per cent said there had been an increase, 

51 per cent said there had been no change, and 

28 per cent reported a decrease. 

Changes in Weight. A somewhat larger proportion of 
jewelers indicated that there had been no change in 
weight when current inventories were compared with 
those of a year ago— 

18 per cent said there was an increase, 

29 per cent reported no change, and 

23 per cent said there had been a decrease. 

Quality Changes. Over three-fourths of the jewelers 
stated that there had been no change in the quality of 
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stones now in stock as compared with a year ago. In 
terms of a percentage breakdown— 

12 per cent said quality had increased, 

81 per cent said there was no change, and 

7 per cent said quality had decreased. 

Evidence of the strength of the diamond engagement 
ring tradition at all economic levels is supplied by anal- 
sis of the sizes of the diamonds in the engagement rings 
sold in 1948. The following table is based on an un- 
weighted average of the replies of the 89 jewelers re- 


porting : 
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SIZES OF STONES SET IN DIAMOND ENGAGEMENT 


RINGS AND SOLD IN 1948 
Per Cent of 


Sizes of Stones Total Sales | 
15 points or less. .. 13 | 
16 to 35 points... 4) | 
36 to 55 points. .. saute 25 
56 to 75 points... Me Bey 13 mS 
76 to 125 points. . . ) 6 = | N 
Over 125 points... , 2 . eR 
ES as caw both icy aeh anaes 7 ? , 100 4 


: Couples who have been married for some time repre- | | | \ | | N ( ] | ] i 
sent an important deferred market for either diamond 

engagement rings, diamond wedding rings, or both, in the | Fi 

opinion of many of the jewelers participating in the sur- 


vey. Of the 110 jewelers answering the question—_ or 
40 per cent thought that the deferred purchases repre- ae E W f I Y 
sented an important markei for both diamond en- | fie 


gagement rings and diamond wedding rings, ie 
13 per cent said only for diamond engagement rings, oe 
10 per cent said only for diamond wedding rings, — 
28 per cent said that the deferred market was of little | gaa: 
importance, and oy 
9 per cent had no opinion. 


Of those who thought the deferred purchases repre- | 
sented an important market, 58 per cent said that there | § HK ( | (} |] \ 
had been “no change” in this part of their business over | & 


the past twelve months. Thirty-four per cent, however, 
indicated that an increase had been realized. The in- : 

creases given, with few exceptions, amounted to less than | FR 

10 per cent. Of the 8 per cent who said that this part of | 

their business had decreased during the past year, only | fie 


one concern reported the decrease as being greater than 
10 per cent. 
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Suggestion Builds Sales of Baby Goods 


Giving extra prominence to baby gift suggestions, and 
backing them up with a steady suggestion program by 
salespeople has helped to considerably increase volume in 
this department at Dallmeyer’s, jewelers in Jefferson 
City, Mo. 

Instead of tucking the baby gift department away in a 
remote corner, Dallmeyer’s displays 16 choices of popu- 
lar gifts in an all-glass display case just inside the main | 
entrance to the store where most customers naturally | 
















HoceRr llurmser: 


| , | ROCKEFELLER CENTER 
pause before going farther. The case contains three dis- ee ee oe ee ee -e e 


play levels below waist height on which are porringers, 
knife, fork and spoon sets, brush sets, soup bowls, and NEW YORK 
other sterling silver items. In a slanted case at the top, 
4 feet long by 22 inches broad, are rings, bracelets, lock- 
ets, lavalieres, and other jewelry items. 











Chicago Office: $. Kutner, 5 N. Wabash Ave. 
Los Angeles Office: Kazanjian Bros., 220 W. 5th S#. 
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Monkey Business in Cincinnati in adjacent windows featured merchandise of a single 
manufacturer, and these displays were changed daily, 


The greatest promotion in the 25-year history of the thus bringing the merchandise of more than 20 leadin 
Richter Jewelry Co., Sixth and Main Streets, Cincinnati, jewelry manufacturers to the attention of thousands . 
Ohio, was staged recently, when a white-faced, ringtail passers-by. Each display was supplemented with attrac. 
monkey was on display in a corner window for three tive window signs bearing the name of the company 
weeks. The eight-month-old animal, weighing only two whose merchandise was on display. ; 


During the three-week period, Charles Richter. pro. 
prietor of the store, invited.the public to submit sugges. 
tions for a name and a suitable home for the monkey, 

More than 700 letters were received, and the first prize 
of a Gruen watch was awarded to Attorney Lawrence T. 
Lake for his proposal that the monkey be named “Rickey” 
and be given to William H. Dressman, custodian and | 
trainer of monkeys at the Cincinnati Zoo. 

Second prize of a musical cigarette lighter went to a 
sea captain, D. J. Paevey, and merchandise orders and 
Zoo admission tickets went to the 20 next best entries. 

The judges were Mayor Albert D. Cash, Jack Crinin. 
city editor of the Enquirer; Leo Hirtl, columnist on the 
Post, and Jerry Hurter, city editor of the 7imes-Star, 

Mr. Richter experienced considerable difficulty in ac- 
| quiring the monkey. No local pet shop had one for sale. 




















the Zoo declined to. rent or sell one of its monkeys, and 

It was only a monkey but he drew the crowds. A different ‘a sie 

display of merchandise each day focused attention on 20 the animal finally was imported from South America at 

— leading manufacturers. a cost of several hundred dollars. 
and one-half pounds, attracted such crowds by its amus- The world’s smallest brilliant-cut diamond, hand cut | 
ing antics, that police had to be called several times to in 1921 by an Amsterdam artisan to show his skill, can § 
direct traffic at the corner. only be examined under a microscope as ut weighs only 

Each day the monkey was being shown, the displays 1/400 of a carat and is smaller than the head of a pin. 
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OLD MINERS 


Through our secondhand sources, we are 


oO 








able to maintain stocks of Old Miners in 
a range of qualities, and in sizes up to 
half carats. You will also find us an excel- 
lent source for larger sizes in Old Miners, 
and for stones recut from Old Miners — 


all advantageously priced. 


Paul de Vries. me. 


DIAMOND CUTTERS & IMPORTERS 
535 FIFTH AVENUE 


NEW YORK 17, N. Y. 
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They Reach for Beauty 


(From page 106) 


segregated and analyzed so that the jeweler may look for 
them when selecting employees. He studies the applicant 
during the interview not just for neatness, experience, 
education, honesty and the other characteristics most 
merchants seek, but for a healthy attitude toward life as 
well. Such evidences include a sincere manner and pleasant 
but reserved personality. A wholesome outlook precludes 
that superior, disdainful attitude toward customers which 
fiction writers too often ascribe to merchants connected 
with aristocratic establishments. While some few may be 
impressed with this pretension, most customers who can 
afford to buy the more expensive gems are offended and 
do not return. 

The applicant’s own feeling for jewelry is also of con- 
siderable importance, Mr. Jagielky feels. Those who feel 
that jewels and jewelry are merely stock or merchandise 
are refused. He wants only those persons who feel that 
jewels are symbols of the finest of human emotions with 
genuine intrinsic beauty and emotional appeal. 

Training an employee to the standards of his store 
takes about three months so Jagielky is careful to select 
only those who look to the selling of jewelry as a lifetime 
pursuit and who can be counted on to stay with the store 
for several years. The girl who left most recently had been 
with the store for 16 years; another had spent 14 years 
with the business. A man who has been in the employ of 
Jagielky for 28 years encouraged his daughter to apply. 


This store training does not include the details of how 
to address a customer. The owner feels that it is more 
important to hire someone with innate good taste and 
poise upon whose discretion he can rely in all situations 
and then concentrate on training the employee on proper 
understanding of the merchandise. It is more important 
for a store owner to be able to depend on employees for 
carrying out details in accordance with his policies, 
Jagielky believes, because these details in themselves are 
most often the difference between success and failure for 
the business. 

Women, Jagielky believes, are better acquainted with 
jewelry than are men and therefore the majority of his 
selling staff is made up of the former. At present there are 
five girls on the floor in addition to Anne Jagielky, niece 
of the owner. 

Members of the consulates who visit the store are quite 
often surprised to find women selling the more expensive 
jewelry but they are delighted with the service and with 
the understanding and treatment of jewels that the female 
employees show. In many instances these men return and 
ask for a certain saleslady who waited on them before. 
then request her judgment in buying presents for their 
wives. 

On the other hand, American women prospects feel 
self-conscious in taking up a man’s time in “just looking 
around” and do not feel this same embarrassment with 
the girl employees. It is this leisurely “shopping around” 
without any sales pressure which the store promotes that 
results in a completely satisfied customer when the pur- 
chase is ultimately made. 
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18 West 56th Street 





CULTURED PEARL NECKLACES 


AND ALL SIZES OF LOOSE 
PEARLS FOR MOUNTINGS 


L. BORRELLI Corp. 
Direct Importers of Finest Quality Cultured Pearls 


Selections Sent on Approval 


Tel. CIrcle 5-4267 





New York 19, N. Y. 
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At least part of this customer satisfaction comes 
through the sales presentation method used at Jagielky’s. 
Instead of allowing the prospect to examine an earring, 
for instance, in its case, the customer is asked to put it on 
with some such phrase as “This stone would be very 
complimentary to your coloring. Let me show you how 
it looks on your ear.” The piece is then adjusted for the 
customer and a mirror, on the counter at all times, is 
placed at the proper angle so the customer can see how 
it looks. 

Financial limitations is another factor most people hate 
to bring up in discussing a purchase. In order to re- 
assure those who must buy on limited tunds, that 
moderately priced jewelry is also available at the store, 
yet avoid giving the impression of cheapness, Miss 
Jagielky prepares the store’s advertising in carefully 
selected phraseology. Copy is usually ornate and in 
keeping with the thought, “This is the store that love 
built.” A typical ad, if there is such, reads: 

“Bride’s Jewelry. When you are seeking an engage- 
ment ring or wedding ring or both ... and when ex- 
penditures must be carefully considered . . . Jagielky can 
provide these jewelry items for the bride at substantial 
savings. You will find here an extensive choice of ex- 
quisitely designed rings, refreshingly distinctive in style 
and representing the ultimate in year ’round low price.” 

Window displays too, prepared by Miss Nanette Cuillo, 
are designed to create an atmosphere ably expressed by 
a customer recently. “You know that something special 
is around you . . . something that suggests love, true 
beauty and art.” 


Gift Customers 


(From page 113) 


illumination until it was even brighter than that in the 
store proper. This was accomplished through installa. 
lion of overhead fluorescent ligit:. 

Redecoration was one part of the job of glamorizing 
McNeel’s giftware department — the part designed to 
attract the customer. Another job remained to be done. 
however, namely: display the giftwares in such a manner 
as lo appeal to the customer already there. 

Looking about for a single item which could dominate 
the department and enhance the variety of other merchan- 
dise, Mr. McNeel decided upon lamps. The firm had 
found that quality lamps—those selling for $35 or more 
—had sold in spurts in the past. Reasoning that proper 
display might make them sell more consistently, they were 
displayed as the center of attraction throughout the de- 
partment, with other giftwares such as figurines, vases, 
etc., shown as complementary merchandise. “This cre- 
ated a setting for the lamps,” explains Mr. McNeel, “and 
pointed up the other merchandise as well.” 

An extensive collection of crystal is stocked at Mc- 
Neel’s and is effectively displayed on tables set for ser- 
vice. “Most people,” the jeweler maintains, “are unable 
to picture a table as it will look simply by viewing a few 
pieces from the hand or arranged on a shelf. So we 
show a completely set table. In addition to providing a 
picture of just how the china, silverware or crystal will 
look in the home, this method of display enables us to 
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Platinum Watch, = 


ee 


of Histinction 


First on the list of fine jewelers seeking exclu- 
sively styled Platinum watch cases and attachments. 


GQrank Levine & Co. Inc. 


New York 19, N. Y. 
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highlight other items such as centerpieces, candelabra 
. 39 

goat personnel have been trained to note the 
customer’s comments. It has been observed that the vast 
majority who visit the gift department do not have a 
definite item in mind—they re looking for ideas. Not 
suggestions from a clerk but ideas developed by seeing 
the merchandise. When they see something that appeals 
to them—they’ll buy. They resent having a clerk attempt 
to “sell” them on an item, or even suggest what they 
“might” like. McNeel’s theory is that the customer must 
be free to roam and examine merchandise while the clerk 
must be sufficiently well-informed to answer questions in 
a gracious and pleasant manner. 3 

For this reason the jeweler feels that display is the most 
important aspect of his siftware department. ‘Put every- 
thing out where the customer can see it. “Trying to ‘sell’ 
giftwares, he emphasizes, “can easily aggravate the cus- 
tomer. Even when it is done in the most tactful manner 
possible there is always the faint implication that the 
customer is not capable of exercising good taste. This. 
naturally, is resented. 

“As a matter of fact,” Mr. McNeel adds, “gift items 
have an emotional appeal. There is no logical reason 
why one customer should prefer an oval dish while an- 
other customer fancies a round one. But that’s the way 
customers are. Personal taste is a strong consideration 
and people’s feelings must be duly respected. That is 
why we feel that giftwares should sell themselves and 
create their own demand. While they do, of course, have 
a practical value, selection is influenced by material, de- 


sign and color which strikes the customer’s fancy.” 

Although Mr. McNeel admits that the gift department 
accounts for only a small part of his firm’s sales volume, 
he says that over the years regular jewelry customers 
have virtually demanded that the store maintain a gift 
department. “Our customers patronize us,” he says, “be- 
cause they can buy with confidence. 

“Gifts of the type we sell,” he adds. “are bought pri- 
marily by people who want complete assurance that what 
they are purchasing is correct for the occasion. This is 
true simply because the giver wishes to impress the 
recipient with her good taste and, also. with the fact that 
her appreciation of the best was taken into considera- 
tion.” 

Prestige is the keynote and, for this reason, all of 
McNeel’s advertising stresses prestige. For example, 
when the ice show visited San Antonio recently, several 
of the stars visited McNeel’s in a quest for gifts to send 
friends and relatives. Ever alert for incidents which 
would enhance his store’s reputation, Mr. McNeel sum- 
moned a photographer and had the skaters’ photographs 
taken while they were actually in the store examining 
merchandise. These photographs were used, shortly after- 
wards, in the firm’s advertisements in the society section 
of the two local Sunday newspapers. Arranged to simu- 
late news photographs, the captions accompanying put 
across the fact that the skaters, seeking quality merchan- 
dise, had naturally turned to McNeel’s. These advertise- 
ments, according to the owner, drew more comments than 
any others the firm has used, and resulted in many new 
customers visiting the store. 
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strictly confidential. 











TOP SALESMAN WANTED 
MID-WESTERN TERRITORY 


We have an opening for a high calibre representa- 
tive to travel by car, who is thoroughly acquainted 
with accounts in such states as Ohio, Indiana, Illinois, 
Michigan and Wisconsin. Only capable men experi- 
enced in selling diamond rings need apply. 


Write for appointment, giving full particulars as 
to past associations, age, etc. Replies will be held 


UNTERMEYER, ROBBINS & CO. 


136 WEST 52nd STREET 
| NEW YORK 19, N. Y. 
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S hown above is only a 
part of the vast Jacco line 
of crosses, lockets, dia- 
mond mountings and 
wedding ring sets, cuff 
links, ladies’ stone rings 
with genuine, synthetic 
and imitation stones, 
men’s stone rings, signet 
rings, tie slides, spray 
pins, cameos, brooches, 
wedding rings, chatelaine 
pins, Miraculous Medals, 





18-20 Columbia St. 
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boys’ and babies’ signet 
and stone rings. earrings, 
chains and pendants. Al- 
most all are available in 
great variety of styles, 
sizes and prices, boxed or 
carded. In 10K and 14K 
gold, white and yellow. 
Investigate by writing 
now for full information 
and extremely popular 
prices. 


NEWARK JEWELRY 
MANUFACTURING CO. 


Founded 1905 
Newark 5, New Jersey 
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Can You Help Me? 
My Display Problem |, 


by VIRGINIA DIXON 


feaders’ questions about window and inside-store display 1; 
be answered in this department each month by Miss Vie oul 
Dixon, one of America’s topnotch display experts whose tolent 
have been brought to a focus on the jewelry field. Miss Dir + 
already well known to JC-K readers as the author of rae. 
stand-out articles on jewelry store display. Many 


W ILL you please tell me where I can get some reason. 

ably complete data on various types of window and 
showcase lighting. I am interested in the latest develop. 
ments as they might apply to the remodeling of my 


store—J. M. V. 


A nswer—tThe best sources for the information you 
request are the manufacturers of lighting equipment 
themselves. Century Lighting, Inc., 419 West 55th Street. 
New York 19, N. Y., and 626 No. Robertson Blwvd., Los 
Angeles 46, Calif., manufacture one of the most complete 
lines of lighting equipment for both display and stage 
lighting. They will gladly furnish you with catalogs of 
their fixtures. Their latest unit is “Dramalite,” a spe. 
cially developed commercial fixture for the use of 150 
watt reflector lamps. The housing on this unit is ex. 
tremely simple and good looking and a concealed swivel 
joint permits maximum directional control not previously 
obtainable in this type of fixture. An egg-crate louver 
over the opening cuts off eye-view of the light source 
more completely than other such units. 

Kliegl Brothers, 321 West 50th Street, New York 19, 
N. Y.. also offer a very complete line of fixtures and will 
gladly send their catalog. 

Units of the Swivelier Company, Inc., 30 Irving Place, 
New York 3, N. Y., have long had a wide distribution for 
window and interior display use. Their special feature in 
the Swivelier socket with its universal movement. This 
company has just announced the release of two new bul- 
letins on their lighting units, copies of which will be sent 
on request. The numbers of these new bulletins are 123 
and 14-A, but they will undoubtedly be glad to send you 
a complete catalog as well. 

The Hi-Lite units of the Nulite Company, 101 West 
47th Street, New York 19, N. Y., appear to be well de- 
signed and reasonably priced lights for special accent 
purposes. They offer a free illustrated catalog. 

A compact small spotlight has recently been featured 
under the name “HiLiter’”” by the Golde Manufacturing 
Co., 1222 W. Madison Street, Chicago 7, Ill. This looks 
good for jewelry store use and they undoubtedly have 
other applicable units. 

The newest development in this field is, of course. the 
cold cathode fluorescent lighting. This is particularly fav- 
ored for showcase use. The small diameter tubing pos- 
sible, the wide range of lamp sizes available and the long 
life of these lamps make it particularly desirable for this 
usage. Mobeco, Inc., of Watertown, Mass., specialize in 
a complete line of showcase units including reflector rails 
and all necessary fittings for complete installation. 


Pw you recommend a really good counter display 
lamp—efficient, but not an eye-sore in appearance? 


—R. T. M. 
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Answer—l| have not personally seen this lamp in use, 
but the descriptive literature for it sounds very convinc- 
ing. It is manufactured by the Apollo Electric Co., 55 E. 
Washington Street, Chicago 2, Ill., their model #100, a 
little under $40.00, including bulb, but guaranteed to be a 
really “true color” lamp. It is finished in heavy chrome 
plate, has a 24 swivel turn, heavy solid base and six rub- 
ber bumpers on the bottom to prevent scratching and 
marring of showcase tops. A patented 10-inch deep dia- 
mond facet reflector eliminates all yellow cast and is the 
secret of the “true-color” quality. The reflector is lined 
with asbestos to prevent the shade from heating. The de- 
sign is utilitarian, but certainly not unsightly. 


SHOPPING NOTES 


If you are shopping for nautical items, possibly for 
the undersea display suggested for this month’s window 
displays, try the Ankerum Manufacturing Co., 19th and 
Arch Streets, Philadelphia 3, Pa. They offer 72-in. wide 
fishnet (quite large mesh) in an absolutely amazing 
array of colors, all at a very reasonable price. They 
also have shells, star fish. sea fans and plumes. colored 
sand, crystals, mica and stone. Another source for these 
items is the National Sawdust Co., 65 N. 6th Street, 
Brooklyn 11, N. Y. Write to their Display Department for 
catalog. For true bubbles in glass (no necks on them! ) 
order from Malros Company. Box 289, Dover, N. J. 


These come in assorted sizes from 1 to 314 in. in diameter 


- 


and in assorted colors—green, blue, amethyst, aqua, am- 
her. and so forth. as well as in clear glass. 





MEN’S DIAMOND 
MOUNTINGS 





Modernization 


(From page 109) 


hurried atmosphere where shoppers make leisurely deci- 
sions without standing in the rush traffic of other depart- 
ments. 

Covering over six hundred square feet, the department 
quarters china on the left side on shelves displayed against 
a chartreuse, gray-trimmed background, and crystal on 
the right, arrayed on shelves backed by mirrors. 

Arranged in the center of the china and crystal cubicle 
is a table decorated with china, crystal and silverware in 
breakfast, luncheon and dinner settings. 

Typifying the selection of topflight names on the store’s 
sales roster is the the branded lineup of fine china, includ- 
ing Wedgwood, Haviland, Pickard, Flintridge, Worcester. 
Royal English Bone China, and Royal Copenhagen. On 
the pottery agenda are Winfield Ware, Vernon and Cali- 
fornia Ivy. The crystal selection includes twelve patterns 
by Tiffin, four Duncan Miller patterns and four patterns 
by Stuart, imported English patterns. 

The silver flatware setting, hub of the business, was 
reshuffled as an experiment which involved removing a 
portion of the merchandise from the conventional-type 
tables and stationing it against the backwall. A vertical 
spotlight trained on this area accentuates the merchan- 
dise, and attracts attention to the display from window 
shoppers. 


Arthur Grunewald’s aspirations for a roomier, more 
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ROSENTHAL & KAPLAN 


126 WEST 46th STREET, NEW YORK, N. Y. 
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efficient flatware display niche were solidly rewarded. 
Now prospects look over the offering, have their inquiries 
answered, etc., conducting the entire shopping procedure 
in a tranquil, uncrowded, leisurely fashion. 


The back wall is fitted with a succession of plaques, 
each accommodating a complete six-piece setting; a total 
of forty-eight flatware patterns are displayed by this 
device. 


WIDER SHOWING POSSIBLE 


“More people are more efficiently served with this 
technique,” points out Mr. Grunewald, “because it lessens 
the possibility of too many patrons attempting to view a 
single pattern. Greater space is available for a greater 
number of customers to inspect similar patterns.” 


The store’s silver flatware sales program revolves 
around these ingredients: (a) The silver club plan: 
(b) A brides’ file on silver, crystal and china; (c) Let- 
ters which go out to college and university co-eds, featur- 
ing the silver lines, and accompanied by an enlightening 
pamphlet on silverware: (d) The Welcome Wagon service 
for newcomers to Tucson and (e) An introductory offer. 
designed to attract young women to the store by tempting 
them with the gift of a silver-plated ash tray. 


The silver annex also has twenty shelves devoted to 
sterling silver hollowware. This merchandise is displayed 
according to item, with sandwich trays in one section, 
bon bon dishes in another, etc. Over forty different hol- 
lowware items are thus attractively shown with special 
emphasis given bon bon dishes, compotes, ash trays, 





sandwich trays, candlesticks. cigarette urns, and tea sets, 
since these products are best sellers. 

With the exception of a few perfections, the sterling 
silver club plan, as utilized at the Tucson jewelry, 4. 
mains as it was originated by Mr. Grunewald, after the 
skeletonized plan was presented to him by an advertising 
salesman on a local shopping newspaper. 


Arthur Grunewald pioneered the country’s first pal. 
atable, convenient plan which enabled limited-income 
families to buy a complete silver service without throwin 
the family budget out of whack. Based on a 33¢ weekly 
payment for each place setting bought, the club’s only 
stipulation being that the account be liquidated within a 
year. 

A major objective of Grunewald & Adams revamped 
newspaper advertising campaign (most of the 74% per 
cent of gross sales appropriation is allotted for newspaper 
advertising) lies in popularizing the new credit arrange. 
ments. Credit terms, made as attractive as possible, are 
designed to appeal to low-salaried buyers particularly, A 
wide open credit policy is the key to a large-volume busi. 
ness, believes Mr. Grunewald. 

He has carefully worked out plans of selling which 
involve thirty, sixty and ninety day layaway accounts, 
where buyers make a small deposit, and an installment 
plan in which accounts are arranged with weekly or 
monthly payments, with, or without, an initial deposit. 

Credit. on a long-range basis, has had a strong and 
effective buyer appeal among Tucson’s_ small-income 
families. 








24 Hour Service 


"Secure Yourself Today ... Tomorrow May Be Too Late!” 


24 Hour Protection 
| VAULT « SAFE DEPOSIT 
SERVICE 


You will sleep with a feeling of security after your valuables are de- 
posited in our vaults, “the largest, the strongest and most modern in 
the city of New York.” There is no known force that can penetrate the 
doors of the vault premises. Our vaults are arranged to suit the needs 
of every type of clientele and are supervised by thoroughly experi- 
enced men who.have handled safe deposit vaults for many years. 
Save money on insurance . . . have access to your valuables night and 
day (except Sunday) at a very moderate cost. 








Telephone Digby 9-3150 


U.S. REALTY BUILDING VAULTS 


ONE HUNDRED and FIFTEEN BROADWAY 
{Open All Night} 
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Family Style Merchandising 


(From page 110) 


the famed Secretary of the G1A’s Examining Board, and 
he agreed to tutor her in the subject of gems. | 

After six more months of diligent study with Dr. 
Wiggelsworth, Juanita passed the rigid test of the Insti- 
tute with flying colors, and she then had the titles of 
Registered Jeweler and Certified Gemologist. She returned 
to the family store with more enthusiasm than ever, very 
pleased to be able to use her knowledge in the business. 

In the closing days of the recent war and for some time 
afterward, Juanita was often called upon to give informa- 
tion to returning G.I.’s on the various stones they brought 
back from foreign lands. She won considerable fame for 
her skill and knowledge in this field, and the city’s lead- 
ing newspapers printed several feature articles about her 
work. 

Naturally this built up business for the family store, so 
her Dad decided to build her a small office in the front of 
the store so that she could carry on her advisory work in 
privacy. While he was at it, he remodeled the entire store! 

“T got tired of the U-shaped line of fixtures that most 
jewelry stores use,” Mr. Schaefer says, “and I didn’t like 
the straight, severe lines any better. So I really went all- 
out in redesigning our store; and about four years ago we 
had it completed to our satisfaction. 

“The first thing we did was have all our fixtures made 
of primavera wood and glass along modern lines. Our 
six cases were lined up in a staggered fashion which left 
a jog between each counter. I had a special reason for 








putting the cases together like this. In the first place, it 
permits the salespeople to have more walking space in 
back of the counters, and no two of us ever get in the 
other’s way. And on the front side of the counter, I tucked 
little bar stools into the niche left by this setup. These 
little stools were made of the same wood as the counters 
and their leatherette tops blended in well with the other 
trimming on the base of the counters. Our customers 
appreciated them, especially the men. They liked to perch 
on these while they discussed a purchase. 


DESIGNED TO LEAD CUSTOMERS IN 


“The whole intention of this staggered layout, of 
course, is to lead the customer on into the store. My 
daughter Juanita’s gem room is set into a front corner 
of the store, the rest of it being devoted to our counter 
displays. One more thing about those counters—they 
stayed put, as we took the merchandise pointed out to us, 
from drawers set into the rear base of the counters. In 
this way the displays stayed neat in the glass tops!” 

The first floorcase nearest the diamond room contains 
diamond rings. The next counter holds women’s better- 
class costume jewelry. The other cases hold watches, silver 
flatware, men’s jewelry, and pen and pencil sets. These 
counters and their contents are often shifted around in 
order to give shoppers something different to look at each 
time they come in. 

Daughter Juanita (Mrs. Stomner) is the oldest Schaefer 


child, but the other youngsters soon followed in her foot- 


steps in displaying their interest in the family’s store. Son 
James studied optometry, and he took over the optical 
department in the store with a little office of his own built 
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and must have the means to acquire it. That also describes 
the customer who is the first choice of merchandisers who 
aim to achieve and maintain leadership. You can make 
an impressive appeal for this most important patronage 
by displaying Herschede Chiming Floor Clocks. Dis- 
tinguished design, authentic chimes, superb craftsmanship 


make telling points in quality selling. 
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choice of customers 


Admittedly, the person who buys a Herschede Clock must 
have good taste; must want a beautiful, distinctive home 


Both cases and movements are made completely by Herschede 
—creators of fine chime clocks for over three generations. 


THE HERSCHEDE HALL CLOCK COMPANY, CINCINNATI 6, OHIO 
NEW YORK OFFICE: 37 West 47th Street © CHICAGO SHOWROOM: 1422 Merchandise Mart 














Illustration is Model 
No. 276. Stands 76” 
high. Either West- 
minster or Westmin- 
ster Canterbury and 
Whittington Chimes. 


Send for catalog 
showing the full 
range of models. 
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Cathedral Chimes 
on Tubulor Bells. 

















Watches of Distinction, 


Beauty and Durability. 





Each ALTON Watch is 
Beautifully Boxed, 
Cased and Timed in U.S.A. 





SEND FOR OUR LATEST 
ILLUSTRATED REDUCED PRICE LIST. 


Weksler & Goodman, Ine. 


5 South CHICAGO 3 
Wabash Ave. ILLINOIS 
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into the rear. The next boy, Donald, studied watchmaking 
and took over the sales with his Dad every day in the 
store. Both father and son had learned watchmaking at 
the Milwaukee Vocational School, and they did their 
repair work in a rear workroom behind the store. 

Jule, a daughter, comes next, and she plans to study 
gemology like her older sister, Juanita. Right now she 
reads all she can on the subject of stones and she is cop. 
centrating on the study of chemistry and physics in her 
high school curriculum so that this can help her in her 
chosen career. She helps sell in the store on busy days so 
that she will have actual experience in this line. . 

The baby of the family is husky Jay whose main job is 
washing the store windows and lending a hand with the 
display work. This 14-year-old youngster plans to study 
watch repairing, too, in order to join in with the rest of 
the Schaefers in keeping this store going full speed ahead, 

“The way I look at it,” Mr. Schaefer says, “this is a 
good business, and a person can be proud to be part of 
the retail jewelry field. Yes, I started my youngsters out 
in it early, but then kids seldom know what they want to 
aim at, anyway. This way I figure that my children will 
have a trade and a fundamental knowledge of one busi- 
ness, at least. If they want to switch to some other line 
later, fine, that’s their business. But they will have one 
business they can fall back on, if needed! 

“T often point out to them that this is a clean, friendly 
business. You meet people on the happiest occasions of 
their lives—you are in on all their birthdays, anniver- 
saries, courtships, and other happy days. As a rule, people 
come in to buy jewelry when they do have money, so 
there isn’t too much of a deadbeat problem, perhaps not 
as much as in other retail lines; so why shouldn’t my 
youngsters enjoy this work with me?” 


AGGRESSIVE ADVERTISING POLICY 


No cash register is visible in the Schaefer store. It is 
kept in the rear room, as the owner prefers his customers 
to feel they are coming into the store to be served as 
friends, and not just for the money involved in the sale. 
To him, the register is an alien note in what should other- 
wise be a friendly business. 

Mr. Schaefer has an aggressive advertising policy, too. 
About ten times a year he sends out 3,000 pieces of 
printed matter to boost jewelry items to people on his 
mailing list. With his monthly payment reminders he 
encloses stuffers or manufacturers’ booklets on merchan- 
dise he handles. He uses billboards around town; and 
then at big gift-giving seasons, runs large newspaper ads 
in the Sunday Rotogravure sections of Milwaukee’s lead- 
ing newspapers. 

In addition he shows screen slides at the local theater 
to which most of his neighborhood customers go. This he 
finds very effective in boosting sales, as people who go to 
see a movie are in a relaxed mood and so they are more 
apt to let a jewelry sales message sink in. Then when they 
walk home past his store, they are more inclined to step 
up to the window and look over the merchandise. For this 
reason, Mr. Schaefer keeps his window lights on till past 
the second show each night. 

In this screen plug he often features the small leather 
goods items which he has on display in one whole wall 
cupboard section in the store. “They’re fine gift items,” 
he remarks, “and even though a man may not need any 
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jewelry, he can always use a billfold or streetcar pass- 
holder. So if 1 can bring him into my store to buy that, 
he’ll be bound to catch a glimpse of my other items, and 
he’ll remember to come back to me when he does buy such 


articles! 


SPONSORS RADIO SHOW 

To top their advertising campaign off. this store also 
sponsored a radio show over WMLO every Thursday 
from 5 to 5:30 P.M. It was written by a copywriter on 
the radio staff who, having worked in a jewelry stor 
herself at one time, knew just what to stress in putting on 
a radio playlet. It usually followed the same format, that 
of a young couple going shopping in Schaefer's store, and 
the dialog brought in stories of the various gems. The 
commercials plugged whatever was new in the stock, thus 
boosting sales of those items the following days. These 
brought good returns. 

There are no lights in the display counters themselves 
as from the ceiling comes a combination of indirect light- 
ing and directed lighting from several louvred spotlight: 
set over the floorcases. 

Small spotlights are used in the show windows to 
dramatize the merchandise displayed therein. For a neigh- 
borhood store. it has a downtown modernistic. attractive 
appearance. for Mr. Schaefer believes in giving his neigh- 
bors the same good-looking surroundings they're used to 
getting in large. showy. expensive downtown jewelry 
firms: but giving it to them together with service. family- 
style! 


Public Meets the Gem Experts 


The interest in precious stones and jewelry is getting 
quite a play in national magazines in the past few months. 
The Saturday Evening Post, Colliers, and The American 
Magazine have all devoted articles to diamonds and other 
gems, among them synthetic emeralds and the new syn- 
thetic Titania. In addition, the women’s magazines have 
been putting increased emphasis on the importance of 
pearls and jewelry to today’s fashions. Naturally, all this 
adds up to the benefit of the jewelry industry at large. 

Currently, it’s the men behind the gem scene—the gem 
experts—who are receiving notice in the consumer press. 
In the June issue of Coronet, the pocket-size monthly. 
Dr. Frederich H. Pough, JEWELERS’ CiRcULAR-KEy- 
STONE'S gem consultant, is profiled, and in the May issue 
of The American Magazine, Dr. A. E. Alexander, direc- 
tor of the Gem Trade Laboratory in New York, is fea- 
tured in a full-length article. 


JC-K’s readers, for the most part, are only acquainted 
with Dr. Pough through his interesting articles on gems 
and gemology which have been published in this publi- 
cation for the past several years. Now you can meet the 
man through this article on him in Coronet.. His is quite 
an interesting personality. 

According to the article, Fred made a hobby of min- 
eralogy from early boyhood. When he was 14, he dug 
up an Indian arrowhead in the Palisades along New 
York’s Hudson River. After spending a week polishing it, 
he offered it to the Museum of Natural History only to 
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HE THOUGHT 
WOULD NEVER 
HAPPEN! #f&Y 
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A confirmed bachelor, imagine the 
surprise of this jeweler who had sold 
so many wedding sets, to find him- 
self presenting a ring. 


THIS FELLOW 
THE SAME 
MISTAKE: 


He thought it would never happen — his safe 


couldn’t be blasted open. And there he was with- 
out adequate insurance. 


ADVICE: 

Take out a Saint Paul Jeweler’s Block Policy. 
One premium, one payment date, one policy gives 
protection against safe-burglary and all these 
hazards: 


Holdup, inside or out; safe-burglary,; shoplifting; fire, 
water, or oil burner damage; merchandise carried 
by salesmen, registered mail or sealed Railway 
Express Shipments. 


Call your agent or broker today! 


ST. PAUL FIRE AND MARINE 
INSURANCE COMPANY 


SAINT PAUL 2, MINNESOTA 


EASTERN DEPT. 
75 Maiden Lane 
New York 7,N. Y. 





HOME OFFICE 
111 W. Fifth St. 
St. Paul 2, Minn. 
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learn from the then curator, Louis P. Gratacap, that they 
were far from being a rarity. Exposed to the exhibits a 
the museum, however, Fred determined that one day he 
would be curator of the collection. 

He studied geology at Harvard and after graduation in 


| 1928, he*matriculated at the University of Heidelberg 


where he studied crystallography under the Germay 
expert, Professor Victor Goldschmidt. 

After his return to this country, Pough returned t, 
Harvard for his Ph.D. and stayed on as an instructor jp 
crystallography. “After several years of this,” the article 
goes on to say, “he decided the time was ripe to bid fo, 
his job at the New York Museum. 

“*T think I know more about minerals than anyone 
else in America,’ he modestly told Roy Chapman Andrews. 
the Museum’s director, one day in. 1935. ‘Give me a job 
at $75 a month for three months and I'll prove it to you,’ 

“Impressed with his earnestness, Andrews hired Pough 
as assistant to Herbert P. Whitlock, curator at that time. 
His second week on the job, Pough asked for a raise. 
He got it. In 1940, when Whitlock retired, Pough be. 
came chief curator.” 

“The doctor’s official title at the Museum,” the article 
states, “is Curator of Physical Geology and Mineralogy.” 
Lazare Kaplan, the lapidary who won renown for his 
precise cleavage of the 726-carat Jonkers diamond, rates 
him the world’s leading expert on gems and minerals. So, 
apparently, does the Army. 

“After Pearl Harbor, when Manhattan Project scien- 
tists suddenly found themselves in urgent need of 20 
pounds of ‘Mineral X,’ Pough was assigned to dig up the 
rare substance. Pretending to be on a Museum expedi- 
tion, he combed South America and within ten days had 
unearthed a sufficient quantity.” 


KNOWN FOR DRY HUMOR 


We know Dr. Pough best, perhaps, for his blasé atti- 
tude toward gems. This may be the result of long asso- 
ciation with them. This attitude may be furthered by his 
apparent dry humor which is best illustrated by an inci- 
dent related in the Coronet article. 

“Not long ago, a visitor solicited Pough’s advice as to 
why a turquoise which he wore constantly had faded 
from sky-blue to yellowish-green. 

“You must be a barber,’ the curator diagnosed. “Tur- 
quoise stones change their hue when in contact with 
greasy liquids. Next time you give a customer a sham- 
poo, take your ring off.’ 

“Wait a minute,” said the man after pondering this in- 
formation. ‘It’s true that I am a barber. But how did 
you know? After all, I might be a dishwasher or cook. 

““Flementary, my dear chap,’ said Dr. Pough, a 
twinkle in his eye. ‘Last Tuesday you cut my hair.’ ” 

“The Sherlock Holmes of the gem world” is the name 
given to Dr. A. E. Alexander, director of the Gem Trade 
Laboratory in New York, by Edwin T. Connell in the 
article in the May issue of The American Magazine. 

As director of Gem Trade Laboratory, this 44-year-old 
gem detective has made the identification and classifica- 
tion of pearls and gem stones an exact science, states 
Connell. Dr. Alexander’s laboratory is a non-profit 
organization sponsored co-operatively by some of the 
country’s top-drawer pearl and gem dealers. “He’s the 
only expert in the country who backs up his findings with 
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a certificate which to the recipient is like money in the 
bank,” states the article. . | 
In tracing Dr. Alexander’s career, Connell tells of his 
many experiences in determining the value of pearls and 
gems and how he goes about finding out whether pearls — 
e natural, cultured, or artificial. | 
In a discussion of the manner in which Dr. Alexander 
goes about determining the true value of pearls and gem 
Connell offers some good advice to the ordinary 





ar 


stones, 


urchaser of jewels. | 
“He (Dr. Alexander ) contends that the way to avoid 


being cheated or being a victim of someone’s ignorance 
‘s to consult and patronize a well-established dealer,” 
writes Connell. “He believes it is unfortunate that so 
many people shy away from the really big names in the 
jewelry business, on the theory that these stores are 
beyond their means, and that unless they make an im- 
portant purchase they will not be welcome. Dr. Alexander | 
urges them to pay a call and be surprised.” 


Summer Windows 


(From page 115) 


Green grass paper cut to make hedges, bushes and 
grass plots completes the garden party atmosphere for 
the setting of the miniature furniture and costume 
jewelry. The delicately wrought furniture consists of a 
table and umbrella unit measuring 20 in. in height over- 
all—table top 101 in. in diameter, and a matching chair 
1314 in. in height. The fashion figure is outlined in wire 
and dressed in the same plastic mesh used for the mer- 
maid and fish. Figure stands about 20 in. high. For 
hedge and bushes, patterns are cut from heavy card- | 
board or beaver board and covered with the grass paper. | 
Mats of the grass paper are cut for the window floor. 
This paper is about the right scale for such a setting as 
this and makes a good background for the jewelry pieces. 
Regular grass matting is too coarse for such a purpose 
as this. If the grass paper is not available, billiard green 
felt or duvetyn may be used. Copy card is hand lettered. 
Jewelry is displayed on the furniture. pinned to the trees 
and bushes and laid on the “grass” floor. 


MATERIALS NEEDED TO ASSEMBLE THESE DISPLAYS 
Material Source 
UNDERSEA DISPLAY 


Ferris-Shacknove 
45 Grove Street 
New York 14, N. Y. 


Plastic wire cut-outs 
Mermaid 12''x 14'' chartreuse 
Dolphin 14" long blue green 
Blow fish 8" x9" chartreuse 
Sea horse 13" tall orange red 
Sailboat 12"x 14" blue green 
Cut-outs priced at 50¢ to 75¢ each 
—slightly more with wire supporting 
stands 
Maline or net—pale green Local department or yard 
goods store 
Leo Prager, Inc. 
168 West 23rd Street 
New York II, N. Y. 


Lucite cylinders 
3" diameter—available in |" to 
48" lengths about $3.50 for 12" 
length 


GARDEN DISPLAY 


Ferris-Shacknove 

45 Grove Street | 
New York 14, N. Y. | 
Any display supply house | 


Miniature garden furniture in wire 
and plastic and Fashion Figure 
All pieces from $3.50 to $5.00 
Grass paper or green felt or duvetyn 
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Ingeniously designed to accommodate as many 
pages as desired for Metallurgic Photography. 


COCKTAIL BRACELET 
(half actual size) 
One of many beauti- 
fully designed bangle 
bracelets in various 
finishes, sizes and 

colors. 





CUFF-LINKS (actual size) 
Smartly masculine, superbly 
executed in the Kalman 
tradition. 





... A wide selection of Barrettes, 
Bobby Pins, Book Lockets, Bracelets, 
Cuff-links, Chain Bracelets, Chokers, 
y Earrings, Money Clips, Tie Clips and 

4 Wedding Bands. 
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Refractive Index 2.616 
about 10% higher than Diamond 
Hardness 6 to 6.5 


WE CUT STONES 
WE SELL RAW MATERIAL 


HENRY 


LAPIDARY, INC. 














BEAUTIFUL 
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POWDER CASE 


ANOTHER 


THE WADSWORTH WATCH CASE CO., INC., DAYTON, KY. 
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A New Stock of 





Cultured Pearls 


—AT NEW, LOW PRICES— 








| Orders accepted & Necklaces 
| from wholesalers, ‘ 
| jobbers, 


manufacturers 
and importers. e 


All Sizes and Grades from 
$30 to $5,000, Keystone 


: Loose Pearls 


From 3 to 10 MM., All Qualities 


| Memorandum selections sent on request 


Immediate 
delivery from one 
of the largest 
and most 
complete stocks 
on the country. 








| — 
B « M Import Company 
DIRECT IMPORTERS 


ROOM 925, 152 WEST 42nd STREET, NEW YORK 18 
Wisconsin 7-5681 
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Gem Laboratories 


(From page 122) 


test stones among the members of the Association. Each 
member is expected to correctly identify one stone each 
» weeks. The stone is then returned and another sent. 
The association holds an annual five-day practical 
session either at a Lucerne hotel, near Dr. Guebelin’s 
laboratory, testing stones under his tutelage and using the 
many fine instruments available, or near some other place 
of scenic or gemological interest. All of this education 
and experience is made available for the initiation fee of 
about $30.00, plus the annual $25.00 subscription. The 
fees are probably just about enough to pay the actual 
costs of the circulation of stones; Dr. Guebelin’s real 
contributions in time, facilities and money are an indica- 
tion of his sincere interest in raising the standards of the 
trade in his own country. 

During the five-day session, Dr. Guebelin gives lectures 
in the morning, and the afternoon is given over to the 
practice sessions. At the close he gives examinations, 
divided into two groups which cannot be taken on the 
same date. The first is on diamonds; the second on the 
colored stones. Each is divided in three parts. The first 
is a written examination, with the student having his 
books and notes available. on the theoretical aspects of 
the study. The second is also written, but without refer- 
ence to notes, while the third is the practical determina- 
tion of colored stones and diamonds. Successful passage 
of these two examinations gives the right to the title of 
“Gemologist.” Ten members had already obtained the 
title and 20 more were due to take the examination 


last fall. 


WELL-EQUIPPED LABORATORIES 


The store laboratory. one of two Guebelin laboratories, 
is the handsomest gem-testing laboratory in the world. It 
is very well equipped: many of the instruments are the 
standard ones of any gem testing laboratory, but some 
are unique, and were developed by Dr. Guebelin to do 
certain jobs, and were manufactured in Switzerland. They 
are, consequently, gems of perfection themselves, and Dr. 
Guebelin is to be envied the instruments in his labora- 
tories, and even more. the craftsmen willing to undertake 
their manufacture. 

First, we might note an interesting adaptation of a 
compact and practical sodium light in a stand to which 
the refractometer is mounted, to give a sharper line on 
refractive index readings. He has adapted Michel’s old 
“detectoscope,” using a nicol prism, into an excellent 
dichroscope (Fig. 1). His polariscope (Fig. 2) is home- 
made. but resembles some of the American commercial 
table models and works as well. Like Mr. Anderson, Dr. 
Guebelin swears by the spectroscope and he has several 
models, including the small London-recommended jewel- 
ers’ spectroscope made by Beck. and a larger Zeiss model. 
the construction of which was developed by Dr. Guebelin 
so that it could be adapted to gemological purposes. 


tw 


Rapid and accurate gravity determinations are made 
with a beautiful Swiss mechanical scale, the Mettler Bal- 
ance (Fig. 3), modified so that it can be used for weight 
determinations in liquids as well as in air. They have 
been placed on the market and sell locally for about $500. 
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For years America has asked for a finely styled 
watch case which really protects its fine mech- 
anism from abnormal moisture and dirt. 


Such watches are now available —the new 
Hamilton “cld” models . . . sealed against high 
humidity, moisture and dirt by a new and ex- 
clusive development in watch case construction. 
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They can, of course, also be used for ordinary weight 
determinations. As a further method of determiniy 
gravity, Dr. Guebelin has developed a large set of heavy 
liquid bottles which are arranged in a case. There are 99 
of these stages and a diagram on the cover guides the 
beginner in making tests in a proper sequence to obtain 
an answer. 

For microscopes he has made a substage illuminatioy 
device to supply an indirect light, but it can be converted 
to direct light and adapted to oil immersion work, It has 
the advantage of being a binocular, but has also been 
very useful in the photographic work at which D; 
Guebelin is a leader. For the latter he has a setup of fiye 
lights in a circle around the stone and a rheostat arrange. 
ment so that he can vary the intensity of any or all of the 
lights. In this way he has succeeded in getting his remark. 
able photographs of inclusions, for the study that he has 
carried well beyond the work of any other investigators, 

He has, of course, an endoscope, as well as a “Pearlo. 
scope’ for pearl testing. The latter is an instrument much 
like the endoscope except that it is used on an ordinary 
microscope (Fig. 4). Among the antiques we find one of 
the old Michel “pearl compasses”—which never worked 
very well. This was the instrument that was supposed to 
make a culture pearl rotate and orient itself in a mag. 
netic field. For his principal pearl testing he has a new 
and impressive X-ray machine, adapted to show fluores. 
cence under irradiation, and to give diffraction patterns 
or shadowgraphs. He also has several types of ultra-violet 
light sources available, if necessary. 

The whole setup is neatly arranged on the inside of a 
horseshoe-shaped bench, and all the equipment is at the 
finger tips. 

It is obvious to even the casual visitor that Dr. 
Guebelin is a meticulous worker, with much initiative and 
originality. Visiting scientists will find some remarkable 
equipment. 

The home laboratory duplicates perforce some of the 





Semaphore Tells the Story 








ONE STORE CNILY 
STORE HOURS — 5:30 TO 8.30 dA 
SATURDAYS TO 19. M. 











Hansen & Hansen, 1628 Seventeenth St., Denver, Colorado, are 
jewelers and official railroad watch inspectors. This recently used 
newspaper advertisement told the story at a glance. The adver 
tisement with its wide amount of white space stood out sharply on 
the newspaper page. The firm name printed in reverse plate gol 
instant attention, as the eye followed around the center of the 
semaphore, to take in all vital information, including ‘One store 


only—Store Hours—5:30 to 8:30—Saturdays to | P. M." 
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obtainable through 


RODANA WATCH COMPANY INC. 


745 Fifth Avenue, New York 22, N. Y. 
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IADE America’s Complete 
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JADE of every type Emblem Service 


Complete Stocks of Tigereye Cameos, Hematite Cameos, | 


Scarabs, and all other semi-precious CHINESE STONES 
Write for full particulars Whether you need a $1.00 Masonic 
button, a $100.00 Shrine button, or 


CHINESE JADE CORP. a 32° ring renovated our new modern 
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equipment of the store laboratory. However, one ai 

some additional equipment including an American Enh 
and Gray refractometer, mounted on a stand to be used 
with one of the sodium light sources (Fig. 5). He als 
has a dichroscope set up on a stand which insures stabi 
ity. His so-called “Gemmoskop” is a photographic adapta. 
tion of the substage illuminated and indirect illuminated 
binocular now beginning to be available in the United 
States (Fig. 6). It has all the accessories one is likely to 
need for such photography. 





The cleverest and most original bit of equipment to 
be seen only in his home laboratory is the universal 
rotation apparatus. consisting of liquid type glass sphere. 
| into which a problem stone can be placed and its Optic 
| axis and properties determined, much as a Federoy 
universal stage does for smal! mineral grains. They are 
round glass spheres with a hollow center for oil filling, 
and a screw-in plug. Placed in the microscope they can 
be turned in almost any position like a ball. and the 
direction of the optic axis can be found. The screw-in 
plugs have four springy prongs which will hold a stone 
_ of some range of sizes. Several different size spheres make 
up the set so that a wide range of stones can be so tested, 
| These were developed by Dr. Guebelin and made jn 
Switzerland to his order: it surely makes an interesting 
bit of equipment for a gadget-minded gemologist. The 
most difficult technique in the job, that required in filling 
| them with an oil and getting that last bubble of air out. is 
| simplified with a sort of syringe. 


SPECIALIZES ON INCLUSIONS 


Dr. Guebelin’s specialty, for which he has become 
internationally known, is the study and photography of 
inclusions. The real hope of being able to ascribe definite 
' sources to cut stones lies in the study of characteristic 
inclusions. Dr. Guebelin is the leader in this work and 
feels that he has already made such progress that he can 
positively distinguish Russian and Colombian emeralds. 
and Burma and Siam rubies. In his home he has a hori. 
zontal microscope so contrived that he can study and 
_ photograph the inclusions (Fig. 7). No small detail is the 
successful reproduction of the fine details of the inclu- 
sions is his Reichert light, arranged so that different 
filters can be placed before it, and so that the light 
intensity can be varied. He also has a large Zeiss spec- 
_ trometer, mounted on an optical bench with a comparison 
prism set in so that two spectra can be examined simul. 
taneously, one above the other (Fig. 8). This would seem 
to be the ideal setup for the comparison of an unknown 
stone with a set of standard stones, similar in appearance. 

Both at home and in the store, Dr. Guebelin has.a 
remarkable set of stones for testing. As a leading gem- 
ologist, he has made a point of assembling a collection of 
unusual stones. A word of warning to anyone visiting Dr. 
-Guebelin would be to watch out for the “obvious” stones, 
if you are given one to test; it is likely to be something 
unexpected, for he has a lot. 

With his popular and research articles Dr. Guebelin 1s 
going far to show the public the value of a testing lab- 
oratory for the sure knowledge that their jeweler knows 
his stones, and to show the jeweler that by enough sufi- 
ciently detailed work it is possible to know more about 
the source of his stones than is possible today. 
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‘Cricket’ 
(From page 130) 


fact, the position 1-III is the normal position of the con- 
trol knobs when it is desired to have the alarm ring. 
It can be seen, in the sectional view (Fig. 5) that the lugs 
(Q) on discharging wheel (S4) and the three correspond- 
ing notches in the hour wheel (M6) maintain strict align- 
ment of the wheels. Setting the alarm causes the dis- 
charging wheel (54) and the lugs (Q) to be set in the 
selected position. Until the hour for which the alarm has 
heen set is reached, the notches in the hour wheel (M6) 
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Fig. 6. Position 2-Il. Stopping the alarm. D alarm hammer 

lever; © alarm stop lever; E star wheel; B alarm rocker; F 

disconnecting lever; G disconnector spring; A setting lever; 

P yoke holder spring; Pr winding pinion; Pk clutch wheel; J 
hand-setting yoke. 


‘ 


are made to slide under the lugs of the unlocking wheel 
(S4). They nest into each other at the time provided for 
by setting the alarm. This allows the hour wheel to slide 
along the cannon-pinion (under the action of disconnector 
spring (G) and permits the disconnecting lever (F) to 
swing and clear its hook-shaped end from the alarm ham- 
mer lever (D) which then vibrates under the action of the 
star wheel (E). The sectional view (Fig. 5) also shows 
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GONG STUD HAMMER 
CASE BACK 





Fig. 7. Sectional view of "Cricket" case. 


that alarm barrel (Z15) meshes directly with the pinion 
of the star wheel. The alarm hammer lever (D) operates 
jointly with hammer (K) through its arbor and a second 
pin. While oscillating, hammer (K) strikes the stud (L) 
fastened to the gong (N). 
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NEW HERMES 13-19 University Pl., New York 3 } 
Attractive, Fast-Selling 


GUARD RINGS! 











A Different Gift In 1/20 12 Kt. 
that has become Gold Filled or 
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| Square Imitation Stones | e CRYSTAL 


J. D. SCHLANG CO. 


305 EAST 46th STREET ° NEW YORK !7, N. Y. 
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Krome-Kra t 
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(pat. pending) 





At last—the perfect bar service: ice tub com- 
plete with tongs that also double as a bottle 
opener! It's Krome-Kraft's TONG TUB — the 
smart, lustrous, all-chrome service with clip on 
underside of cover for holding tongs. Greater 
convenience — no chance for tongs to be mis- 
placed. Genuine vacuum liner keeps ice cubes 
from melting for about 24 hrs. 2 qt. capacity. 
Most practical ice tub in the market! A variety 
of models and prices. Send today for prices. 


FARBER BROTHERS 


15 Crosby St., New York 
K ge t New York Showroom 


Krome 
YF ‘abo 339 Fifth Ave. 
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STOPPING THE ALARM: (Position 2-11) 


Stopping the alarm is accomplished through positions I 
or II of the pusher (Figs. 4 and 6). In these Positions 
one end of alarm stop lever (C) is made to butt against 
the rocker (B) while the other end checks the motion of 
alarm lever (D). Hence, the teeth of the star wheel cay 
no longer revolve. Position II has been especially pro. 
vided to prevent the alarm from going off and also to 
keep the hammer at a standstill when the alarm main. 
spring has run down. 


THE GONG 


One of the unusual features of the “Cricket” is the bel] 
system. It was found extremely difficult to contrive ay 
alarm bell which could be heard. This obstacle was over. 
come in a highly original way (see Fig. 7). The gong 
(N) is fitted into the back of the watch somewhat in the 





Fig. 8. Back of “Cricket case showing openings provided 
to permit sound of inner alarm to be heard. 


fashion of the inner lid of a hunting case. A case back [V) 
is then fitted over the gong. This back has four openings 
or air gaps (Fig. 8) whose purpose is to allow the sound 
to escape. Actually, this gong protects the movement 
from dust. The gong stud is, naturally, located to pro- 
duce the maximum amount of sound. 

It should be pointed out that the Vulcain company has 
also incorporated in this watch another patented feature, 
viz: the pivoting of the balance. This is characterized 
by a slating flange provided at the pivot ends, the pur- 
pose of which is to reduce the variation between the rate 
in the horizontal position and the rates in other positions. 





Titania Crystals Offered to Trade 


A limited quantity of the new titania crystals in boule 
form is being offered to the gem trade by the Titanium 
Division of National Lead Company, it is announced 
today. The only substance in existence more brilliant 
than a diamond, the titania crystals are being sold in the 
gem field to test their appeal and market potential as 
gems. 

The price in boule form—before cutting—is fifty cents 
a carat for the clear, seventy-five cents a carat for the blue 
and amber crystals. While some demand may be antici- 
pated from collectors, the offering is primarily aimed at 
manufacturers, dealers and cutters in the gem field. 

Linde Air Products Co., makers of the synthetic star 
rubies and sapphires, are also making the titania but in 
the clear variety only, and are selling it to the trade at 
the same price as National Lead—5O0 cents a carat for 
the rough. 

The index of light refraction of the new stones is about 
2.70, as compared with the 2.41 of a diamond. They are 
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far below the diamond in hardness, however, with a 
hardness index of / on the Mohs scale, as compared to 10. 

Titania gems are an “accident of research” with Na- 
tional Lead Company. Searching for a way to determine 
with greater accuracy the optical and electronic proper- 
ties of titanium dioxide pigment, company scientists were 
baffled by the minute size of the crystals. Efforts to pro- 
duce larger crystals resulted in what were obviously beau- 
tiful gems as well as a forward step in research. National 
Lead Company is primarily interested in determining the 
‘ndustrial and technical uses of these crystals, but is 
making available to the gem trade a limited supply 


already produced. 





New Homes 
(From page 124) 


ing trend toward home ownership, these clocks are assum- 
ing once again their place in the home decorative scene. 
Because so many of the national magazines’ visual demon- 
strations of what constitutes good taste in home furnish- 
ings and room arrangements are featuring floor clocks, 
they are creating a desire for these functional home dec- 
orations in the minds of many women. 

Those who are interested in increasing the attractive- 
ness of their homes—and their number is legion—cannolt 
help but be intrigued by the fact that, while the floor 
clock is a timepiece of great accuracy, purchasers are 
buying far more than a timepiece when they buy such a 
clock. They are buying charm, elegance, something aris- 


tocratic that sets apart their homes and makes the entire 
decorative scene unusual. 

Traditionally, floor clocks are tall, ranging in height 
to nine feet. However, manufacturers are now recogniz- 
ing space limitations in modern houses and apartments, 
and are producing floor clocks in sizes as small as 6934 
inches high, yet retaining all the symmetry of proportions 
associated with their taller counterparts. 

Furthermore, floor clocks are now obtainable with 
either weight action movements or electrically-controlled 
movements, thus providing purchasers with a wide variety 
of models from which to select the design best suited for 
the home it will distinguish. 

Because the floor clock is such an unusual article of 
furniture, it offers the retail jeweler a unique opportu- 
nity to improve his business, and it gives him this oppor- 
tunity in several ways. If he has a floor clock display in 
his store, he will find that it will be providing just the 
right touch of dignified showmanship in his store 
arrangement. 

The beauty of the clock itself, the sound of its soft, 
mellow chimes, give a “tone” to the store; provides the 
perfect “audio” atmosphere in which to sell fine, quality 
merchandise. 

In conclusion, the sale of floor clocks provides substan- 
tial and worth-while profits, and frequently leads to sales 
of other fine merchandise. Satisfied purchasers of floor 
clocks return whenever they are in need of other jewelry 
store merchandise for their homes, for themselves, or 
others. 
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We are proud to announce 
that our new WING BACK has 
met with enthusiastic approval, 
All Jewelers agree that our 
new WING BACK is a Honey 
and is just what they have been 


looking for. 
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Ls A KNOWN fact that one of the best ways 
of displaying silverware, china and crystal to get the 
utmost in customer attention is by means of planned and 
true-to-life table settings. When this natural interest is 
coupled with that aroused by the pride in self-created set- 
tings, the reaction is two-fold. 

Rosenzweig Jewelers, 35 N. First Ave., Phoenix, Ariz., 
used this scheme to advantage recently by sponsoring a 
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Silverware, China and Crystal 


Shown at Table-Setting Contest 











Above—Judges in Rosenzweig's table-setting con- 
test inspecting the various entries arranged by 
Phoenix women's clubs. Awards were based upon 
best use made of silverware, crystal and ch'na. 





by KAY TRAVAINI 


At left—Prize winning table in Rosenzweig's con- 
test. Two other prizes were awarded at the show, 
and a $75 chest of silverware was the door prize. 


table. setting contest in which twenty local women’s clubs 
participated. 

All the silver, china and crystal used was taken from 
the store. Many styles in table settings were used, ranging 
from the informal luncheon set with colored pottery, to 
the formal dinner with beautiful china. A first, second 
and third cash prize was given to the clubs preparing the 

(Please turn to page 175) 
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To maintain their policy of service, Shah & Shah operates a well-equipped 
repair room on second floor of store with three men constantly employed. 


NAEP » Means... 





Rotogravure ads _ have 
been used by the firm for 
past 15 years, stressing ser- 
vice available on watches, 
diamonds and silverware. 


e 


B. STRESSING “service after the purchase” 
repeatedly in all of their dealings with the public, Shah 
& Shah of 921 F Street, Northwest, Washington, D. C., 
have built up a following which has implicit confidence 
in this well-established concern. This feeling of as- 
surance has been developed because the firm has stated 
consistently in all of their promotional activity and per- 
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“Service After the Purchase’ 


by S. A. KNIGHT 


sonal relationships with customers that they stand whole- 
heartedly back of every purchase made and will guarantee 
all merchandise sold regardless of any similar stand by 
the manufacturers. 

“We feel that a sale means the beginning rather than 
the end of our relationships with a customer,” explained 
Frank Shah, manager. “To that extent we take particular 
pains to follow through on every transaction made over 
our counter regardless of how large or small the dealing 
with exclusive jewelry items.” 

“Since we do primarily a cash only business in a highly 
competitive area,’ added Mr. Shah, “our practice is to 
add extra service besides our high grade stock of national 
lines. We have found that it is advantageous to curry 
favor with a conservative class of trade such as we enjoy 
by building up a reputation of standing squarely behind 
all goods sold. Knowledge of this factor has often helped 
tip the scales in our favor when a prospective purchaser 
is mulling over a decision to buy with us rather than go 
to the store next door or across the street.” 

To carry out these obligations, Shah & Shah maintains 
a comprehensive service and repair section upstairs as 
well as a repair booth on the main sales floor. Customers 
are often taken to the second floor where they can see the 
men and machinery at work on a varied assortment of 
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Many or THESE PEOPLE will want to know 
where they can see this lovely silver, and 
that gives you the chance to get a big jump 
on your competition. 


Watson has for you—all ready to run— 
24 dealer ad mats, 2 for each Watson pattern. 
Put Watson’s big national ads directly to 
work for you in your community by running 
these mats in your local paper, over your 
name, when the national ads appear. 


Try this! You'll find it’s a proven-practical 
way to increase your sterling silver sales. 
If you’re missing any, write for the full set 
of Watson dealer mats now. The Watson 
Company, 869 Watson Park, Attleboro, 
Massachusetts. 


& US STERLING 


Nationally Known As 


MODERN SILVER WITH THE 
BEAUTY OF OLD MASTERPIECES 


with this June 6th 


\ | 
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\LIFE AD , 


Over 38 million people are see- 
ing Watson Sterling advertising 
this year in LIFE, SEVENTEEN, 
BRIDE’S MAGAZINE and the 
CHRISTIAN SCIENCE MONITOR. 
That means a major number of 
potential customers in your com- 
munity will read about Watson 
Sterling. 
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items from diamond mountings to silverware replating. 
There a force of three experienced craftsmen is con- 
tinually employed so that demands of the public can be 
executed in rapid order. 

“We never argue over legitimate service needs,” said 
Isadore Shah, Frank’s father and one of the owners. 
“Of course, that doesn’t mean that a customer can come 
in several months later and complain of a damaged article 
that is obviously due to negligence on their part, or has 
been cleaned several times indicating usage. But rather 
than leave any feeling of dissatisfaction we are only too 
glad to make whatever adjustments are required without 
cost, even if we are not reimbursed by the manufacturers 
later. That is the crux of our sales psychology which has 
paid off in the course of years—that our firm’s name is 
synonomous with quality and service.” 

Another valuable adjunct of this service department 
which has proved highly popular is the offer of free en- 
graving on all types of jewelry. On one occasion a man 
who had bought a watch seven years ago suddenly recalled 
the offer and went back to the store to get his initials 
engraved. This was done without any hesitation. 

The best indication of the success of this service policy 
is seen in the large amount of repeat business that Shah & 
Shah enjoys. This practice of thoroughly guaranteeing 
both old and new merchandise has resulted in building up 
a steady clientele, persons who might have stopped in 
the store perhaps once or twice, but who probably would 
not have maintained it as their steady jewelry center 
unless they had instilled in them this feeling of con- 
fidence through the service obligations. 

Customers frequently write in to express their thanks. 
A woman penned this personal message which is typical 
of the many received: 

“T want to again thank you for your kindness expressed 
in your gift to Nancy. I was very much pleased to find 
another beautiful spoon among her engagement presents. 
Being a firm believer in saying nice things while people 
may hear them, I want to take this opportunity to say 








now that I admire and appreciate you and your fineness in 
every way. Your fairness, helpfulness and unfailing 
courtesy have made all our contacts satisfying and 
pleasant. It is refreshing to meet with such friendlines, 
along with business.” 

This message of “Service After the Purchase” is han. 
mered away continuously by the firm in all of their 
outside promotion, especially newspaper advertising and 
radio commercials. It is secondary only to their official 
slogan, “If you don’t know diamonds, know your jeweler.” 

(Please turn to page 173) 
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Service is stressed in watch 
sales particularly. Folder 
above giving information on 
wrist watches, the care and 
treatment of them is given 
customer at time of purchase. 


Buffer machine workshop occupies 
a separate section in the second 
floor repair department with full- 
time employee kept constantly busy. 
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TEENA WASN’T BORN WITH A 
SILVER SPOON IN HER MOUTH 


...chances are she doesn’t have “Grandmother’s 
silver’ to inherit! Reason enough fourteen 

of the nation’s top silver companies are 

selling Teena their patterns and their names 

in SEVENTEEN each month. Buying for herself 
today and a family of her own tomorrow, Teena 
(there are 7,999,999 more at home just like her ) 
is the nation’s most potent consumer. Industry 


is reaching her in the magazine that keeps 





pace with each new generation of teens 









‘TOWLE SILVERSMITHS HOLMES @ EDWA ROGERS S' ;  LUNT SILVERSMITHS REED & BARTON 
‘WESTMORLAND STERLING ANK WHITING GO) | INTERNATIONAL/STERLING FINE ARTS STERLING CO. 
WALLACE SILVERSMITHS | OME DECORATORS ING. WATSON CO. 
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The suggestion of a dramatically 
presented gift certificate can 


$ 
* * therwise lost sal 
Gikt Certificate sate lr api teat 
can't quite make up their minds. 
of Doldars 
i Whh beslurshesfoom by GOLDALIE FRANK, Presiden 
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Individual folders keyed to various 


« 
Pyramid gift-giving occasions such as those 
° 


shown below, can put the gift certi- 
ficates on a more personalized basis. 


Your Sales 
With 
Gift Certificates 


| stores throughout the country are 
now making every conceivable effort to pep up their sales 
registers, and gift certificates are sales stimulators which 
are particularly suited to gift selling outlets such as 
jewelry stores. 

During a recent trip throughout the country, I have 
talked with innumerable department store executives from 
whom I learned that gift certificates are building sales. 
I also discovered that many jewelry stores are not taking 
advantage of the use of gift certificates to build addi- 
tional volume. In some cases, even where gift certificates 
were available, they were not properly promoted and 
therefore not productive. 

Whether the jeweler conducts a cash or credit opera- 

(Please turn to page 173) 
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TRAY ON LEGS * NO. 130P oo 
15" » 26" overall Sheffield patterns ... distinguished by 


ACKS xs SONS 


BROOKLINE, MASS. 


712 So. Olive St. 56 W. 47th St. 








superior design and workmanship —— 


backed by a reputation for quality 





maintained for more than half a 


century. Ask for information on the 


oo ANGae New Ons SILVER BY SACKS line 
225 N. Michigan Ave. 1255 Market St. 
CHICAGO SAN FRANCISCO 
Santa Fe Bldg., 2nd Unit All items are silver on copper 


DALLAS, TEXAS 














FOR MOST SATISFACTION 





SEND US YOUR SWEEPS 
FILINGS, SCRAP GOLD AND PLATINUM METALS 


WE SUPPLY TO MANUFACTURERS 
A-FULL-LINE-OF-SETTINGS-AND-SHANKS-IN-ALL-METALS 


REFINERS & SMELTERS 
FOR HALF A CENTURY 


JOSEPH B. COOPER & SON ic. 


26 John Street Phone COrtland 7-0360 — NEW YORK, N. Y. 
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ARE YOU MAKING THE MOST OF 


HERE’S THE MONTH YOU'VE BEEN WAITING FOR! 


From now until the 30th millions of Americans will be gift-sshopping = == : a — 
for wedding, graduation and Father’s Day presents. Naturally you'll oy oe 
want to make the most of June — the triple-treat month for Jewelers. 
And one of the best ways to do this is to sell with Esquire — The Gift 
Guide of the Nation... 

BECAUSE: More than 7,000,000 high-income readers with discriminat- 


ing tastes will scout the June issue of Esquire (on the newsstands 
now) and the July issue (out June 8) for gift suggestions. 


BECAUSE: Esquire readers are gift-conscious. Esquire’s primary mar- 
ket alone spends more than $135,000,000 on gifts — not counting 


Christmas! 





BECAUSE: A recent survey among Esquire’s primary market shows 
more than 48% bought Father’s Day gifts, more than 41% bought 
vraduation gifts, and over 4% purchased wedding gifts. 


BECAUSE: During your big month of June Esquire — and Esquire alone 
—will put your best customers in a gift-buying mood through its 
tempting, stimulating editorial content. 


RESULT: The Esquire readers in your community form a tailor-made 
market for Jewelry. Attract them to your store... and you've paved 
the way to bigger profits. The advertisers you see listed on the cppo- 
site page will be in Esquire’s sales spotlight . . . your top performers 
for June. Sell with them — and you sell with Esquire! 





NOW LET ESKY take you on a profitable tour of your three plus an effective “booster” — an eye-catching display Ff 
outstanding June gift-selling occasions. For each one for Father’s Day ... the gift occasion Esquire created. 
he has a distinctive, sales-worthy window suggestion, 


HERE ARE THREE EASY-TO-BUILD WINDOWS FOR YOUR STORE 
GRADUATION materials: diplomas — rolled paper and 


ribbon; mortarboard platforms — black beaverboard, 


cord and tassel. 





WEDDING material: window draped in white satin; top 
hat, cane, gloves one side of shelf; other side bridal 
bouquet. 

FATHER’S DAY material: three graded panels; watch 
painted on background, chain leading to Esquire’s 


Father’s Day Card. 
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FALL JUNE GIFT OCCASIONS? 











Special Father's Day offer... fr ee! 


Because your windows will do a big part of your selling, Esquire has created a 
handsome. colorful display card that will stop traffic for you. However, the 
supply is limited. We'll have to ship first to those who order first. Sturdily 
mounted, illustrated with a figure of the popular Esky, the display-piece is 914 
inches high by 1014 inches wide, and will be the focal point of a dramatic and 














attention-holding window. 

Seven million Esquire readers will get their gift ideas right out of the maga- 
zine men (and women, too) rely on for what’s right for father. Fill out the 
coupon below for your free reprints now and your special display card will be 
included. Remember, Father’s Day is in high gear for Jewelers this year. And 
this limited supply of display pieces will go to those who order first! 


Tie-in with these ads from 
the June and July issues of Esquire! 


























Here are the products which will head the gift parade need do. Select any four. Fill in the convenient coupon 
during June. Look them over carefully. Each one is a with the numbers of the ads you want and mail to us. 
famous name with the added prestige and customer Your Esquire reprints will be sent by return mail. And 
recognition that go with the phrase, “as Advertised In remember, if you hurry, you'll also receive FREE 
Esquire’. You can obtain four handsomely mounted OF CHARGE FEsquire’s sales-boosting Father’s Day 
Esquire reprints of these ads FREE! Here’s all you Display Piece. 
1J ANSON JEWELRY 8J FORSTNER JEWELRY 15J PARKER “51” 18J RITEPOINT LIGHTER 21J RONSON PENCILITER 
42 pg., June %2 pg., July full pg., 4 colors, July % pg., June full pg., 4 colors, 
Anson Products Forstner Chain Corp. Parker Pen Co. Ritepoint Co. June & July 
Ronson Art Metal Works 
2s CHRISTY Knee 9) GRUEN WATCHES a 1.) eeeeen cme a 
14 pg., June full pg., June "2 Pa black & 1 colo:, ACCESSORIES Pe pope ney 
The Christy Co. The Gruen Watch Co. . Jury 49 pg., black & 1 color, a a 
Pioneer Suspender Co. July Swank, Inc. 
3) COLLAR-BOBS wivuivammeas . .... Rogers Imports, Inc. 23) UNIVERSAL GENEVE 
% pg., June "2 Poe black & 1 color, ELECTRIC SHAVER WATCHES 
Har- une Y, 29J ROLLS RAZOR 1 
Collar-Bobs Company the Haden Cai, tee. 2 pg., black & 1 color, , 4 pg., June | 
June % pg., July The Henri Stern Watch 
4J ie WATCHES 11) HICKOK ACCESSORIES Remington Rand, Inc. Rolls Razor, Inc. Agency, Inc. 
4 pg., June 
Concord Watch Co., Inc. full pg~ 4 colors, 
June & July 
Hickok Mfg. Co., Inc. ' 
5) CRAFTSMAN WALLETS ee, aN >. 
M4 pa. July - 12) MEEKER WALLETS \ ESQUIRE Merchandising Dept. ; J \ 
. ymaliman . 
en "2 eon black & 1 color, \ 366 Madison Avenue, New York 17, N. Y. \ 
SN ° , S 
6J — WATCHES The Meeker Co., Inc. \ Send me the following ad reprints from the June and \ 
full pg., 4 colors, June N July issues of E 
’ s O ire, 
Elgin Notional Watch Co. 134 NORMA PENCIL . — | 
i ale, \ Also include the special free Father’s Day offer OC) 
75 FLEX-LET EXPANSION Norma Pencil Corp. So 
BANDS : \ Name ... a 
Ya pg., black & 1 color, 14J OMEGA WATCHES \ St N \ 
June & July « full pg., June \ OTe LNAME ww eee 
Flex-Let Expansion "Norman M. Morris Watch ‘N 
Products Co. Co. \ Street Address. 
: City. . , State 
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John Beutter, one of Neumann's 
engravers, works on a 52-piece 
set of silverware which, by the 
machine method he can complete 
in 27 minutes. Machine in fore. 
ground is for engraving rings. 


ENGRAVING *: & 
On a Paying Basis 


Machine method has transformed engraving department of Neumann Bros., 


Toledo, Ohio, from a liability to an asset, providing store a means 


to handle a large valume of rush jobs with minimum of time and error. 


by EDWARD J. NEUMANN 


Neumann Brothers, Toledo, Ohio 


S,ow ME a business firm that refuses to ac- 
cept changes brought about by the march of time, and 
I’ll show you a business that’s sleeping on its feet. 

But show me the company that is constantly on the alert 
for new developments, investigating and analyzing adver- 
tised products and services in relation to its own prob- 
lems, and Ill show you a company that’s headed for 
leadership and bound to stay on top. 

Because we here at Neumann Brothers seem to be in 
an eternal search for newer and better business tech- 
niques, we sometimes think we're slightly neurotic. We're 
forever taking our own pulse. Our business pulse, that is. 

So it was one day not many years ago that our search- 
ing scrutiny lit upon one of our most unsung depart- 
ments—our engraving department. At that time we were 
using the services of two trade shops on engraving and 

(Please turn to page 175) 
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The fine workmanship of machine engraving on sterling 
flatware is shown to a customer by Richard J. Soule, 
in charge of the Silver Salon at Neumann Bros. store. 
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re * 
| ° 
Metals of Guaranteed Purity 
GOLD -: SILVER « PLATINUM - PALLADIUM 
IRIDIUM - RUTHENIUM - RHODIUM - OSMIUM 
e soticit your Sweeps ba 
ee) eel Filings — Scrap Gold and 
ae Platinum — Metals 
Sel Your Old Gold Shipments 
| WILL RECEIVE 
| Special Autention 
Kastenhuber & Lehrfeld, Ine. 
i 21 West 46th Street Tel. LUxemburg 2-2320 New York 19, N. Y. ; 
* * | 

















( J MAKERS OF FINE DIAMOND JEWELRY SINCE 1928 
47th STREET. NEW YORK 17 PLaza 5-4294 
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avo" CULTURED 


PEARLS 


@ NECKLACES 


e MATCHED PEARLS 
FOR EARRINGS 


@ LOOSE PEARLS 


Your best value 
in any price category! 


Memo selections sent 
on approval. 


FERRANTE-RIVIECCIO Co. 


542 FIFTH AVENUE, NEw YORK 19, N.Y. 











SILVERWAR 


REPAIRED and REPLATED 
MISSING PIECES MADE TO ORDER 


The kind of work you'll be proud to deliver to your 
customers. If it’s repairable Dibberns’ can do it. 


Complete No Job 

Special too large 
Order or too 
W ork small 





SPINNING 


CHASING RAISING 
CARVING CASTING 


Correspondence invited on any problem. 


DIBBERNS SILVERSMITHS 


211 South Glendale Avenue ¢ Glendale 5, Calif. 
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Antique Jewelry 


(From page 118) 


ing of customers’ jewelry. By adding stones and precioys 
metals to antiques, he creates a new style of jewelry, o; 
finds original, fashion-wise usage for style-dated pieces 
in combining craftsmanship with ingenuity. 
['stablishing a restyling department within an average 
jewelry store, Walker feels, does not mean creating com. 
petition within the store. Only in the rarest instances will 
a customer come in with sufficient materials to do a com. 
plete redesigning job, without warranting more precious 
metals or stones. As a matter of fact, in most cases the 
jeweler will find it entirely feasible to combine stock 








New Sealed-Case Watch 


The Hamilton Watch Company, Lancaster. Pa.. on 
April 12, 1949, was granted U. S. Patent No. 2467062, 
according to that company, for its new CLD (sealed) 
watch cases developed by Henri E. Vermot, director of 
the company’s styling division. The new cases, exclusively 
a Hamilton product, are the result of four years of re- 
search to overcome the unsatisfactory performance of 
certain so-called “waterproof” watches. 





EXPLODED VIEW OF CASE ASSEMBLY 














The Hamilton CLD model illustrated here in “exploded” 
form is the "Brandon." All Hamilton CLD cases, however, 
are identical in construction principles. 


These new Hamilton cases are designed to offer maxi- 
mum protection to the enclosed movement and to par- 
ticularly safeguard the balance wheel and _hairspring 
assembly by excluding dirt and moisture. They are con- 
structed of three precisely fit pieces (crystal, bezel, and 
back) joined by plastic gaskets and are easily assembled 
and disassembled without the use of special tools or 
without affecting the original sealing qualities. CLD 
watches are equipped with tempered glass crystals in- 
stead of the unstable plastic type. 

Enthusiastic reports from many owners of these ac- 
curate watches indicate that they have performed splen- 
didly under all of the climatic hazards they were designed 
to meet. 

The “Langdon,” “Brandon,” and “Nordon” are the 
three basic styles in the Hamilton CLD series, with ten 
different case quality combinations priced from $66 to 
$160, tax included. 
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merchandise with customer pieces for the best results, 
thus combining within the department stimulating service 
features with general merchandising. 

The actual range of possibilities in the restyling field 
is unlimited, according to Walker. A famous Metropolitan 
Opera star came to the “Petit Musee” one day recently 
vith a string of East Indian gold beads, a quarter of an 
‘inch in diameter. paved with Cabochon rubies. She had 
purchased them along with a gold and pearl studded 
frame which encased a poorly carved Lava Cameo, at a 
local gallary. Walker suspended the original beads from 
a 14 karat gold braided necklace, ornamented the tops 
of a gold filigree decorative comb, and used four left-over 
beads for a pair of pendant earrings. He then removed 
the cameo from the gold and pearl frame. added gold 
draperies and the ornament from a Roman hat pin. Using 
this particular case as an example it is easy to see how 
stock merchandise can be moved across the counter with- 
out using “direct” sales technique, while creating a faith- 
ful following. Walker, backed up by the experience of 
the past year. contends that every restyling job well-done 
is a good will builder that pays off at the cash register 
over a long period of time better than a direct sale. 





Many stores are offering a free home decoration advice 
service which is very popular and builds good will. There 
are many people who wish to remodel .«and redecorate 
their homes and who appreciate free advice on this 
problem. Just another example which shows that this ts 
a day of service—the storeowner who serves well will be 
able to sell a great deal. 


66 1. 
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No matter how old the watch, we can give 


EXPANSION BAND REPAIR 
You Can't Go Astray ... 





irk-Hi 


SINCE 1926 


220 W. 5TH ST. 
LOS ANGELES, CALIF. 


657 MISSION ST. 
SAN FRANCISCO, CALIF. 


1440 BROADWAY 
OAKLAND, CALIF. 


SEABOARD BLDG. 
SEATTLE, WASH. 


UNIVERSITY BLDG. 
DENVER, COLO. 


29 E. MADISON 
CHICAGO, ILL. 
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it that New Look... with our THREE SERVICES 


DIAL REFINISHING e CRYSTAL FITTING 


Sending Your Work Our Way 
Finest Workmanship and Service — Since 1926 
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Radio Quiz Show 
(From page 126) 


of sponsors name) come during every telephone call. 
The name, Rider’s, is mentioned about four times during 
each conversation. This frequent mention of the spon- 
sors name, in reality, transforms the program into a 
fifteen-minute “painless” commercial. Various kinds of 
merchandise are used as Super Quiz awards and the 
title of the mystery person is tied in with the merchan- 
dise being advertised on the program. For instance: 
When Rider’s was plugging Towle Sterling, the name 
of the mystery person was “The Silver Shadow” and 
the big prize was eight place settings in Towle. “Mr. 
Glitter” (Diamond Rings), “Father Time” (Harvel 
Watches) , “China Doll” (Lennox, Castleton and Syracuse 
China) and so on. The average total award is about two 
hundred dollars in merchandise and when someone cracks 
the Super Quiz. he or she is invited to the studios of 
KLOU to appear on the following day’s program. The 
“mystery person” is also invited. Mr. Goldberg makes 
the presentation to the winner and also gives a special 
award to the individual who has volunteered his or her 
cooperation by posing as the “mystery person.” Addi- 
tional promotion is done in the form of time signals; 
five time signals a day, seven days a week are run in 
addition to the Quiz Program. The signals follow the 
commercials used on the big show and advertise this 
daily stint. 

In order that he might conduct his own poll and prop- 





9? 








1103 GRAND AVE. 
KANSAS CITY, MO. 


717 LIBERTY AVE. 
PITTSBURGH, PA. 


15% HOUSTON ST. N. E. 
ATLANTA, GA. 


KIRK DIAL CO. 
DALLAS, TEXAS 


ALAKEA & HOTEL ST. 
HONOLULU, T. H. 


VANCOUVER, B. C. 
TORONTO, CANADA 
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THE NEW NIASH CLIP 
fer Ear ings 


erly evaluate the popularity of the program, Mr. Golg. 
berg hit on the scheme of giving out the answers to the 
minor quiz questions on request. Since all telephone 
numbers called are chosen at random by the quiz master, 
Announcer Jim McConnell of KLOU, these tips remained 
an impartial, friendly public relations media. However, 
.in time, the telephone traffic became so heavy another 
scheme was instituted and this one is still in effect. The 
answers are posted on a special bulletin board just inside 
the front doors of the store. Following the promptings of 
normal curiosity, members of the listening audience enter 
Rider’s just to learn the answers to the current questions, 
A high percentage of them leave as customers. The num. 
ber of new accounts opened, and now in active use, are 
| proof of the value of Sam Goldberg’s unique scheme. 
ae | Only once has the goodwill built up by the Rider show 

: | | been threatened. Out-of-town listeners, who make peri- 
Casy lo rhssemble 3 S odic shopping trips to Lake Charles, protested the limit. 
Here is an inexpensive handy clip with | ing of prize awards to residents of this city. Although 
| | he had overlooked this very important factor, Mr. Gold. 
| bery lost no time in making provisions to permit active 
| — | participation by every member of the listening audience. 
tached to the earring, just snap on the clip Here is how it was done. Out-of-town listeners submit 
and the earring is ready for wear. | questions intended for use on the regular quiz. If the 
question is accepted, the sender receives a two dollar gift 
certificate. If a total of five telephone contestants fail to 
answer the question correctly an additional five dollar 
certificate is awarded the sender. 

Weighing his 20 per cent increase in the sale of ad- 
vertised items and the 121% per cent increase in general 
sales against the cost of producing “Correct Gifts For 
Correct Answers,’ Sam Goldberg is more than pleased 
with the profit-heavy results. This is as it should be since 
his radio show has built up such a tremendous volume 
of goodwill it has made the slogan “If you want a gift— 
try Rider’s,” a standard phrase in Lake Charles and 
surrounding communities. 





beautifuls design requiring pres rojfel-iaiale 
operations or bending. After base is at- 


Sold in all colors, }O K and 14 K. 





NIASH Refining Co. newvon nv. SIASE 








GRAPE SHEARS 


of Unusual Distinction / 





Father’s Day 


(From page 132) 


few days, will attract attention over a two-week period— 
just at the time most of the Father’s Day buying is being 
done. (Let’s face it—the public is generally guilty of last- 
minute shopping and the last two weeks see the greatest 
volume.) Brother and Sister (and Mom, for that matter) 
are probably just beginning to wonder what in the world 
they can get Pop for the 19th. You show them! A new 
lighter. Handsome cuff links for those new shirts with the 
French cuffs. A tie-chain or clip. A cigarette case. There’s 
an almost unlimited number of items which can be placed 
in your windows to stimulate the imagination of the 
shopper who is looking for something for Dad. After all. 
even the shoppers are becoming a bit conscious of the 
fact that every June sees Pop showered with neckties and 
socks and they want to get him something different. Show 
how jewelry can solve the gift problem and please Dad. 





A magnificent heavy-weight sterling silver piece with beau- 
tifully detailed open design. The twig, leaf and grape cluster 
are ingeniously shaped into the handle. Features a sharp 
stainless steel cutting edge. One of Sloves’ many outstand- 
ing values and profitable sellers. 


IMMEDIATE DELIVERY— all in one fell swoop. 
ORDER TODAY Dealer’s Cost $9.00 . P ; ; ' 
Write for catalog and price list of | GIFT PACKAGED ae Can’t Get People Interested in Father’s Day: Baloney: 


unique sterling silver gift items. 


J. SLOVES Silversmiths xo feo NY. 


It may be true that no one has ever succeeded in working 
the entire U. S. population into a frenzy over Father's 
Day, but year after year observance of the June day 
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dedicated to the Old Man is becoming wider and wider. 
Mainly through the efforts of the retailers of the nation— 
their window displays, newspaper advertisements, radio 
spots, etc., The Father’s Day Council, in sponsoring con- 
tests for the “Father of the Year,” and local civic groups 
‘1 conducting contests seeking the “Typical Keokuck 
Father” do, naturally, focus attention upon the observ- 
ance. But by and large the event is impressed upon the 
public’s mind mainly through the media available to the 
local merchants. People are interested in Father’s Day. 
just as they are interested in Father himself. It’s plainly 
a matter of calling it to their attention. Ever notice how 
evervone takes Pop for granted—until he comes down 
sick in bed with a cold or something? It’s the same idea 
with Father’s Day—something drastic has to be done in 
order to remind people that the date is coming up. 

Haberdashers Get All the Father’s Day Business: They 
do. eh? Well, that’s tough! And it’s the jeweler’s own 
fault if they do. Because, as mentioned above, Father's 
Day gifts have, during the past few years, become more 
and more prosaic, practically a parade of socks. shorts 
and neckties. This has come about partly because givers 
lack imagination and seize upon the first item that they 
are certain the Old Boy can use, and partly, also, because 
of the fact that haberdashers, department stores, ete.. 
promote Father’s Day vigorously. It’s high time the 
jeweler adopted the same tactics. Promote the sort of gift 
that Father (bless his unimaginative old soul) would 
never dream of getting for himself. Chances are he hides 
the wild neckties or vermilion shorts that he receives. 
For a while, at least. But give him a new lighter. He'll use 
it twenty times on Father’s Day itself, and show it 
proudly at the office on Monday. Can he do that with a 
pair of shorts? Hardlv. Or note Pop’s pleasure at receiv- 
ing a tie-clip bearing his initials. If he doesn’t put it on 
immediately on Father’s Day, the odds are overwhelming 
that he'll be wearing it on Monday morning. 

The foregoing are all arguments designed to convince 
you, Mr. Jeweler, that Father’s Day is important. Real 
important. This year. 

Perhaps you've already sent to the Father’s Day Coun- 
cil (175 Varick St., New York 14) for the various pro- 
motion aids they make available at cost. If not, there may 
still be time. 

For that matter, there are lots of things you can do 
w'thout the official posters, emblems, etc. An extremely 
attractive window, featuring jewelry store items certain 
to please a man, was successfully employed by Thomas 
Long & Co., Boston, last year. And a gift window, replete 
with items to be found in almost any jewelry-store gift 
department, was featured by Dennison’s in the same city. 
Both of these windows were successful without the use of 
official banners or posters, proving that it can be done. 
The merchandise is the important thing, aided and abetted 
by tasteful layout and decoration. e 

The same is true for newspaper advertisements. Illus- 
trate merchandise which is certain to be appreciated by 
the head of the family and suggest to Mom and the small 
fry that jewelry makes the perfect gift for Dad. Tie in 
with the Jewelry Industry Council’s slogan—it’s particu- 
larly apt for Father’s Day. If you want to be cynical about 
the thing, anything Pop gets is “Something Special’’—but 
when it’s from the jeweler’s it is doubly enhanced. 
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Like a nice cool swim on a warm day, 
sending your purchases of old gold, sil- 
ver and platinum to Handy & Harman 
is both refreshing and satisfying. You'll 
find Handy & Harman’s prompt, courte- 
ous service and clean-cut business meth- 
ods most refreshing. And you'll find 
Handy & Harman’s consistently high re- 
turns most satisfying—returns you can 
get only from a long-experienced refiner 
like Handy & Harman who has the 
“know-how” plus the facilities to recover 
every last bit of precious metal these old 
pieces contain. 


GET IN THE SWIM 


with your next lot. Send it to Handy & 
Harman and see the difference. 





PRECIOUS METALS REFINERS AND MANUFACTURERS 
1900 WEST KINZIE ST., CHICAGO 22, ILL. 
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| Quality Seen 
SET IN SILVER (From page 19) 


establishment expect the benefits to continue, for the 
affair was planned primarily as a long-range project. 

In fact, almost all exhibits at Caldwell’s are designed 
for their long-range effect, as well as to develop immed}. 
ate sales. They are primarily traffic and prestige builders 
which acquaint the public with the Caldwell stock and 
promote an appreciation of finer jewelry. 

“It continues to be our policy to carry so extensive a 
collection of merchandise that the world’s choicest ob. 
jects may be purchased here in this Philadelphia store,” 
says one Caldwell advertising booklet. 

Thus, the Patek Philippe presentation combined human 
interest stories and items of historic appeal. An interest. 
ing coincidence of the exhibit lay in the fact that both 
Caldwell and Patek Philippe are currently celebrating 


HANDSOMELY DETAILED | . 
sae ‘ sanemiaes their 110th anniversary. 
LINDA ROSE” DESIGN Each special exhibit at Caldwell’s receives the undi- 


vided attention of the store's display specialist. A promi- 
| nent position in the store is given over to the display, 
usually just inside the main entrance. The other show. 
cases are moved back to provide plenty of aisle space so 
_ regular business in other departments is not disturbed. 
Sald in Sadieidual Carton | The Patek Philippe display pictured with this article 
Suggested Retail: $9.98 ' employs 12 display panels grouped in three sections, 
| These panels are set over the special cases containing the 
CO RON ET SILVER CO., INC. exhibit. In the first section are Adrien Philippe’s designs 
1270 Broadway New York |, N. Y. for the original stem-winding watch. The second section 
focuses attention on the preparation of designs for each 
tiny part and the meticulous care and complicated equip- 


ment required to manufacture. The third group covers 
WHAT MAKES IT TICK the assembling of each “a by hand. The last wie 











Cream and sugar service on 9!/," tray, fashioned 
in heavy silverplate on copper with bright lustrous 
finish. Creamer and covered sugar fowl are set on 
gracefully designed feet. 








xk * explains how each watch is finally checked for accuracy ff 
A Text Book for Watchmakers and Students | against absolute time. through direct contact with the 
Greenwich Observatory in England. 
eae | The program distributed at the exhibit was part ofa § 
Explains the construction of the watch, the function well-planned promotional campaign which began with an 
of the various parts and the methods of repair. | “invitation” published in advance of the display in Phila- 


delphia newspapers for five days. This invitation was 
also sent to a select list of Caldwell customers. | 


64 Pages. Fully illustrated | 
75 cents per copy | ; 


| NEWSPAPERS, DIRECT MAIL, TELEVISION USED 

DEAN WATCH COMPANY | Newspaper and direct mail are usually the only media 
a . ae eee | the Caldwell establishment uses, but this time Advertis- 
_ ing Manager Yarnall employed television. On the pro- 
eram, for the feminine touch, there was the Fashion Editor 
of the Philadelphia /nquirer, Cynthia Cabot, and Fashion 


Consultant Esther Cole Richardson, several  socially- 


Knights Of Columbus Ring | prominent matrons and “Miss Press Photographer” of 

















New! Fraternal Rings.... with meaning 
















_ 1949. The Swiss Consul, Maurice Rohrbach, also ap- 
Here's a Knights Of Columbus | peared. From the store itself, Jay Jones, buyer and head Ff 


Ring with real meaning, rich ' 
eohein, sialtiinie detail tre | of the Watch Department and his assistant. Representing 











craftsmanship! Choice of 10 or | the younger generation, two students from nearby col. Ff 
ag gold. Prices upon re- | Jeoes were present on the program. | | 

aga ne er engy eT By alternating the showing of modern watches with 

of tested newspaper advertisements.| those having historical interest, the ten-minute program 

Available in 4th Degree also. created audience interest. 

The method developed in the countless number of 

= special exhibits shown for the past century by Caldwell’s 

ARTS b CRAFTS LU on Chestnut Street are now being scrutinized and put to 

HARTFORD, CONN. Ree Pn eres use by other jewelry stores throughout the country. 
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S.A.T.P. 


(From page 160H) 


A good example of this practice is found in the space 
taken over a 15 year period every Sunday throughout the 
year in the rotogravure section of the Washington Sunday 
Star. There a 5-inch, double column ad, always illus- 
trated, stresses the servicing availabilities for diamonds, 
watches, silverware, or other items played up in the copy. 

Rotogravure advertising, incidentally, is favored by 
Shah & Shah over any other type of newspaper presenta- 
tion. They find that this type of paper lends itself best 
to the reproduction of jewelry illustrations with all of 
the details more readily apparent to the eye than ordinary 
newsprint. Furthermore, their experience has been that 
rotogravure advertising in a Sunday feature supplement 
has more reader interest than weekdays. 

Radio promotion consists of one-minute spots on a disc 
jockey’s program, often given ad-lib delivery, three times 
a week on a morning program. The script consists of 
comments on the day’s news and developments with the 
jeweler’s commercials interspersed throughout. 

Even though the service facilities are not mentioned in 
every commercial, it is taken up exclusively in short, con- 
centrated campaigns and usually alluded to briefly in the 
regular broadcasts. 

The firm allocated 5 per cent of its budget toward ad- 
vertising. This figure is broken down into 80 per cent 
for newspapers and 20 per cent for radio. Advertising is 
concentrated in one medium such as the most outstanding 


and widely read newspaper or the leading radio station 
in the area. They have found that it is much more worth- 
while to place all of their advertising eggs in one sturdy 
basket wide and broad enough to cover the class of 
readers or listeners they wish to meet rather than to lose 
the effect by scattering their promotion into several over- 
lapping and less effective media. 

Occasionally, too, in their window displays the firm 
will also make some reference to the service department, 
perhaps in a card or two behind some of the watches or 
items shown. It is always stressed in watch sales in par- 
ticular. A folder has been prepared giving information 
regarding the care and treatment of the wrist watch with, 
of course, prompt assurance of immediate service atten- 
tion. 





Gift Certificates 


(From page 162) 


tion, he can benefit from gift certificate business just as 
department stores are now doing. Every jeweler knows 
from past experience that on many occasions he has lost 
sales solely because the purchaser of a gift could not 
make up his mind. The suggestion of a dramatically 
presented gift certificate will solve this problem. One 
jeweler reported to me that at least half of the gift busi- 
ness he had been losing was ultimately captured by the 
gift certificates he was now promoting. 

Following are some beneficial advantages for your 








JEWELERS!! 


old silver. 


either new or used. 


MEMPHIS 1 
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a 


Many of your customers are interested in changing their incom- 
plete or obsolete patterns of flatware that are not available today, 
for new patterns, providing they can receive a fair price for their 


We are prospective customers for this silver and will be pleased 
to make a tentative offer on receipt of information as to quantity, 
condition, etc.; or, a definite offer on receipt of the silver. 


This will enable you to obtain a much higher price for the old 
silver than is paid through other sources. 


We are also interested in purchasing any sterling silver your 
customers wish to dispose of or any sterling flat or hollowware stock, 


Correspondence Solicited 


JULIUS GOODMAN & SONS 


77 MADISON AVENUE 


® 


TENNESSEE 
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1 P [ (Wh () | t for a 
> COSTUME JEWELRY BOXES 


Samples, 
Prices on 
Request 
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these superior cotton-filled boxes odd allure to pins. 
earrings, compacts, rings and other costume jewelry. 


P, PUCHKOFE « SONS, vc 


Packaging Specialists 
220 KOSCIUSKO ST. - B’KLYN. 16, N.Y. - NE 8-8100 








Sell School Rings 
and Class Pins! 


Develop the scholastic trade 
in your vicinity by featuring 
our complete line of gram- 
mar school and hig school 
jewelry. These customers are 
your future potential buyers 
of watches and diamond rings. 
Send for our catalog. 


METAL ARTS CO., Inc. 


Dept. 40 Rochester, N. Y. 








Samples sent on memo 
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ST. ANDREW'S HOUSE 
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using these effective sales-promotors: (1) Certificates 
afford ready money on which the jeweler Pays no ip. 
terest; (2) They introduce new customers and give the 
store an opportunity to impress them favorably; (3) 
Certificates are redeemed by the store at other than peak 
selling periods and (4) they tend to increase the store’s 
volume of sales in addition to solving the much-feared 
“return” gift problem since the recipients will most likely 
retain what they themselves have selected. The proper 
use of these certificates is especially important jp the 
jewelry field because a great part of the merchandise 
sold is purchased for gifts. 


INDIVIDUALITY FOR CERTIFICATES 


Among the producers of such sales-stimulants is the 
firm of Harvey Hanson of Oakland, California, who re. 
cently devised a sales-promotion plan whereby jewelers 
can remove the gift certificate from the so-called “cop. 
venience’ item class and place it readily on a more 
personalized basis. The idea constitutes certificates, each 
enclosed in an individual folder and envelope designed 
especially to fit a particular gift-giving occasion. Whether 
youre trying to sell a gift for Mother’s Day, Father’s Day, 
for the traditional June bride, graduation, the new baby 
or any other gift-giving event, you can offer your cus. 
tomer the appropriate folder in which to present the gift, 
This idea eliminates a feeling of self-consciousness on the 
part of the purchaser who is unable to choose a specific 
sift but who is yet hesitant to give the otherwise imper- 
sonal gift certificate. Some stores tie-in with Western 
Union in delivering their gift certificates thereby insuring 
an added holiday thrill to the recipient. 

The American Bank Note Co., too, has increased many 
a sale with their certificates. They have interested a 
number of Fifth Avenue stores to use their certificates 
which are available in a wide range of colors prepared 
with individual lettering to suit any one of the store’s 
individual styles. Some stores print the monetary worth 
of each gift on the certificate much like a bank check. 


Some stores refund script in set denominations when 
a gift recipient spends only part of the total value of the 
certificate. 

The following promotional “tips” will help you get 
vour share of gift certificate business: (1) Use displays 
throughout the store; (2) Train your sales staff to present 
the gift certificate idea and if space permits, erect a gilt 
certificate booth attractively decorated; (3) Use news- 
paper advertising in generous size space timed for special 
sift occasions; (4) Direct-mail inserts in your monthly 
statements will prove helpful if properly gauged for holi- 
day events; (5) If you use a franking machine for mail- 
ing, insert a gift certificate idea to appear on all mail 
including statements, etc.; (6) Several months before 
Christmas, start promoting gift certificates to get volume 
sales. 

With competition growing keener every day, jewelers 
must realize that in order to maintain or increase their 
present volume, they must promote properly. This gift 
certificate idea is one step in the right direction and a 
most effective answer to increased profits. Review gift 
certificates of all available designs and choose those most 
in keeping with the character of your store. They will 
unquestionably reap benefits for you. 
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Table Setting Contest 


(From page 160D) 


most attractive tables, and a $75.00 chest of silverplate 
was given as a door prize. Each guest was presented with 
flowers. and a small booklet on “how to be a charming 
hostess. 

The exhibit was held in the lounge of the Hotel West- 
ward Ho, and was open to the public without charge on 
each of the three days from 1 to 6 P.M. and from 7:30 
to 9:30 in the evening. It was estimated that 2650 per- 
sons attended the showing, and that a lot of those were 
men. which was surprising. One article on display which 
drew a lot of attention was the giant sterling silver tea- 
spoon by Gorham, valued at $10,000. 

A well planned advertising program conducted by Mrs. 
Roberta Kahn, advertising manager for the store, an- 
nounced the contest in the daily newspapers about a week 
before the opening, and invitations were mailed to all 
customers who were on their mail.ng list. Mrs. Kahn 
advises any store using the idea to plan the date about 
two or three months in advance, as the time will be needed 
to contact the different clubs, and not to have the date 
conflict with other local activities which may be of in- 


terest to many. 





Profitable Engraving 


(From page 166) 


often were seriously delayed in getting the work out. We 
were further harried by the terrific expense of booking 
individual jobs out and then checking them in. But the 
biggest hurdle was trying to give the customer service. 
[t was almost impossible to maintain the kind of smooth 
delivery which the customer desired and was entitled to 
on personalized work. It was uncanny—at the very time 
you most needed a job, the engraving shops were the 
busiest. Or, if you had all the time in the world, the 
shops would get it out so fast, it would lay around in 
your store for a week. Then, again, we discovered that 
when our jobs went off the premises they were occasion- 
ally subject to shrinkage. Besides, every once in a while 
something would come back scratched or otherwise abused 
in transit. 

Although the shops we employed had as many as 
three, four and five engravers, and although the calibre 
of their work was commendable, none-the-less they some- 
times fell down on the job when we put the pressure on 
them. If we would tell them: “We need these two jobs in 
a rush,” they would understandably answer, “Well, which 
do you want first? You can’t have both?” 

Exasperation led to frustration and finally we did the 


Inevitable—we installed our own engraving machine de- 


partment. 

By using the portable engraver on which we finally 
settled we found that we could do 80 per cent of our per- 
sonalizing right on our own premises on our own ma- 
chine. We have found our outside engravers ready and 
willing to do the remaining specialized jobs with a mini- 
mum of our former bottleneck. 

You may think as we did that hand engravers would 
resent the machine. Surprising to us, our engravers prac- 
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MASONIC RING* 


Here's a Masonic Ring with real 
meaning, rich symbolism, elab- 
orate detail, fine craftsmanship! 
Choice of 10 or 14-karat gold. 
Prices upon request. 


Write Arts & Crafts for free mats 
of tested newspaper advertisements. 
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106 ANN STREET mee 
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USEFUL AND HANDY FOR THE WATCHMAKER 


Keystone Watch Repair 
Record Book $2.75 postpaip 


THE JEWELERS' CIRCULAR-KEYSTONE 
100 E. 42ND ST., NEW YORK 17, N. Y. 
Check or money orders must accompany all orders. Do not send cash. 
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Well known SWISS MANUFACTURER of watch-cases, 
seeks business relations with 


U.S.A. IMPORTERS OF SWISS WATCH-CASES 


for the purpose of exporting water-tight watch-cases. 
Very reliable business transactions with great finan- 
cial possibilities. 
Please apply to cipher P 3524 J Publicitas S.A., 
St.-imier (J. B.), Switzerland 
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KINGSLEY 


WORLD'S FINEST MONOGRAMMING MACHINE 





STAMPS EVERYTHING 
Including 


Fountain Pens 
Leather Goods 
Writing Papers 
Book Matches 
Napkins 

Xmas Cards 
Gift Items 


Right in your 
own sfore 









WHEN YOU BUY A KINGSLEY, 
you get a time tested, trouble-free machine ~ vi ~ 
and a reliable source of type, foil and service. x . % 
More than 12,000 Kingsleys now in use. ss * 
Write for Catalog and Ideas ee : ey 
on Monogrammed Promotions i 


EASY TO OPERATE 


Kings leg sens mani o 
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COMPLETELY REVISED EDITION 


The JEWELERS’ 
DICTIONARY 


The JEWELERS’ DICTIONARY is the first complete 
lexicon of terms used in the jewelry trade. Easily 
understood definitions and hundreds of illustrations 
explain clearly thousands of words and terms cov- 
ering Diamonds and Gems—Gold, Platinum and 
Plated Jewelry—Watch, Clock and Jewelry Repair 
Work, etc., etc. 


Compiled by outstanding authorities—each a 
specialist in some particular branch of the industry. 


Out Seo" 


PLACE YOUR ORDER FOR 
EARLIEST POSSIBLE DELIVERY 


THE JEWELERS’ CIRCULAR-KEYSTONE 


100 E. 42ND ST. NEW YORK 17, N. Y. 
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tically rolled out the welcome mat. After all, engraving 
presents a lot of physical problems. A man who work 
by hand has his limitations and that is where our ep. 
gravers came to welcome the machine. It became thei 
“work horse,” relieving them of pressure and handling 
many of the pedestrian jobs which the craftsman js apt 
to dislike. Our engravers now concentrate on individual 
jobs calling for specialized work that must be done }, 
hand because of unusual styles, shapes or sizes. | 

Our investment in our engraving machine has proved 
a good one, no matter how you look at it. The importan 
result is that we have done a face-lifting job on our ey. 
graving department. Where once it was a liability, noy 
it is producing for the store, is creating satisfaction 
among our customers and is making our employees hap. 
pier in getting their orders through on time. | 

The speed of our portable’s performance is a revela. 
tion. And it is so easy to operate that everyone in our 
store knows how to use it. With no assistance beyond 
the instruction booklet which came with the machine. 
we find that our workers become satisfactory engravers 
after an hour’s practice. 


EASES RUSH ORDERS 


One of our most serious disturbances before the ma. 
chine was our inability to handle customers’ requests for 
engraving during such rush seasons as Christmas an| 
graduation or for special occasions such as weddings, In 
spite of the promises all the shops make at slow times of 
the year, it’s another story when the rush comes. It is 
not the things you talk about that count, but the things 
you can do, and the same goes for engraving—doing it. 
not talking about it. 

You have no idea how important this engraving ser- 
vice is to our customers. Pens, compacts, watches, ciga- 
rette lighters are now engraved in a reasonable time. The 
assurance of quick service and customer satisfaction with 
machine engraving has unquestionably helped us attain 
additional prestige and most certainly we are enjoying 
increased profits because of it. Since we switched 80 
per cent of our engraving to our portable engraver, our 
sale of engraved jewelry and gift items has increased 300) 
per cent. 

We make use of a wide selection of attractive alpha- 
bets in various styles which the manufacturer supplies 
and the quality of our engraving is something of which 
we are extremely proud. Our customers are so fastidious 
that it has meant a lot to us to give them exactly the type 
of lettering they want. 


We are particularly pleased when we note our sharp 
reduction of engraving errors. A recent analysis which 
we made shows that we have cut our loss through mis- 
takes some 500 per cent! When we used hand engravers 
exclusively, we would find that on some days they would 
operate at maximum capacity and efficiency; other days, 
need I mention, the human element entered and the qual- 
ity of engraving would suffer. Errors would occur and 
the cost of discarding spoiled merchandise became just a 
little irritating. Because our portable engraver is designed 
to eliminate errors and render an exact reproduction of 
each letter every time through tracer control, we have cut 
our engraving errors from a former 10 per cent to a low 
2 per cent.or less. 
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_&§ Fact is, all of them! For when you find the rare quality of unfailing 
dependability, “Old Faithful” is the name that just comes naturally. 
And that goes for Zippo! Zippo owners even write to us about “Old 
Faithful” in voluntary letters, like this: 

















“Old Faithful was christened by our regular week-end golfing four- 
some ... in return for 100% unselfish service over three seasons.” 





‘|... this would total 73,000 lights on “Old Faithful” for five years, 
plus innumerable assists to smokers with ordinary lighters.” 





“Lam sending you my Zippo “Old Faithful” for repair after constant 
use since 1938. It has given me 100% service.” 








Mm 








Yes, Zippo is the lighter treasured for reliability . . . the lighter that 
works, without fail. Every lighter you sell will be “Old Faithful” to 
its user. Every Zippo you sell will make a friend! 
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EE N () | \ has been making the finest glass 


in color for the better stores and homes in America for 


over forty vears. 


See this beautiful array of colors in all designs when 


attending the Glass and Pottery Shows this summer: 


IN NEW YORK: 


IN BOSTON: 


IN CHICAGO: 


IN SAN FRANCISCO: 


IN DALLAS: 


IN ST. LOUIS: 


Horace C. Gray Co. 
200 Fifth Avenue 


H. P. and H. F. Hunt Co. 
93 Summer Street 


Martin M. Simpson Co. 
1562 Merchandise Mart 


Baker-Smith Co. 
1355 Market Street 


Mr. Gilbert J. Lehman 
339 Santa Fe Bldg.. Second Unit 


Virs. Harry W. Becker 


915 Kinloch Building 


For further information and complete catalogues. write 


direct to the factory in Williamstown, West Virginia. 


COMPANY, WILLIAMSTOWN, 
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AMERICA’S FINEST GLASS 











IN COLOR 





2. Spode Coffee Pot 





4. Barbecue Pieces 
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5. Chrome Cocktail Shakers 


1. Pagoda Candy 





3. Chrysanthemum Pattern 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


|. Derived from ceremonial cannister of Shang Dynasty, 
the Cathay Pagoda jar is part of distinctive new Cathay 
Crystal line to be used as ornament or for candy. Gift 
boxed, retail $12. By Imperial Glass Corp., Bellaire, O. 


| 2. Coffee pot, decorated in Spode's colorful Gainsborough 


pattern, shows the double-curved lines and apple knob 
characteristic of the famous old Marlborough dinnerware 


shape. Copeland & Thompson, Inc., 205 5th Ave., N. Y. C. 


| 3. Done in tones of yellow and light brown with touches of 
green, this Chrystanthemum pattern in Monticello dinne:- 
ware is one of 6 being nationally advertised; place ‘et- 
ting $4.30. Herman C. Kupper, Inc., 39 W. 23rd St., N. Y. 


| 4. Barbecue pieces in Cameoware showing medieval fig- 


ures in tones of cream and brown. Coffee cup, $1.50 re- 
tail; Tom and Jerry, $1.50; jumbo mug, $2.25; beer mug, 
$2.25. Claramics Co., 24 Mercantile Pl., Pasadena, Cal. 


5. These chrome cocktail shakers are, left to right: 32-02. 
with spout, retail $15; 32-0z., $12.50; 32-o0z. with handle 
and spout, $17.50. They are $1 more in silverplate. From 
National Silver Deposit Ware Co., 44 W. 18th St., N. Y. 
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mong the latest and most interesting designs 
offered in crystal tableware is the “TIFFIN ROSE”, 



















from the laboratories of a pioneer glass manufacturer. 


An intricately graceful pattern that suggests refine- 
ment and poise, “TJ/F FIN ROSE” comes in a complete 


line of stemware with matching tableware pieces. 


You are cordially invited to write for further 
details and prices. Or, simply cut out this -ad 
and mail it with your name on your letterhead. 


. 


UNITED STATES GLASS COMPANY 
TIFFIN, OHIO 


Makers of TIFFIN and GLASSPORT Fine Glassware 
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4. Manicure Set 
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5. Caricature Basket 


3. China Lamp 








CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


[] tl. In line with the trend toward lower stems in this new 


C) 


“Envoy stemware design, with its straight bowl and pat- 
terned stem. The goblet may be retailed at approximately 
$15 a dozen. From Fostoria Glass Co., Moundsville, W. Va. 


2. Hand-painted in the Castleton Studios, with each piece 
signed by the artist, this new china pattern in color and 
gold is called either "Coral" or "Jade." Place setting $25 
retail. From Castleton China, Inc., 212 Fifth Ave., N. Y. C. 


3. Cylinder lamp in Bethwood Royal China hand-painted 
with flowers, mounted on gold-plated base and finished with 
handmade eggshell shade trimmed with green frogged braid; 
29" tall. By Beth Weissman, Inc., 49 West 23rd St., New York. 


4. New manicure set in handsome case covered with moire 
or corduroy and finished with etched metal plates decorated 
with designs done in enamel colorings. It retails for $10. 


From Griffon Cutlery Works, Inc., 151 West 19th St., N. Y. C. 


5. Original prints, color caricatures by famous artists, deco- 
rate these 16!/." Vanity Fair waste baskets. Story of each 
is printed on opposite side of basket. Nests of 3 retail at 
$29. From Lenart Import, Ltd.. 225 Fifth Ave., New York. 
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The Far East influence We 
in a very new, elegant USy7 


hand-cut design by XK 
Imperial’s master crystal XC 


craftsmen. NF 
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Sales Department,  . \ oy Stemware 
CJ. Their nearest AS : A 
representative will 
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A pattern of superb beauty. It interprets the 
twentieth century’s concept of simplicity as the 
ultimate*in sophistication. The rock-crystal 
cutting on Imperial hand-crafted crystal sym- 
bolizes everything exotic, glittering and desir- 
able in the Far East trend of decorative design. : 
Stemware, dessert and salad plates immedi- . ) | ee a 
ately available to Jewelers. ' sa = oe 


retatls 
approximately 
$30.00 dozen 








BELLAIRE, 
OHIO 


IMPERIAL GLASS CORPORATI 


Makers of patent-protected Candlewick, Cape Cod, Etiquette, Twist, 
hand-decorated and hand-cut patterns on hand-crafted crystal. 
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1. Tiffin Bon Bons 


2. New "Gretna" Pattern 








3. Miniature Perfumes 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 





[] |. These are two from a series of six new Tiffin glass bon 
bon dishes in various sizes and styles. Available either in 
crystal or Killarney green, they may be retailed for $3.50 
each. Manufactured by United States Glass Co., of Tiffin, 0. 


[] 2. "Gretna" is the name of this attractive new decoration 
in china dinnerware appearing on the Ile de France shape. 
It is a copper-plate engraving done in soft tones of blue. 
From Theodore Haviland & Co., Inc., 26 W. 23rd St., N. Y. C. 


[1 3. “Heirloom Miniatures," perfume dispensers of imported 
hand-cut glass topped with stoppers of gold-plated balls 
and jeweled crowns, with glass applicators. Retail, $4 


each. From Irving W. Rice & Co., 15 W. 34th St., N. Y. ©. 


[] 4. Designed by Belle Kogan, these "Chinese Bamboo” vases 
and cache-pot are done in black, white and chartreuse; 10° 
size retails at $5 each; 8" size for $4, and the 4!/" size 
for $2. Distributed by Bernard Lipman, 261 5th Ave., N. Y. 





5. Chinese Print Plates [] 5. Authentic Chinese prints on translucent china 10" plates 
done in vivid colors and finished with edge bands of burn- 
ished coin gold. They may be retailed at $36 a dozen. Ex 
clusive with the Atlas China Co., Inc., 27 W. 20th St., N. Y. 


180 THE JEWELERS’ CIRCULAR-KEYSTONE 













Dinnerware 





: | 8th FLOOR: 
: Domestic 






















7th FLOOR: | 
Domestic 










fk > {7 * it 
Hl fi atl 


6th FLOOR: 
Art China & Pottery, 
Distributors 
































For your convenience, similar merchan- 
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Two hundred rooms will be filled with 
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world affords. Many exhibitors are 








releasing new patterns at this show. 
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Directed by GEORGE F. LITTLE MANAGEMENT 220 Fifth Avenue, New York 1, N. Y. 
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2. "Circl eand Loop" Cutting 





4. Gardenia Pattern 





5. Wall Clock Set 
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1. "Tiara" Server 





3. 


CJ 
a 


Finnish Faience 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


|. New "Tiara" design server for cheese, jam, butter; silver- 
plated on copper with removable glass liner and dome cover; 
6'/4,"" tray may be used separately. Suggested retail is 
$7.50. By Coronet Silver Co., Inc., 1270 Broadway ,N. Y. C. 


[] 2. Intended especially for jewelers are four new cuttings 


CJ 


CJ 


LJ 





in 12, 10, 8 and 6-oz. sham tumblers retail from $2.80 to 
$3.60 a dozen. Old-fashioneds and whiskies also in ‘'Circle and 
Loop" design. By Beaver Valley Glass Co., Richester, Pa. 


3. After-dinner coffee cups and saucers from Finland—made 
in white faience and decorated with colorful floral desigis 
and gold bands. They may be retailed for $12 a dozen. From 
the Finland Ceramics and Glass Corp., 225 Fifth Ave., N.Y. 6. 


4. "Fleur de Blanche':—china dinnerware decoration with a 
gardenia center, developed in tones of gray, pale green and 
white. The place setting mav be retailed for $4.95. From 
the Jackson Vitrified China Co., Inc., 9 E. 26th St., N. Y. C. 


5. Decorator clock sets for the kitchen in units of three 
including two wall plates and a plate clock bordered in red 
green or yellow. Complete with hangers, set retails for 
$7.95 T.l. By Waltime Products Co., 96 Warren St., N. Y. C. 
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AVIS—A popular Stem & Drinkware Pattern 
Hand Cut & Polished 


No. 955 STEMWARE—Suite comprises goblets, champagnes, clarets, sher- 
cies, 12 and 5 oz. footed cordials and finger bowls, retailing at $21.00 doz. 


No. 1442 DRINKWARE—/4, !2, and !0 oz. hiballs, $15.00 doz. retail, 9 oz. 
old-fashioned, 6 oz. juice, $13.50 doz. and 2 oz. whiskies, $9.00 doz. retail. 
A ful! line of other drinking accessories available. 


View our complete displays at the 


NATIONAL CHINA, GLASS & POTTERY SHOW 


ROOM 712 HOTEL NEW YORKER, JULY 10TH-I15TH 


Hunt Glass Warks, Ine. Soe 
unt (lass Works, nc. New YORK 


Showroom: 225 FIFTH AVENUE, NEW YORK 10, NEW YORK 




















pode 


THE FINE ENGLISH DINNERWARE 





Since 1770, Spode products have 
won the approval of succeeding 
generations of discriminating people. 


Fine English Earthenware 


English Bone Chins 


Lowestoft Stone Chins 





Made by 
W.T. COPELAND & SONS, LTD. 
England 


® 
Sole agents and wholesale distributors 


COPELAND & THOMPSON, INC 
206 FIFTH AVENUE, NEW YORK 10, N. Y 
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Write you comoleli dascriplive 


Calalog and Pnice, List Loaay, 
Bate Weissmam, Inc, 49 West 23u Strict Vow Youk 
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Confidence 
Quality 


When a jeweler puts in a line of glassware he ex- 


must reflect high quality in every price range. 


from the price list and packing schedule below. 


PRICE LIST AND PACKING SCHEDULE 


pects its quality to measure up to the integrity of 
his name in the community. Varying from the 
modest to the luxurious, jewelry store merchandise 


We are pleased, therefore, to offer the jewelry trade 
four exquisite new polished cut designs in fine rock 
crystal drinking ware. They are, shown above left 
to right, the Tec, the Circle and Loop, the Polka 
Dot Border and the Laurelette. Extending our lines 
of quality cut crystal into the lowest price range, 
these graceful sham tumblers give the jeweler an 
unprecedented opportunity to build volume sales. 


Display these beautiful rock crystal patterns now 
for increased traffic in your store. You can order 











LOT sre rec CIRCLE& | POLKADOT LAUREL- | SHPG. 

LOOP BORDER ETTE wT. 

811° 12 oz. | $2.80 dz. $3.60 dz. $3.40 dz. $3.40 dz. | 44 Ib. 

811 10 oz. | $2.80 dz. $3.60 dz. $3.40 dz. $3.40 dz. | 40 bb. 

81112 8 oz. | $2.80 dz. $3.60 dz. $3.40 dz. $3.40 dz. | 33 Ib. 

81112 6 07. $2.80 dz. $3.60 dz. $3.40 dz. $3.40 dz. | 26 Ib. 

8111 ee Ee a ae 32 Ib. 
Old Fashioned 

2211 .. Ae $3.60 dz. ...... 17 Ib. 
Whiskey 








Rochester, Pennsylvania 


PRICES RETAIL, LESS 50%, F. O. B. ROCHESTER, PA. 
Terms: 1% 15 days, net 30 days. 
BULK PACKED 6 DOZ. TO CARTON, ASSORTED OR SINGLE DESIGN 


BEAVER VALLEY GLASS COMPANY 











by MADELINE LOVE 


[° 1s becoming evident that successful jewelers jp 

thousands of our cities and towns are leaning more 
and more heavily on sales of china, glass, and decorative 
accessories for help in keeping business at a comfortable 
level. This increasing interest in tableware ties in, of 
course, with the strong position which silverware sales 
have held during the past couple of years. Taken to. 
gether, they present a picture of the consumers’ concern 
with productive spending—that is, with buying merchan. 
dise for use as well as for esthetic appeal. Are you taking 
full advantage of the situation by constant promotion of 
unified table appointments? 

* % * 


Quite a few additions have been made to the list of 
summer and fall gift shows. Among them are the South- 
eastern China, Glass and Gift Show set for July 11 to 14 
in the Municipal Auditorium, Atlanta, Ga.; the Kansas 
City Gift Show, to be held July 24 to 28 in the Municipal 
Auditorium, Kansas City, Mo.; the San Francisco Gift 
and Jewelry Show, July 31 to August 4 in the Civic Audi- 
torium, Western Merchandise Mart, St. Francis and 
Francis Drake Hotels; the Michigan Merchandise Show, 
August 14 to 17 at the Hotel Statler, Detroit; the Seattle 
Gift and Jewelry Show, August 14 to 18 in the Olympic 
Hotel and Terminal Sales Building; the Portland (Ore.) 
Gift and Jewelry Show, August 21 to 24 in the Portland 
and Benson Hotels; the Ohio State Gift Show, August 27 
to 31 in the Hotel Deshler-Wallick, Columbus, O.; the 
New Orleans Gift and Jewelry Show to be held August 28 
to 31 in the Roosevelt Hotel; the Memphis and Mid-South 
Gift and Jewelry Show, August 29 to September 1 at the 
Hotel King Cotton, Memphis, Tenn.; the Detroit Gift 
Show, to be held September 4 to 8 in the Book-Cadillac 
and Statler Hotels; and the Northwest Gift, Art and 
Housewares Show, September 18 to 22 in the Radisson 
Hotel, Minneapolis, Minn. 


* *% % 


Next January’s china and glass show in Pittsburgh is 
going to return to its pre-war format and run through a 
period of nine days—from January 5 to 13, inclusive. It 
is believed, according to John M. Hammer, executive 
secretary of the Associated Glass and Pottery Manufac- 
turers, sponsors of the Show, that the added days will 
permit better hotel service and less crowded showrooms. 
The Association has decided against holding a summer 


show in Pittsburgh. 
*% * % 


The Ebeling & Reuss Co., importers, of 707 Chestnut 
Street, Philadelphia, has added two new men to the sales 
organization. James Cassel, who has had 20 years’ experi- 
ence in the giftware trade and was most recently with the 
Crownford China Co., will travel New England and New 
York State, with the exception of metropolitan New York. 
Ralph Warren, who is well-known in the mid-west, has 


THE JEWELERS’ CIRCULAR-KEYSTONE 












































been appointed to the territory including Ohio, Indiana, 
West Virginia and Kentucky. 


* * * 


A merchandising plan which will enable retailers to 
test consumer reaction to the various patterns of Monti- 
cello dinnerware has been worked out by Herman C. 
Kupper, Inc., who style and distribute the line. The firm, 
whose headquarters are at 39 West 23rd Street, New 
York, has arranged for the production of sample place 
settings of all the Monticello patterns, to be availabie 
shortly to retailers who are not acquainted with the line. 
The settings may be placed on display for the purpose of 
measuring popular interest in them, without a sizable 
initial investment on the part of the retailer. National 
advertising will call the customers’ attention to the dinner- 
ware, and to assist the retailer, each sample setting will 
be accompanied by various selling aids, including mats. 


chy ¢ % 


Jonathan Higgins, of the Midhurst Importing Corp., 
has announced that his firm is moving its showrooms 
and offices from 15 East 26th Street, New York to larger 
quarters on the fifth floor of 129 Fifth Avenue. The com- 
pany imports Booth’s English dinnerware, Royal York 
Bavarian china dinnerware, Wellington English bone 
china teasets, and Colclough English bone china teas. 


* ¥ * 


Robert F. Brodegaard, head of R. F. Brodegaard & Co., 
Inc., importers of Swedish glass and Danish silverware, 
is spending some weeks in Europe, visiting Sweden, Den- 
mark, England, Belgium and the U. S. Zone of Germany. 

Frank Challinor, manager of the New York show- 
rooms of the United States Glass Co. for many years, 
retired in April. His successor has not yet been ap- 
pointed. Mr. Challinor has been with the same company 
for 45 years, spending six years at the factory before 
coming to New York. 

Dick Knox, of 678 South Lafayette Park Place, Los 
Angeles, has been appointed West Coast representative 
for D. Stanley Corcoran, Inc., of New York, importers 
of Kosta and Alsterfors glassware from Sweden, and of 
Bing and Grondahl porcelain from Denmark. 

Harry Holding, of the Vaco Co., New York importers 
of china, glass and silver, has returned home from a 
month spent in Sweden and Norway visiting the fac- 
tories represented here by his firm. 

Harold B. Budd, who represents the Lotus Glass Co. 
and Vernon Kilns in New York, is moving from quarters 
at 166 Fifth Avenue to new showrooms on the sixth floor 
of 225 Fifth Avenue. 

The India Art and Gift Studios, importers of ivory and 
ebony figurines and other gift items from India, are in 
new showrooms on the ninth floor of 225 Fifth Avenue, 


New York. 





A store which is interested in selling to boys and girls 
of High School Age have installed a record player and 
all the latest records. Newspaper advertisements invite 
the young folks to come in to the store en masse after 
3:30 each day to listen to the new records. Needless to 
say many of these young folks also make purchases while 
in the store | | 
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EVERYONE’S A 


HY 


and Silver City’s exciting new drinking accessories 
with 22K gold sports decorations will capture the 
hearts of sports fans and participants everywhere. 









AT HEART 


Their handsome, casual designs go well with sports 
talk in any country club or rumpus room . . . ideal for 
tournament prizes. Eight thrilling designs . . . baseball, 
hockey, tennis, bowling, golf, basketball, football, skiing. 
Please order by number and design . . . mixed or 
matched sets in any quantities desired. 


No. 181 14 oz. Highball 
$18 doz. retail 































bas 
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No. 831/M Martini with Stirrer 
$5 each retail 





No. 127 3% oz. Cocktail 
$18 doz. retail 





No. 218 10 oz. Pilsner 
$18 doz. retail 


No. 181/F 9 oz. Old Fashion 
$18 doz. retail 


Not Shown: 
No. 218/L 14 oz. Ale $18 doz, retail 
No. 831 Cocktail Shaker $6 each retail 


Visit with us in Room 711, Hotel New Yorker 
National China, Glass & Pottery Show, July 10-15 


Sitwer'City 


MERIDEN e CONNECTICUT 
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Waltham Disposes of Inventory at Half-Price; 
Trade AwaitsWord on Company's Future Plans 


When John J. Hagerty, for 11 years 
New England manager of the Reconstruc- 
tion Finance Corp., moved in as president 
of the Waltham Watch Company, he in- 
herited an enormous headache: an inven- 
tory of 185,000 Waltham watches which 
had to be moved quickly. His method of 
disposing of them, while provoking wide 
publicity, also aroused deep concern in 
the retail jewelry trade. 

One of Hagerty’s first acts as president 
and general manager of Waltham and 
trustee’s agent until reorganization is com- 
plete, was to arrange with William Filene 
Sons Co., a Boston department store, to 
sell part of the accumulated watch _ in- 
ventory at half price. By the middle of 
May they had reportedly sold over 10,000 
of them. 

The Filene deal was, of course, a_ bid 
for publicity for Waltham. A full fanfare 
of newspaper and radio advertising pre- 
ceded the sale, and in one of Filene’s huge 
windows a radio broadcast was conducted 
to inaugurate the half-price sale and. at 





the same time, celebrate the re-opening of 
the Waltham factory. Hagerty and Daniel 
Lyne (one of the three Waltham trustees) 
participated in the festivities. 

Other members of the Associated Mer- 
chandising Corporation, a group of 24 big- 
city retail outlets (of which Filene’s is 
one), were also invited to participate in 
a deal similar to Filene’s. A number of 
them are understood to have accepted. 

When retail jewelers throughout the 
country heard of the Filene sale, letters of 
protest were sent to Waltham criticizing 
the firm’s move to liquidate its inventory 
through department stores. 

The Massachusetts-Rhode Island Retail 
Jewelers Association sent telegrams to the 
RFC and to the various Washington Sen- 
ators and Representatives who were instru- 


mental in arranging the Waltham reor- 
ganizational loan, roundly protesting the 


side-tracking of the jeweler in the disposi- 
tion of Waltham inventory. 


(Continued on page 187) 





Filene's of Boston ran this ad the day before they opened a half-price sale on Waltham 
watches. In a letter offering groups of 50 watches on a COD basis, Waltham trustees sug- 
gested jewelers use similar ads in advertising their half-price sales. 
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Congressional PX Hearings 


Start May 24 in Wash. 


The subcommittee of the House Armed 
Services Committee, created to investigate 
the PX and Ships Store operations as 
they affect private business, began public 
hearings on Tuesday, May 24. The hearings 
will extend over a period of at least three 
weeks, according to the present plan. 

Beginning each day at 10 a.m., they 
will run about two hours every morning, 
closing about noon. This will be the daily 
schedule unless the House grants special 
permission for the committee to hold hear- 
ings while the House in is session during 
the afternoons. This is unlikely. Although 
the subcommittee could hold hearings 
away from Washington, present plans do 
not indicate the necessity for such “on 
the spot” investigations in this case. 

A representative group of witnesses will 
be presented from each affected business 
or industry. Each witness within a_par- 
ticular business or industry will represent 


a certain geographic area; for example, 
one clothing man from Texas and _ the 


Southwest; one jeweler from New England 
and so on from all sections of the coun- 
try. The idea in this procedure is to show 
that the problem of PX and Ships Store 
competition is not confined to Washington 
or to ANY particular area. An attempt 
will be made to demonstrate the univer- 
sality of the problem. 


Business witnesses will likely go on 
first; Army and Navy witnesses last. 


POSSIBLE CORRECTIVE CHANGES 

Although Congressional Committees 
sometimes make recommendations for 
legislation to solve the problem, in_ the 
present case it is anticipated that correc- 
tive changes can be made by executive 
action on the part of the military. 

It is felt that three of the most objec- 
tionable features of PX competition—the 
non-collection of excise taxes, the special 
order departments and the procurement of 
PX merchandise by unauthorized civilians, 
can be corrected by proper measures be- 
ing incorporated in service regulations. 

G. Irving Baily of the ANRJA has been 
in Washington contacting the civilian gov- 
ernment organizer of the Congressional 
Committee, and lining up the representa- 
tives of the jewelry industry who will 
testify. At this time acceptances have been 


received to indicate that the following 
jewelers will come to Washington to 
bolster the case of the retailer: Arthur 
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R. Kirby, Quantico, Va.; P. J. McNeel, 
San Antonio, Tex.; Vern Webster, Salina, 
Kan.; Frank Mindlin, Albuquerque, N. 
Mex.; Tom Tilghman, Annapolis, Md., and 
Joseph Aaronson, of Newport, R. I. 

Leon Engel, wholesaler of Baltimore, 
Md.. is scheduled to speak for the whole- 
sale jewelers of the country on May 26th. 

The first two days of the hearing are 
-cheduled to be devoted to the presenta- 
tions of the associations representing the 
cosmetic, clothing, drug, jewelry, and other 
‘ndustries affected by PX competition. 

It was planned that the first plea will be 
presented by Roland Jones, President of 
the American Retail Federation whose 
testimony will most likely open the hear- 
ings and who will present the case of all 
retailers in general. 

Shortly before the opening of the in- 
quiry, two new members of the subcom- 
mittee were announced. Sasscer, Democrat 
of Maryland and Farrington (a delegate 
NOT a representative) who is a Republi- 
can from the Territory of Hawaii. Farring- 
ton will not have a vote. 

(Ed. Note) On page 105 of this issue 
will be found a complete list of the mem- 
bers of the Committee and a message that 
is important to any jeweler interested in 
combatting the evils of trade diversion. 


Waltham Disposes of Inventory 
(From page 186) 


On May 2nd (five days after the Filene 
sale opened) Waltham offered ail other 
customers groups of fifty watches (selec- 
tion to be determined by Waltham) at 
50 per cent, less 30 per cent, less 2 per 
cent, C.0.D. 

The purpose of the Filene sale, accord- 
ing to Judge Kaplan, one of the trustees. 
was to prove that Waltham is an alive 
concern and not bankrupt. He said, “As 
in the case of Columbus when he made 
the egg stand on end, not until the 
Filene sale did any one believe the pub- 
lic would buy Waltham watches in any 
quantity.” He declared that some earlier 
offers were made for the inventory at $10 
per watch on the basis that the Waltham 
Watch Co. was a bankrupt concern. Kaplan 
added that once the acceptance of Waltham 
watches even at cut prices was demon- 
strated definitely by the Filene sale. other 
retailers begged for the line. 

John J. Hagerty, who has had no pre- 
vious connection with the watch industry, 
took the top Waltham post after negotia- 
tions for a $6 million RFC loan had been 
successfully concluded. Sensational news- 
men were quick to report that the job was 
a reward for Hagerty’s good work. Actu- 
ally the final decision to approve the 
Waltham request for a loan was made in 
Washington. As New England manager 
of RFC about all Hagerty could do would 
be to approve the request at his point in 
the series of considerations, then pass it 
along. 

Under the final reorganization plan, 
which is up for confirmation by all inter- 
ested parties, by July 1 the three court- 
appointed trustees will be released from 
their duties and Hagerty will assume con- 
trol of the company. The court-appointed 
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trustees will be replaced by three new 
trustees, one representing debenture hold- 
ers and two appointed by the RFC. 


The plan of reorganization is based 
upon a loan of $6 million dollars by the 
RFC to be represented by debentures or 
notes maturing in ten years bearing in- 
terest at the rate of four per cent per 
annum and to be amortized in monthly 
installments of $37,500. 

The plan contemplates the continuance 
of the existing corporation which will 
however be recapitalized so that its au- 
thorized capital will consist of 5,000,000 
shares of common stock of the par value 
of one dollar each. 

All of the stock presently issued will 
be held in a voting trust which will con- 
tinue so long as the debentures are out- 
standing. 

The claims of the banks will be com- 
promised by a present compromise out- 
side of the plan under which the banks 
give a discount of $1,060,000 on the prin- 
cipal amounts of their claims effective as 
of December 28, 1948. 

Unsecured creditors will get a cash pay- 
ment of 50 per cent of their claims upon 
the consummation of the plan as proved 
and allowed. They will also receive a 
number of shares of common stock having 
an aggregate par value equal to the re- 
maining 50 per cent of their claims as 
proved and allowed. 

Outstanding convertible debentures will 
be cancelled. In place thereof the holders 
of these debentures will receive an aggre- 
gate of 970.260 shares of the new common 
stock at the rate of one share for each 
four dollars face value of debentures now 
held. 

The holders of common stock will re- 
ceive, in place of the shares now held, 
one share of new common stock for each 
ten shares of common stock now held. 

One million two hundred thousand 
shares of the common stock of the reor- 
ganized company will be issued to the 
RFC upon the consummation of the plan. 

The management of the _ reorganized 
company will be subject to the approval 
of the RFC and of the court. 


POLICY STATEMENT AWAITED 


When contacted by JC-K for a state- 
ment on Waltham’s plans for the future, 
Hagerty said that it was beyond his 
province to answer any specific questions, 
that any questions on future plans would 
have to be presented to the trustees for 
accurate answers. The trustees were then 
approached by JC-K, but they too re- 
frained from making a direct statement 
in reply to a series of pointed questions 
which were submitted to them. No doubt 
a statement containing specific answers to 
trade questions will be released at an 
early date. 





Walsh Addresses N. J. RJA 


At a special meeting of the New Jersey 
Retail Jewelers Association held on May 
15 in Newark, William P. Walsh, past 
president of that organization, delivered 
an interesting presentation on the evils 
of discount houses. In his talk Mr. Walsh, 

















who is associated with the firm of Bush 
& Walsh of Passaic, suggested the devel- 
opment of a plan to solve this age-old 
evil that has long plagued the industry. 

Realizing the importance of this prob- 
lem and the need for its early solution, 
the association plans to invite’ various 
manufacturers of fair-traded items to 
address the annual convention of the group 
to be held June 25 and through 27 in At- 
lantic City. 





New Survey on Wages 
Completed by NEMJ&SA 


{ new wage survey of the jewelry pro- 
ducing industry has just been completed 
by the New England Manufacturing 
Jewelers’ & Silversmiths’ Assn. 

The data procured in a three-pronged 
survey will be valuable to the association 
as it seeks to protect the industry's in- 
terests from time to time. 

In reality, the survey is made up of 
three separate studies: one on chain man- 
ufacturers, one on the rolled gold-plate 
manufacturers and one on the industry at 
large. The general study includes the 
costume jewelers, the silversmiths, findings 
houses, school and college insignia pro- 
ducers and manufacturers of allied prod- 
ucts. 

The plate and chain manufacturers re- 
ported only on those jobs in their own 
plants. They were taken out of the gen- 
eral survey. 

Reports were received both from the 
New England and the New York-New 
Jersey areas, but the final compilation is 
being made only from the firms in the 
New England section. 

An attempt was made to list every job 
of importance to the industry. 

Each company reported specifically on 
the lowest rate, the highest rate and the 
weighted average day rate paid on each 
specific job. The weighted average in- 
centive rate was reported where it ex- 
isted. 

The average minimum rate for each job 
and the average maximum rate, together 
with the weighted average rate, were re- 
ported rather than the meaningless abso- 
lute high and low. The purpose was to 
lob off any out-of-line fringe rates re- 
ported to give them due weight but to 
avoid giving them out as the going rate. 

The survey is available to any member 
manufacturers who participated in submit- 
ting reports. It will be used quite ex- 
tensively by the association in presenting 
the case of the industry to various gov- 
ernment agencies. General results are 
often used in wage negotiations and other 
matters affecting the industry. Specific re- 
sults of any one company are strictly con- 
fidential and never disclosed. 

The survey has proved over the sev- 
eral years of its existence to be one of 
the few factual guideposts for the manu- 
facturing industry and has met very en- 
thusiastic reception by the manufacturing 
group. 
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Talks of Leading Trade Figures Highlight 


Typical Tri-State Convention in Baltimore 


On May 1 and 2, 1949, there was held in 
the Hotel Emerson in Baltimore, Md., an- 
other and typical convention of the Mary- 
land, Delaware, District of Columbia 
Jewelers Association. For those who have 
attended previous gatherings of this Tri- 
State group, the above will suffice as an 
explanation of the social and _ business 
values derived by those who attended this 
year’s gathering. 

Unlike former years, there was no 
planned activity for Sunday afternoon but 
this unscheduled period provided an op- 
portunity for get-togethers in the lobby, 
reservation balcony and private rooms 
throughout the hotel. 


The Sunday evening cocktail party and 
dinner in the grand ballroom was presided 
over by the association’s president, Howard 

. Heiss. At the Monday morning busi- 
ness session, Admiral Donald J. Ramsey, 
U. S. N. (Retired), Washington represen- 
tative for the Silver Users Association, 
gave an all-inclusive analysis of the politi- 
cal situation in Washington and gave his 
impressions of what the jewelry industry 
might expect in the way of relief from 
excise taxes. The admiral’s opinion was 
that both the Republicans and the Demo- 
crats would like to go home and claim 
repeal as an accomplishment of _ theirs. 
However, he felt that the financial condi- 
tion of the country as of July 1, this year, 
would be such as to preclude any possibil- 
ity of consideration of repeal of the excise 
taxes during this session of Congress. The 
latter part of the admiral’s speech was 
devoted to conveying the thought that the 
public must be educated to think of silver 
as a commodity and not as money. The 
admiral explained the complex system of 
the U. S. Treasury’s silver buying policies. 


SILVERWARE OUTLOOK FOR ‘49 


The second speaker on the morning 
program was Elliott M. Gordon, Executive 
Vice-President of The Gorham Company, 
Providence, R. I., who discussed the 
silverware outlook for 1949 wherein he 
made mention of the fact that in 1948 
sales of silverware were four times as 
great as they were in 1941 and noted that 
in 1947 silverware sales accounted for 22 
percent of the total volume of the retail 
jeweler. 

He also emphasized there is a favorable 
factor in maintaining the present high 
level of silverware sales, that the price of 
silver flatware has increased only about 
25 percent since 1921 in spite of the fact 
that the cost of silver has gone up from 
34-34 cents to 71 cents an ounce. This 
25% increase in silverware prices, he 
noted, compared with a 150 percent in- 
crease in farm prices. 


Following the afternoon lucheon in the 
grand ballroom and concurrent with the 
ladies’ visit to the opening of the race track 
at Havre De Grace, the afternoon business 
session was held at 2 P. M. 
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Lowell Halligan, Sales and Merchandis- 
ing Manager of the Hamilton Watch Co., 
at Lancaster, Pa., opened the session with 
a talk on a very timely subject—“Some 
Pertinent Facts Relative to the Watch 
Situation.” Halligan began his talk with 
a reminder that the jewelry industry is a 
traditionally seasonal business and that for 
the past seven years it has not had the 
seasonal peaks and valleys which charac- 
terize it under normal conditions. Said 
Halligan, “The seasonal pattern in the 
jewelry industry is reasserting itself. In 
laying our plans we should, therefore, use 
the year of 1941 for a comparative.” Stat- 
ing that the under-stocking of well-known 
brands by the retailer was a certain way 
to run down a watch department, Halligan 
recommended to the jeweler who at present 
might be over-stocked, that he take his loss 
and “start in the watch business again.” 
Adequate stock of salable lines—even if 
this required that the jeweler go to the 
bank and borrow money—was a pre-re- 
quisite for success in the watch business 
from here on in. He concluded his talk 
with the statement that “it pays to run a 
jewelry business rather than a _ bargain 
bazaar. Today, more and more jewelers 
are discovering the wisdom in this philos- 
ophy.” 


DISCUSSES JIC’S EFFECTIVENESS 


The second half of the afternoon’s ses- 
sion was devoted to a talk by W. Waters 
Schwab, President of J. R. Wood & Son, 
Inc., who used the title of his message— 
“History of the Jewelry Industry During 
the Past Thirty Years” as a springboard 
to demonstrate the effectiveness of the 
Jewelry Industry Council and the contri- 
bution it has made toward stabilizing the 
industry and developing the promotional 
opportunities which exist in the jeweler’s 
staple lines. 

“The jewelry industry through the JIC,” 
said Mr. Schwab, “is dictating to fashion 
rather than allowing fashion to dictate to 
it.” Recalling the items in the stock of 
the jewelry store in 1920, he asked “What 
has happened to stone and signet ring 
sales? What has become of cigarette cases 
as an important part of the income of the 
retail jeweler? Where are the sales of 
stickpins which represented an important 
part of the jeweler’s business at that time? 
The jewelry industry being without a cen- 
tral merchandising bureau during the 
1920’s was not equipped with the ma- 
chinery to dictate to fashion and thus one 
by one these items disappeared from 
the daily life of the general public and the 
stocks of the retail jeweler. “What,” 


queried Mr. Schwab, “has happened to the 
business that was represented in 1920 
jewelry stores by bracelets, earrings, lin- 
gerie clasps and lavalieres? Today,” he 
said, “these are now costume jewelry 
items, hardly any of them are made in 
gold, few in gold-filled and the bulk of the 









sales of these items is currently made 
through department stores.” 


In making his plea for retail support 
of the JIC in the form of financial back. 
ing to augment the fund for national aq. 
vertising, Mr. Schwab pointed out that the 
merchandising of other lines through na. 
tional advertising has been such as to jp. 
crease the total amount spent in national 
advertising from $1,800,000,000 in 1940 1 
$4,000,000,000 in 1949. “Why,” asked My 
Schwab, “do the watch, silverware and dig. 
mond departments in the jewelry store to. 
day represent such a large percentage of 
their total volume? A possible clew jg 
the fact that in 1940, $2,900,000 was being 
spent in national advertising of these three 
lines; whereas in 1949 it is estimated that 
the total amount of advertising of these 
three will be $24,000,000.” 

In closing his talk and enlisting the a¢. 
tive support of retail jewelers, Mr. Schwab 
said that “through the JIC, retailers cap 
reach the public and sell them on the 
jewelry store as the place to buy gifts,” 

Following Mr. Schwab was a report on 
the latest from the ANRJA, delivered by 
Kenneth I. Van Cott, Regional Vice-Presj. 
dent and retailer of Binghamton, N. Y, 


Resolutions were adopted at the after. 
noon’s session approving the compromise 
optometry bill of Washington, D. C.; an 
other placing the association as against 
excise taxes, and another authorizing $500 
to be sent to the Jewelers Tax Committee 
to help in carrying on the work of that 
committee. 

The convention closed Monday after. 
noon with a cocktail party followed by 
a banquet, entertainment and dancing. 

The new officers elected were Bernard 
N. Burnstine, President; Melvin M. Levitt, 
Ist Vice-President; Walter N. Greene 
baum, 2d Vice-President; Frank Geraci, 
Treasurer, and Harry Groll, Secretary. Ad- 
visory Board: Samuel T. Schwartz, Chair- 
man; Sydney J. Ross, Honorary Chairman; 
A. C. Mayer, Arthur J. Sundlun, Jay 6. 
Engel, Howard R. Collins, Julius I. Peyser, 
J. Judson Mealy, James Levi, M. Laurence 
Millspaugh, Howard W. Kleitz and Wil- 
liam Wright. 





Embarrassments Increase 
But Liabilities Decline 


Although the number of financial em- 
barrassments in the jewelry industry dur 
ing the first quarter of 1949 was nearly 
double that of the corresponding period 
of 1948, total financial liabilities were sig: 
nificantly less, according to a report issued 
by the Jewelers Board of Trade. 

A total of 78 concerns were involved 
in financial difficulties during the first 
three months of 1949, compared with 42 
in the same period of 1948. Liabilities 
during this year’s first quarter, however, 
amounted to only $1,393,000 compared 
with $1,419,000 during the first three 
months of 1948. The decrease in liabili- 
ties despite the increase in the number of 
embarrassments is accounted for by the 
fact that manufacturers’ liabilities during 
the 1948 period were only one-sixth of the 
1948 amount. 
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Reed & Barton Corporation 
Observes 125th Anniversary 


A century and a quarter in business 
under the same family is the proud record 
f Reed & Barton, silverware manufac- 
scaaied of Taunton, Mass., who, on May 
14, celebrated their 125th anniversary. 

Founded in 1824 at Taunton for the 
manufacture of Brittania ware (top-qual- 
ity pewter), the two partners, Henry G. 
Reed and Charles E. Barton, worked hand 
in hand at the bench with their 15 em- 
ployees to build an early national recog- 
nition for quality ———— which the 

ontinues to enjoy today. 

- ‘oa years 1847-48, Henry G. Reed 
in the new method of silver- 
plating. The discovery of large silver 
deposits in the west in 1889 had the effect 
of lowering the price of silver and saw 
an increasing demand by the public for 
solid silver services. In that year, Reed 
& Barton presented its first complete line 
of sterling silverware. 


pioneered 


NEW ERA OF EXPANSION 


The turn of the century saw the second 
generation of the family taking an active 
part in the business. Modern financial 
management was instituted and a new 
period of expansion was begun with the 
firm introducing new merchandising ideas 
and organizing its selling activities to 
cover every section of the country. 

The third generation of the family as- 
sumed active control of the business in 
1924, the firm’s hundredth anniversary, 
which year saw the introduction of the 
latest scientific methods in silverware pro- 
duction and a new era of employer- 
employee relations. 

During World War II, Reed & Barton 
took an active part in war work and their 
factories turned out much-needed surgical 
instruments and silverware for the armed 
services, earning for their workers the 
Army-Navy E for excellence in war pro- 
duction. 

Today, the company is still actively 
managed by the founder’s family and en- 
joys a leading position in the industry. 


All-Out Silver Promotion 
Generates Store Traffic 


Wilson’s Leading Jewelers, Inc., Syra- 
cuse, N. Y., conducted an all-out promo- 
tion on silverware that generated consider- 
able store traffic. 

Free taxi service was offered to any 
customers desiring to visit the store during 
the promotion. Customers were invited to 
call a taxicab company and say: “I want 
to visit Wilson’s Leading Jewelers.” 

The first 2,000 persons visiting the store 
during the promotion received a_ free 
gardenia. A double-page newspaper ad 
was used to launch the event which hailed 
the opening of “Syracuse’s greatest silver 
department.” 

The store also employed a special win- 
dow display in which silversmiths from a 
leading manufacturer demonstrated the 
actual making of silver for the benefit of 
street traffic. 
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How SPEED helped catch ““bugs”’ 
in the lacquer 
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Final finish on pianos mysteriously going “‘sour.’’ Production halted. Lab needed 
X-ray diffraction camera to identify impurity. At 9 A.M., 10-lb. camera Air Express- 
ed from 1100 miles away, delivered by 4 P.M. same day. Cost, only $3.58. Company 
uses Air Express as routine method to get supplies fast, keep inventory low. 
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That low $3.58 figure was total cost Seheduled Airlines carry Air Express 
for Air Express and included door-to- on every flight. Speeds up to 5 miles a 
door service. That makes the world’s minute! Direct by air to 1300 cities; 
fastest shipping method exceptionally air-rail for 22,000 off-airline offices. 
convenient, complete, and easy to use. Serves many foreign countries, too. 


FACTS on low Air Express rates 


Package of blueprints (4 lbs.) goes 800 miles for $1.54. 
a tools (21 lbs.) go 600 miles for $3.87. 
(Every kind of business finds Air Express pays.) 


Only Air Express gives you all these advantages: Special pick-up 
and delivery at no extra cost. You get a receipt for every shipment and 
delivery is proved by signature of consignee. One-carrier responsi- 
bility. Assured protection, too—valuation coverage up to $50 
without extra charge. Practically no limitation on size or weight. 
For fast shipping action, phone Air Express Division, Railway 
Express Agency. And specify “Air Express delivery” on orders. 





















Rates include pick-up and delivery door 
to door in all principal towns and cities 








AIR EXPRESS, A SERVICE OF RAILWAY EXPRESS AGENCY AND THE 


SCHEDULED AIRLINES oF THE U.S. 
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Kansas Jewelers Convention is ‘Biggest Ever’; 
All Business Meetings Draw Record Crowds 


The largest jewelers convention and 
gift show ever held in the state of Kan- 
sas took place on April 2, 3 and 4 at the 
Lassen and Allis Hotels, Wichita. Dele- 
gates from the Kansas Retail Jewelers As- 
sociation and the Kansas State Horological 
Association filled both hotels to capacity. 

“Standing Room only” was the order 
of the day at all business sessions of the 
convention. At the business meeting held 
Sunday, April 3, approximately 600 people 








ber of jewelers attending were forced to 
stand one and two deep around the room. 

An impressive list of outstanding speak- 
ers discussed problems currently affecting 
the jewelry trade at the three-day conven- 
iion. 

Using statistical references to illustrate 
his address, Armin Friedman, Sales Exec- 
utive of the American Weekly, delivered 
a forceful and enlightening talk on the 
current economic situation. Lashing out 





filled the meeting hall and a large num- 
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at pessimists who say things are going | 
pieces, Friedman declared that bad 
is going to be good and advanced the fol 
lowing facts to support his claim. . 

“It’s a salesman’s market.” Friedman 
said, “and the salesman has for his t 
a hoard of $215,000,000.000 in liquid say. 
ings and cash held by the public. That's 
four and a half times as much as the pub. 
lic had before the war. 


arget 


“On top of that there are 16,000,000 
new families since pre-war days—mar. 
produced 26,000,000 
babies. They’ve got to have things—it’s 
a tremendous market,” Friedman added. 


riages that have 


Friedman then told his audience of how 
they can assure themselves an ample share 
of business from this vast market, “J; 
just takes work—American style,” Fried. 
man stated. “Work and vision and cour. 
age and optimism.” 


ILLUSTRATES TALK ON DISPLAY 


Ken Matsumoto of Ken Matsumoto & 
Co., Cincinnati, Ohio, used his own ip- 
genious settings to illustrate his address 
on “Theme Settings and Color Harmony.” 
His educational talk on proper window 
and showcase display stimulated consider. 
able interest among those attending. 
“What the eye doesn’t admire, the heart 
will not desire,” is the basic thought on 
which Matsumoto operates. 

Other featured speakers at the conven- 
tion were H. L. “Nick” Carter, vice presi- 
dent of the Northwestern region of the 
ANRJA, who chose as his subject, “The 
Road Ahead.” and Vane C. Meador, mem- 
ber of the board of directors of the Kansas 
RJA, who illustrated and explained the 
uses of gemology instruments. 

A record of new sorts was also claimed 
for the convention banquet held on Sun- 
day evening. Over 500 people attended 
the event and filled the hotel ballroom to 
capacity, making it necessary to serve the 
overflow in an adjoining room. 


LOOMIS RE-ELECTED PRESIDENT 

P. E. Loomis of Newton was re-elected 
to serve as president of the Kansas RJA 
for the ensuing year. Other officers elected 
include: Al Regan, Garden City, first vice 
president; R. H. Riley, Jr., Wellington, 
<econd vice president, and Heim W. Res- 
nic, Wichita, secretary treasurer. 

Directors chosen to serve for the com- 
ing year were: Vern A. Webster, Salina; 
Vane C. Meador, Hutchinson; Frank 
Pfeifer, Parsons; O. J. Wilkins, Liberal; 
\ndrew H. Wehling, Wichita; W. J. 
Glick. Junction City: I. M. Cassity, To- 
peka: Dale Berthelson, Dodge City; Eu- 
eene G. Coombs, Wichita, and Ed Mar- 
shall, Anthony. 

New officers of the Kansas State Horo- 
logical Association, elected on April 3 
were: Richard L. Bock, Salina, president; 
Richard C. Kogler, Wichita, vice presi- 
dent: Bruce E. Brunk, McPherson, secre- 
tary treasurer; Ira F. Bailey, Hutchinson, 
chairman of the board, and J. E. Lewis 
of Great Bend, W. E. Sellers of Emporia 
and Bob Beals of Dodge City, were elected 
directors. 
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applied (the charge being for labor alone). 


Work on Excise Taxes and Stamping Law However, if taxable material or stones 


were added, then the tax was to be paid 


stones, 





Reported On at JVC Meeting in New York only on the additional taxable material or 


Activities ranging from efforts to secure 
relief trom the excise tax to progress made 
on the proposed new Federal Stamping 
Law were outlined at the annual meeting 
of the Jewelers Vigilance Committee held 
on April 22 at the 24-Karat Club in New 
York. . 

Other work done by the committee was 
reported upon by Counsel Byron Shinn, 
Executive Vice-Chairman P. Irving Grin- 
berg, Protective Bureau Chairman Walter 
N. Kahn and Chairman of the Jewelry 
Industry Tax Committee, Leon J. Engel. 

Chairman G. H. Niemeyer opened the 
meeting with the declaration that “the 
need for a new National Stamping Law, 
which will enable immediate prosecution 
in the case of concerns who deliberately 
misrepresent merchandise, becomes more 
apparent from day to day. Some few 
states and cities do have local laws but 
they are far from sufficient, and a National 
Act should be enacted.” 

\lr. Niemeyer stated that for several 
vears. JVC counsel, individual members 
of the industry and the Industry Marking 
and Stamping Committee have been en- 
vaged in trying to formulate terms of a 
National Stamping Act to be presented to 
the Congress. He added the hope that 
differences of opinion which have existed 
will soon be reconciled. 

The chairman of the Jewelry Industry 
Tax Committee, Leon J. Engel, reported 
that Congress does not seem inclined to 
open the question of taxes at the moment 
because it does not wish to be forced to 
consider the $4 billion in additional taxes 
requested by the President. However, he 
said that developments in Washington 
have been closely followed and whenever 
opportunity presented itself, action has 
been taken. 

“The fight to secure relief from the 
excise tax is everybody’s job,” he declared. 
adding that. “every jeweler must do every- 
thing he can to further the plans as 
made.” 

All jewelers were asked to cooperate 
with the JVC Protective Bureau by re- 
porting any information which may lead 
to the recovery of unpaid duties. In his 
report. Walter N. Kahn, chairman of the 
Protective Bureau, pointed out that the 
name of any person who furnishes infor- 
mation is not divulged and that anyone 
may receive a reward up to $50,000 for 
original information leading to recoveries. 

He said it is realized that all details 
with regard to smuggling may not be ob- 
tainable, nevertheless all available infor- 
mation should be furnished. 

Byron L. Shinn of Lipper, Shinn & 
Keeley. Counsel for JVC, discussed the 
number of cases of improper marking and 
advertising that have come to the notice 
of the Committee during the year and the 
steps that were taken to rectify them. 

In discussing the proposed new Federal 
Stamping Law, he stated that conferences 
have been held with various groups and 
it is hoped that the proposed bill will be 
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in shape shortly for presentation to the 
Congress. New Diamond Prices 
According to the report of P. Irving Quoted by DeBeers 

Grinberg, executive vice chairman, there | 
has been considerable misunderstanding | The following are the new range of 
in the industry with respect to excise taxes | prices for diamonds from one-quarter 
to be paid on the remounting of custom- carat to two carats which will be quoted 
ers’ jewelry. In order to clarify the sit- | by DeBeers Consolidated Mines, Ltd., in 
uation, Mr. Grinberg said a number of | their national advertising to appear in the 
| June 13 issue of Life, June 25 Colliers. and 


questions were framed and submitted to 
July 9 Saturday Evening Post. 


. | 
the Bureau of Internal Revenue. Subse- | 
quently, a release was prepared with their | me Genet... ..:. $80 to $195 


cooperation. Me Carat .....;. $200 to $440 
The Bureau indicated that where cus- | 2. eerie $460 to $1,060 
tcmers’ material was used solely, no tax | 2 carats ...... $1,000 to $3,000 
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modern way of personalizing — any 
unskilled person simply traces the grooved 
guide letter and the New Hermes 

does the rest — a beautiful monogram 

or name engraved on any kind of 
precious jewelry, flatware, fountain pens 


— even stainless steel watches. 


USE OUR 
TIME PAYMENT PLAN 


— and pay out of profits. 
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Here’s the wonderful 


WAKMANN 
BRAILLE 


WATCH 











THE CHOICE OF THE 
U.S. VETERANS 
ADMINISTRATION 


for use by sightless veterans 
throughout the United States 
and its territories . . . unequal- 
led as a practical and desir- 
able watch for the blind. Check 
these features, and you will 
understand why: 


@ 17 Jewel ultra shock-resis- 
tant movement. 

@ Snap cover lid for face pro- 
tection. 

@ Raised (Braille) numeral 
markers. 

@ Extra sturdy hands. 

®@ Stainless steel back case. 

®@ No Federal tax. 


Price to ¢ 50 
retail jewelers 


Limited supply available. 
Order TODAY for prompt delivery. 


Covered by the 


ONE YEAR 
REPAIR POLICY 


Wakmann Watch Co., Inc. 
452 Fifth Avenue, New York 18, N. Y. 
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Diamond Peacocks Display Their Feathers 











Included in the head table line-up at the Diamond Peacock Club's annual dinner-dance held 
on April 23 at the Hotel Somerset, Boston, were, left to right: Albert E. Alie, president of 
the New Hampshire RJA, and Mrs. Alie; John H. Peterson, president of the Massachusetts. 
Rhode Island RJA, and Mrs. Peterson; Mrs. Robert A. Abbott, wife of "Bob" Abbot of 
Wood-Abbott Co., Lowell; John F. McNamara, president of the Diamond Peacock Club 
and Mrs. McNamara, and Allen Davidson, president of the Boston Jewelers Club. 





A Benrus Embraceable watch was the sou- 
venir presented each lady at the Diamond 
Peacock Club's dinner-dance. Harold W. 
Barry (left) chairman of the Dance Com- 
mittee, looks on as Mrs. Barry receives her 
souvenir from John F. McNamara, ‘president 


of the club. 


The exclamations of genuine delight 
which greeted distribution of Benrus 
watches to the ladies at the annual dinner- 
dance of the Diamond Peacock Club, were 
indicative of the grand time had by the 
more than 500 who attended this affair, 
one of the most colorful of the year, and 
certainly the most popular with the ladies. 

This younger jewelers’ club has made 
rapid strides since its inauguration, and 





officers and committee members received 
hearty congratulations for having staged 
so fine an event. 





Other head table guests at the affair in- 
cluded, left to right: Mrs. Allen Davidson; 
Lester Morse, president of the Jewelers 
Board of Trade; Mrs. Morse; Edward Otis, 
president of the New England Manufactur- 
ing Jewelers & Silversmiths Association, and 


Mrs. Otis. 


Tanke's Use Animated Displays 
T. C. Tanke, Inc., Buffalo, N. Y., em- 


ploys small, animated toy window displays 
with good results. The animated toys 
are usually spotted in the center of the 
window and prove to be good traflic stop- 
pers, directing attention to whatever mer- 
chandise appears to be featured at the 
time. A recent window featured an ani- 
mated cart and team of donkeys in a 
Mexican setting. 





Officers of the Diamond Peacock Club shown at the annual dinner dance of that organiza- 

tion are, left to right: Harold W. Barry, chairman of the dance committee; Robert L. Brennan, 

vice president; John F. McNamara, president; William M. Selberg, treasurer, and David C. 
Percival, Jr., secretary. 
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Waltham Trustees Release 
Statement of Reasons for 


Waltham 1% Price Sales 


Following ts @ complete text of a state- 
ment released by Daniel J. Lyne, Jacob J. 
Kaplan and C. Keefe Hurley, trustees of 


valtham Watch Co. 
WT his release was received by THE JEWEL- 


ers’ CIRCULAR-KEYSTONE on May 23rd. 


_—_—— 
—_———— 


Waltham Watch Company filed a peti- 
tion for re-organization under Chapter X 
of the Bankruptcy Act on December 28, 
1948. The immediate cause of the bank- 
ruptcy was the failure to sell in 1948 some 
160,000 watches which had piled up in 
‘ts inventory, despite the fact that there 
were sold in the United States in 1948 
some 10,000,000 watches, of which about 
80 per cent contained Swiss movements. 
Waltham’s 160,000 watches were a very 
small part of the requirements of the 
United States’ market for even a single 
year; but they constituted 45 per cent of 
Waltham’s total production and about one- 
third of its anticipated sales volume for 
the year, and Waltham’s inability to dis- 
pose of them compelled the company to 
file the petition for re-organization under 
Chapter X of the United States Bank- 
ruptcy Act. Had these watches been sold, 
Waltham would have had about $4,000,000 
more cash, and it would probably never 
have had to resort to the Bankruptcy 
Court. The failure to sell them resulted 
in a loss of $1,600,000 for the year 1948, 
which made inevitable the filing of the 
petition under Chapter X. 

Many reasons were assigned for the 
failure to move this inventory. Some said 
it was the times. Others said Waltham 
watches were poorly designed, and _ that 
the quality of its product was bad. Many 
said the company would be lucky if it 
could realize as much as $1,500,000 for 
the 160,000 movements, only half of which 
were cased. The Trustees believed that 
the criticisms of design and quality were 
unfounded, a belief which was verified by 
subsequent events. Nevertheless, the 
Trustees were left with the problem and 
the duty of disposing of this millstone 
inventory in the face of the difficulties 
caused by such statements. 

When the Trustees took possession un- 
der the provisions of the Bankruptcy Act 
on December 29, 1948, they found that 
substantially all the company’s assets were 
claimed to be under lien by four banks 
which held Waltham’s notes to the amount 
of $4,300,000. In addition, Waltham was in 
default under a debenture issue securing 
$4,000,000 principal and interest. Other 
claims brought the indebtedness up to 
$9,000,000. The assets. according to the 
company’s books, fell short of its debt by 
nearly a million dollars, and current opin- 
lon wes that upon liquidation the deficit 
would be very much greater. The banks 
shared this latter view: and they, ac- 
cordingly, ultimately discounted _ their 
claims by the sum of $1,060,000 in con- 
sideration of immediate payment. 
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The Trustees were faced with the urgent 
necessity of moving the old inventory in 
anticipation of the re-organization of the 
company, and the bringing out of a new 
line for the fall of 1949. Those whom the 
Trustees consulted were of the opinion 
that it would be difficult to move the old 
inventory except at a very heavy discount. 
Some of the executives previously in 
charge of the company put a value of $10 
per cased movement as high. This was 
understandable, for the possibility of dis- 
posing of this inventory at list prices had 
been greatly lessened by the filing of the 
petition under the Bankruptcy Act. In 
disposing of the inventory Waltham had 
to face also the problem which confronted 
even the most solvent manufacturers of 
watches at this particular time, namely, 
an increased sales resistance in an over- 
sold market. In addition, there developed 





in the early part of 1949 a series of cut- 
price sales, mostly of Swiss movements, 
but in some instances, of Waltham move- 
ments without the consent of the Trustees, 
and there was a reputed overhang in the 
market of some 2,000,000 Swiss movements 
which had been shipped to this country by 
Swiss manufacturers for sale at reduced 
prices. The Trustees’ problem was (a) to 
realize as much as possible from the in- 
ventory as quickly as possible, and (b) 
to restore “Waltham” as a live enterprise 
in the minds of the consuming public. 
Under these circumstances, the Trustees 
adopted a course which has, in their judg- 
ment, achieved these objectives. 

In order to demonstrate to all its former 
customers before asking them to partici- 
pate in the promotion that the name 
“Waltham” still signifies to the consumer 

(Please turn to page 202) 
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Members of Florida RJA 
Elect Shrode President 


Karl Shrode of Sarasota was elected 
president of the Florida Retail Jewelers 
Association at the annual convention of 
that organization held on May 1, 2 and 3 
at the Angebilt Hotel, Orlando. He suc- 
ceeds Dale D. Ernsberger of Palatka. 


Other officers elected were: Fred Slater 


of Miami, vice president, and George 
Gaines of Lakeland, treasurer. 
Included on the advisory committee, 


composed of three immediate past presi- 
dents of the association, are Dale D. 
Ernsberger, Palatka; Lester W. Moon, 
Tallahassee, and Eugene Mumpower, Coral 
Gables. 

Named to the board of directors were: 
Frank Angle, Haines City, Wm. H. Deu- 
ber, Tampa; G. W. Lawton, Orlando: 
Alvin Magnon, Tampa; J. B. Smith, Del- 
ray Beach; John Simmons, Lake Wales; 
H. F. Underwood, Jacksonville; Leo 
Rosenson, Jacksonville; John Shacklett, 
New Smyrna; Reade Tilley, Clearwater: 
3ruce Watters, St. Petersburg, and Charles 
L. Wells, Jacksonville. 

An impressive list of speakers, experi- 
enced in the jewelry field, addressed the 
three-day convention. R. J. Gunder of the 
Hamilton Watch Co. salesman 
training, advertising and promotion. H. F. 
Underwood of Jacksonville, gave an_ illus- 
trated address on gemology and its appli- 
cation to diamond values. Lester W. Moon 


discussed 


of Tallahassee outlined the activities of 
the American National Retail Jewelers 


Association during the past year. 

Mrs. Gladys B. Hannaford, widely- 
known authority on diamonds, spoke 
through the courtesy of N. W. Ayer & 
New York. Other distinguished 
guests present were Charles T. Evans, 
secretary of the ANRJA, and Mrs. Evans. 

An important sogial event held in con- 
nection with the convention was a tea 
party for the ladies given at the home of 
Mrs. Gus Lawton. 

The convention concluded with the an- 
nual banquet at which a large number 
nf attractive and valuable door prizes were 
distributed. 


Sons. 


Missouri RJA Holds Convention; 
Re-elects Hales President 


W. C. Hales, Lebanon, was re-elected 
president of the Missouri Retail Jewelers 
Association, at their annual convention 
held April 24-25 in the Connor hotel, 
Joplin, Mo. Milton Meyer, St. Charles, 
was re-elected vice-president. Fred Sands, 
Kansas City, who for 20 years, has served 
as secretary-treasurer resigned his post. A 
new secretary-treasurer was not named and 
Sands will continue in that capacity until 
another is the association’s 
executive committee. 

Re-elected to the executive committee 
were Otto Kortkamp, St. Louis: Harry L. 
Carter, Kansas City; John A. Buchroeder, 


selected by 


Columbia: W. G. Drosten, St. Louis: Theo. 


W. Kamp, Moberly; H. A. Peterson, Han- 


—_—— - 


nibal; C. H. Parkins, Eldon: George | 
Hale, Sikeston; Claude West, Fulton, me 
Victor Esser, Marshall. 

More than 200 jewelers, their wives and 
representatives of jewelry firms from all 
over the state attended the convention 
which closed with a banquet in the Empire 
room of the Connor hotel. W. C. Mark. 
wardt, president of the Joplin Chamber of 
Commerce, was guest speaker. 

The watchmakers’ licensing bill, now 
before the state legislature was discussed 
by Harry L. Carter, vice-president of the 
national association. 

W. G. Drosten of the Drosten Jewelry 
Company of St. Louis discussed a series of 
experiments at Washington — university 
which have changed the color of white dia. 
monds to green. He exhibited some of 
the stones. 

“Jewelry Repairing and Special Order 
Work” was the subject of Robert D. 
Greeley, factory superintendent of the 
Meyer Jewelry Company in Kansas City, 

A round-table discussion on “New Sales 
Opportunities” closed the afternoon’s ae. 
tivities. Willim P. Mahne of St. Louis 
presided. 

Sunday’s session consisted of a welcome 
address by Harry G. Butterfield, “dean” of 
Joplin jewelers, and the response was 
given by Milton E. Meyer of St. Charles. 
vice-president of the state organization. 

Hales gave his annual report and Wij. 
liam R. Peer, special representative from 
the Jewelry Industry Council, told of the 
activities of that organization. 








OUTSTANDING OPENING 
IN 


JEWELRY TRADE 
PROMOTION FIELD 


Top ranking organization has open- 
ing in New York, Chicago and 
Los Angeles or San Francisco for 
three outstanding men with sales 
or merchandising experience in the 
Jewelry field. 

Broad field representative responsi- 
bilities will include conducting 
jewelry trade meetings, backing up 
national promotions, checking and 
developing sales aids and carrying 
out sales clerk training program. 
Fairly extensive travel will be in- 
volved. Ownership of a car will 
prove helpful. 

Basic reauirements are high level 
experience and excellent contacts in 
the jewelry field, merchandising and 
sales promotion know-how and abil- 
ity tc conduct trade meetings on 
right plane. 

If you're really outstanding, in the 
over $6,000 bracket, age 30-45, and 
have a tiking for trade and public 
relations work, send a resume of 
your business and educational back- 
ground today to: 


Box “A., 3035,” Care 


JEWELERS’ CIRCULAR-KEYSTONE 
100 EAST 42nd ST. 
NEW YORK 17, N. Y. 
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4 Mode \rt Jewelers Co., Ine.., formerly 
located at 874 Broadway, announced the 
removal of their offices and factory to 327 
East 29 St.. New Y ork. 

q Daniel H. Jones, for more than 22 years 
associated with Joseph B. Cooper & Son. 
Inc.. and for the five years prior associated 
with Kastenhuber & Lehrfeld, announced 
the formation of his own government li- 
censed refining office at 11 John St., New 
York. He is operating under the trade 
name of Daniel H. Jones Refining Co. 

q Walter Eitelbach recently announced the 
transfer of his business to the establish- 
ment of Edmond Frisch, 336 Park Ave., 
New York. where he is continuing in busi- 
ness on his own account. 

q Mr. Lazaar of the Prill Silver Co.. Ine., 
53 W. 56 St., New York, left for Europe 
new and unique 


recently in search of 


woods. 

y \ free corsage with every purchase of 
a Mother's Day gift of $5 or more was 
an effective Mother's Day promotion me- 
dium for Rudolph Bros., Inc., Buffalo, 
N. Y. A large card in the store’s window 
told about the corsage offer. 

q During the month of May, W. Schap 
Kevisch. manufacturing jeweler located at 
1 West 47 St., New York, was admitted 
to the Halloran V. A. Hospital in Staten 
Island. N. Y., for further treatment of a 


service-incurred disability. Mr. Kevisch 


\ NEWYORK 


stated that although treatment at the hos- 
pital will probably take approximately two 
months, he expects to be able to commute 
to New York and be in his office for about 
two days a week. Mr. Kevisch, who was 
formerly located at 42 West 48 St. re- 
cently moved to 1 West 47 St. 

4 Garne Jewelry, manufacturers of costume 
jewelry, have moved from 49 West 48 St., 
New York, to new quarters at 25 West 
36 St. 

q Lasner Jewelry Corp., manufacturers 
and wholesalers located at 65 Nassau St., 
New York, have moved to a much lighter, 
corner office in the same building. They 
are now located on the sixth floor, room 61. 
q Members of the New York Guild of the 
American Gem Society held their regular 
monthly meeting on April 19th at 5 E. 47 
St.. New York. Dr. Ralph J. Holmes of 
Columbia University lectured on the fash- 
ioning of diamonds, tracing the evolution 
of brilliant cutting from earliest known 
times to the present. With the help of a 
large projector, drawings and book illus- 


trations were shown to illustrate the dif- 
ferent steps from table cut to modern 
settings. 


4 Wilson’s Leading Jewelers, Inc., Syra- 
cuse, N. Y., stimulated traffic in its ap- 
pliance department by offering measuring 
cups to the first 500 customers in for a 
look at a new line of refrigerators. 





“How Old Gold Is Refined” 

Hoover & Strong, Buffalo, N. Y., manu- 
facturers of precious metal products, has 
just issued a new booklet on “How Old 
Gold Is Refined” which shows the various 
methods used. It covers smelting. prepa- 
ration of the sample, cupellation. parting 
and refining of gold. This easily under- 
stood booklet is available to jewelers for 
the asking. 

The information contained in_ this 
small booklet has been compiled by Dud 
ley Hoover as a result of requests re- 
ceived by his company. 





George and Arthur Fine 
Star on Television Show 


owners who witnessed 
the “Meet the Experts” program on April 
2oth probably know a good deal more 
about diamonds now than they did be- 
fore they saw that show. The program, 
a half hour television show screened ever 
station WNBT from New York, featured 
George Fine and his son Arthur as onest 
stars on this particular telecast. Mr. Fine 
and his son are associated with the firm 
of Max Fine & Sons, Inc., diamond cut- 
ters of New York. 

The opened with the mistress 
of ceremonies displaying an array of dia- 
mond jewelry valued at $20,000 supplied 
especially for the program. After she in- 
troduced the Fines and her three listener 
guests, Arthur Fine showed replicas of 


Television set 


show 
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world famous gems and briefly outlined 
the history of each stone. 





ARTHUR FINE 


GEORGE FINE 


In order to acquaint the television audi- 
ence with the mining process, Arthur 
showed pictures of a diamond mine trac- 
ing the origin of the gem from the time 
it leaves the mine until it is cut and pol- 
ished. He also displayed real diamonds 
showing their appearance in the rough 
state and described the steps employed in 
giving the stone its final brilliant finish. 

At the close of the telecast the three 
listener guests were asked to choose from 
a group of three rings the one containing 
the most expensive diamond. One of the 
guests correctly picked the right ring and 
George Fine explained that the diamond 
in it, although of smaller carat size than 
the other two, was far more valuable be- 
cause it was a flawless stone. 
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CULTURED PEARLS 


JACK J. FELSENFELD wx. 


9 MAIDEN LANE NEW YORK 














DIAMONDS 
All sizes — All shapes 


Finest polishing from Palestine and Bel- 
gium, sized and graded. Please ask for 
our new list of prices No. 15. 


H. Sori 576 5th Ave. 
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SIMONS BROS. CO. 
THIMBLES 


PHILADELPHIA 





269 So. 9th ST. 

















GRANDFATHER CLOCK MOVEMENTS 


THE FAMOUS SMITHS OF 
LONDON "ENFIELD" MOVEMENTS 


Importers 


GRANDFATHER CLOCK SHOP 


877 Michigan Ave. Buffalo 3, N. Y. 














LEWIS KIRSCHMAN COMPANY, Inc. 


501 MADISON AVENUE NEW YORK WN, Y, 
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space to display their new Fal] and 


Advance Registration | Christmas lines to the thousands of buy. 


$ ers who will be in attendance. All ayaj). 
By Mail Is Set for able space in the Exhibition Hal] "ee 
already been reserved, most of the addi. 


NACI Convention, Fair tional 120 booths in the second floor 


Grand Ballroom have been taken and 











Every retail jeweler in the United States although most of the sample rooms on th 
will be able to attend the 1949 National fifth floor of the Stevens have been beilaie 
en en Jewelry Fair and NACJ convention, ac- some sixth floor rooms are still available 
, cording to William Wagner, executive sec- Thee ACS cemetion amin aan 
TAG & STAMPING CO. retary of the National Association of however, that it anticipates that al] avail- 
Credit Jewelers. Already, he reports, over able space will have been reserved before 
CELLULOID 10,000 applications for advance registra- the Fair’s opening day. 
tion have been received. The NACJ Convention, to be held in 
PARCHMENT, ETC. The Fair and Convention will be held conjunction with the National Jewelry 
concurrently in Chicago at the Stevens Fair, will feature business clinics of vital 
Send for Catalog and Congress Hotels, July 25 through 28. importance to every jewelry retailer 
In order to eliminate last-minute hordes Speakers, experienced in the jewelry field, 
277 HALSEY ST. at registration desks, the NACJ is regis- will tell those attending how they may 
tering, in advance, all jewelers who wish bolster sales, improve their selling and 
NEWARK 2._N. J. to attend. Advance application forms have cut expenses and costs in order to powins 
: been sent out to all NACJ members and, justified profits. Details of the Convention 
in addition, thousands of advance appli- program were not available at the time 
cation forms have been given to Fair that this issue went to press. However. a 
exhibitors for distribution to their retail full account of the clinic sessions, speak. 


FNCRUSTERS — SS Shortly, 19,000 ene ers scheduled, exhibitors, etc., will appear 
tion orms, with on invitation to attenc sn the July issue of THE JEWELERS’ Cr. 

praesae Engravers the Fair included, will be mailed to West- aneliaeane 
ae ern jewelry firms. A retail jeweler who The Censeution Commitee, enpiiail 


Ruby & Onyx fails to receive an application form by H. A. Goldkerg, NAC] pectin & 


citi through any of these channels has only ' 
Drilling to write NACJ headquarters at 545 Fifth headed by Clarence Olsen of Olsen & 
Ave., New York, and he will receive by Ebann Jewelry Co., Chicago. Committee 
return mail an advance registration badge members include: Al Newmark, New. 


which will admit the holder to all exhibit mark’s, Chicago; Irving N. Chayken, 
Armstrong’s, Hammond, Ind.; Fred B. Drei 
















areas. 
Recognizing the dominant position of fus, Dreifus Jewelry Co., Memphis, Tenn.; 
the 1949 Fair, nearly 200 leading manu- Irving J. Wolfgang, Cole & Irwin, Inc., 
facturers, wholesalers, importers and others Detroit, Mich. and William Wagner, 
selling to retail jewelers have reserved NACJ executive secretary, New York. 








When an item is sold, the register can be 


New Stock Record Camera taken out of stock and the name of the 
tomer, date of purchase and other per- 
Introduced by GIA seem saleieiian atl to the records. 


This will remain permanently in_ the 
jeweler’s file. 








“The answer to a 25-year need,” says 





ONYX-STEEL 




















“Sonu James G. Donavan, Donavan & Seaman's, In addition to the usefulness for com- 
MAI NSPR NGS Los Angeles, of the new stock record cam- plete records of stock, the ¢amera serves 
, , —o- being introduced by the Gemolog- as a means of further customer service. One 
Longer lasting — Accurate timing — Pro- ical Institute of America, Los Angeles and print showing the article of jewelry, in 
tected against rust—lIndividually packed New York. The camera, whose actual re- (Please turn to page 202) 
in double envelope—marked with model, tail store practicability was tested at Don- ws 
size, metric and dennison. avan & Seaman’s before being first shown 





he Ameri Gem Soci Conclave 
YOUR JOBBER WILL SUPPLY TOU | | ir poston in April, has becn epproved == || SMAETTERS & REFINERS 


ideal equipment for every retail jeweler 


who maintains an accurate stock regis- 
Manufacturer tration system. 











Specialists in 





to Retailer ; ° . 
The method used first during the test Processing Precious Metals 
AE maar period at the Los Angeles jewelry store 
: . f, Jewelry, Neck- was to photograph like merchandise, some- 
ae oo eee times as many as six to eight pieces at SWEEPINGS 
oR ep 7 * Scatter Pins, once, with each exposure. Double size 
os ee we Earrings 
2 ay eee (Pierced, Screw enlargements were made to show mer- FILINGS 
“<< ity ggg tsi chandise in actual size. Stock record 
s set. Rhodium : in i h 
" aa numbers were — —— henna eac SCRAPS 
Available in crystal or any desired color stones. pace, and one pnotograp . : ” wets 
Special orders invited. sales purposes. From the duplicate print, 
Earrings shown No. SSSE $12.00 Dox. each item was separately cut out and at- WE ALSO PURCHASE YOUR MATERIAL 


Write toda or sample assortment : : — 
ae geen ii eA tached to records which list description, 


See our exhibit at the NACJ Convention cost, material, type of design, source, man- JOHN STREET REFINING CO., INC. 


ee ee ee ufacturer, and similar information. In 
Fantasy of Jewels some cases, it has been found desirable REctor 2-0853 
MADE BY ALLCRAFT NOVELTY CO., INC. to photograph the tags with the merchan- 244 WATER ST. NEW YORK 7, N. Y. 
eee mene re. wee Dy ev Ye dise, showing stock number and _ price. 
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GIA Board of Governors 
Re-elects Kraus President 


At a meeting of the Board of Governors 
of the Gemological Institute of America 
at the Mount Royal Hotel in Montreal, 
April 24, Edward H. Kraus, Dean Emer- 
itus of the College of Literature, Science 
and the Arts of the University of Mich- 
igan, was elected for his fourth term as 
president of the Institute. At the same 
time Fred J. Cannon, vice president of 
Koke-Slaudt & Co., Los Angeles, who 
served previously as a member of the 
Operating Committee, was elected Secre- 
tary-Treasurer of the GIA to succeed C. 
I. Josephson, Certified Gemologist of Mo- 
line, Ill. Robert M. Shipley continues as 
Director of the Institute which is located 
in Los Angeles, Calif., with Eastern Head- 
quarters in New York City. 

Together with Director Shipley, Frank 
Davidson, Registered Jeweler of Los An- 
geles, and Charles H. Church, Church & 
Co. Newark, comprises the Operating 
Committee of the GIA. Dorothy M. Jas- 
per, Executive Secretary of the GIA was 
retained as secretary to the board. 

Four new members were named to the 
Board of Governors. These are Glynn 
Cremer, C. G., La Crosse, Wis.; Ernest 
J. Meyer, R. J., of Grand Island, Neb.; 
Earl E. Jones, C. G., of Pekin, Ill.; and 
Maurice Adelsheim of Minneapolis. Re- 
tiring members are Paul S. Hardy, Pitts- 
burgh; Burton Joseph, R. J., of Des 
Moines; C. I. Josephson, Moline, Ill.; and 
Fred B. Thurber, C. G., Providence, all 
of whom have given without recompense 
many years of service to the Gemological 
Institute and the advancement of the 
gemological movement in this country. 

Elected to the Chairmanship of the 
Board for the second term was Paul H. 
Juergens, C. G., Juergens & Anderson, 





ENJOY USING -——— 
THE FINEST 


Type WW Wire Chucks 5 mm 
capacity always in stock at 
leading material dealers. 





ere $7.80 
ee 7.20 
me ) «tédencee 6.60 
De - véideenes 5.10 
re 3.60 
GENUINE E VIN TOOLS 


CARRY THIS TRADEMARK 





Type D Wire Chucks 8 mm 
capacity. 


No. 1 ooe++99.00 
No. 1% . 8.10 
 * iperee 7.20 
No.2% ..... 6.00 
No. 3-80 ..... 4.80 


ASK YOUR DEALER FOR 
1949 LEVIN CATALOG “'E”’ 
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Chicago. J. Lovell Baker, C. G., J. Henry 
Birks & Sons, Ltd., Montreal, will again 
serve as Vice Chairman of the Board. 
Members of the Board of Governors of 
the Gemological Institute of America are 
elected from the sustaining members of 
the Institute, numbering at present time 
approximately 96. The board voted to in- 
crease its sustaining membership by ap- 
proximately 50 each year in the future. 





E. Sumnick Acquires Control 
Of Wm. S. Hedges & Company 


Edward Sumnick, who has been iden- 
tified with the jewelry industry since 1912, 
has acquired control of the well-known 
diamond firm of Wm. S. Hedges & Co., 
20 West 47th St., New York. Mr. Sum- 
nick is the firm’s new president succeed- 
ing Daniel Price who has retired from 
active business after over 50 years’ service 
to the company. 

Wm. C. Gruner, former vice president, 
also connected with the firm for over 50 
years, has also retired from the business. 
Arthur Knapp and Frank Vogel are the 
newly appointed vice presidents of the 
company. Mr. Knapp has been identified 
with the Hedges firm for 31 years as sales 
representative. Mr. Vogel, who is also a 
sales representative for the company, has 
been connected with the trade for over 


40 years. 
Mr. Sumnick became affiliated with the 
jewelry industry in 1912 as_ secretary- 


treasurer of the old firm of Powers & 
Mayers. In 1927 he became vice president 
and general manager of the Greenleaf & 
Crosby Co., a position he retained until 
1930. Later he was associated with the 
NRA as secretary of the Precious Jewelry 
Producing Industry. In 1934 he was ap- 
pointed vice president of the firm of Harry 
Winston and from 1943 to 1946 was vice 
president of the firm of Roger Wurmser. 

Daniel Price, the retiring president, is 
one of the best known men in the diamond 
industry and took an active part in ac- 
tivities for the welfare of the jewelry in- 
dustry. Mr. Price is a past presdent of 
the Twenty-Four Karat Club of the City 
of New York. 

Wm. S. Hedges & Co. is one of the old- 
est diamond houses in New York. The 
firm was known originally as William H. 
Crane & Co., who were succeeded in 1869 
by the firm of Smith & Hedges, composed 
of Alfred Smith and A. J. Hedges. 

Smith & Hedges, remained in business 
together for nine years. At the dissolu- 
tion two firms were formed, Alfred H. 
Smith & Co., and William S. Hedges & 
Co., the former continuing for many years 
and finally going out of business, while 
the latter, Wm. S. Hedges & Co., has re- 
mained in business continuously under 
that name since 1878. 

William S. Hedges directed the affairs 
of the concern until he died in December, 
1886. His brother, James Hedges, then 
assumed control of the firm until his 


death in March, 1908. After his death the | 


business continued under the old name 
first as a partnership and in February, 
1912, it received its charter as a corpo- 
ration. 


—_— 
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REPAIRS and PLATING 
in GOLD and SILVER 


30 Years of Continuous 
Service to the Trade 


~ from 
Coast 
to 
Coast 
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Quality 
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HOLLOW WARE—FLATWARE 
REPAIRED EQUAL TO NEW 
NEW PARTS SUPPLIED 
ENGRAVING REMOVED—REFINISHED 
REPLATED—LACQUERED 


Special Order Work 


WILLIAM HERTEL & CO.. INC. 


Mastercraftsmen—Silve/smiths 


17 West 45th St. New York 19, 


Est. since 1918 
AT THE SAME ADDRESS 


N.Y. 

















PERSONNEL 


Jesse H. Listman, Gorham _ representa- 
tive, is retiring after his forty-fifth year 
of service, the gre: ‘er part of which was 
spent in covering the major cities in the 
Midwest, it was announced by Burrill M. 
Getman, vice-president in charge of sales, 
The Gorham Company, Providence, R. I. 

Jewelers called upon in his early years 
with the company remember “Jess” well 
and regard him highly. 

Listman is to be succeeded by Raymond 
Artabasy, who will handle sterling flat- 
ware, and by Thomas Phillips, who will 
represent the Gorham hollowware lines. 

Henry C. Soldat has been appointed to 
the position of supervisor in the Leather 
Division of Swank, Inc., manufacturers 
of men’s jewelry, leather and other ac- 
cessories. Soldat will be at the Swank 
leather plant in Taunton. 

The firm of Griffon Cutlery Works, Inc., 
151 West 19th St., New York 11, N. Y., 
announces the change in assignments of 
territory for two of their salesmen. Henry 
Weintraub will handle the western and 
southwestern part of the United States as 
sales manager and Julian Danziger will 


handle the West Coast territory as rep- 
resentative. 
Seymour Walter, well known in _ the 


jewelry field as advertising and sales pro- 
motion manager for Universal Camera 
Corp., has joined the staff of the H. W. 
Hauptman Advertising Agency, New York, 
as account executive. 

McKinsey & Co., management  con- 
sultants, announced the appointment of 
W. Murray Sanders to the New York staff 
as a marketing consultant. 

John H. McCann has been appointed 
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CASTINGS 


Control Your Burnout Cycle 


Automatically 
Complete Uniformity 
Dependability 


Save Shop Time 
Increase Production 


Program control on your 
burn out oven will do all 
this for your production. 





Send for 
special bulletin 
and detailed 
price information 
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SUCCESSOR TO J. GOEBEL & CO. 
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personnel director of the Taunton Plan 
of Swank, Inc., manufacturers of men’s 
jewelry, leather and other accessories, jt 
was announced recently by J. Carlton Bag. 
nall, executive vice- -president. 

Swiss Radium and Dial Painting Co,, 
Inc., recently announced that Tony Peters, 
well-known sales representative for many 
years in the jewelry field, is now repre. 
senting them in the New York and metro- 
politan areas. 

Max J. Bayles has been named sales 
representative for Elgin National Watch 
Co. in the territory covering the south 
side of Chicago, and the city’s southern 
and western sabuvben area, it has been 
announced by A. L. Rowe, sales manager, 

Announcement has just been made by 
J. Engel & Co., Inc., of Baltimore, Md 
that William Henry Steurer has hens 
named as representative to cover the States 
of South Carolina and Georgia. Steurer 
who planned his first Engel trip late jp 


May. previously traveled for U. S. Time 
Corporation, and will succeed Henry 
Greenspon. 

Charles Hayes will represent A, ¢ 
Thomas & Co., Inc., leather goods manu. 
facturers of 29-33 West 30th St., New 


York City, in the Middle-eastern territory, 
Jersey and Pennsylvania. 

A. Ludlow Kramer, Jr., has recently 
been added to the sales staff for Pacific 
Coast representation. 

Enger-Kress announces the appointment 
of Larry Jessen, 936 Elizabeth St., San 
Francisco, Calif., as their West Coast rep- 
resentative in the states of California and 
Nevada. Mr. Jessen was formerly with 
Jay-Dee Leather Co. 





JIC To Promote Watch Repairs 
From September 12 Thru 17 


“Tt’s Watch Inspection Time,” a nation- 
wide promotion scheduled for September 
12 to 17, will be promoted by the Jewelry 
Industry Council in order to increase 
jewelry store traffic as soon as_possibie 
after Labor Day and summer vacations. 

Studies made by the Council show 
watch repair service to be one of the 
principal traflic-getting magnets of the re- 
tail jeweler. Studies also indicate that 
promotional-minded jewelers, once _ this 
traffic is in the store, can plus the sale on 
other services and products. To start the 
public mind in the direction of thinking 
of additional products the promotion, ac- 
cording to present plans, will give promi- 


nence to the slogan “Check-Up—Then 
Dress Up—Your Watch.” 
At a recent meeting of the JIC’s Board 


of Directors approval was given the dates 
selected by the Council’s Watch Parade 
Committee for the 1949 nation-wide Watch 
Parade. The dates selected for this sec- 
ond simultaneous national promotion of 
watches were October 24 to November 7. 

Tentative plans for “The Watch Pa- 
rade” call for prominent promotion of the 
phrase “A Watch Tells More Than Time’ 
to the public. 

In making this announcement of the 
action taken by the Council’s Board of 
Directors, Albert E. Haase, executive di- 
rector of the JIC, stated that the Council's 
Board has, under advisement and_ study, 
several other suggestions from its retailer 
committee on new promotions that are 
concerned with nation-wide promotions of 
other products of the jewelry industry. 
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Collections On February Sales Drop 2.8% 


i; millions Of Dollars 





7 EXCISE TAX 
COLLECTIONS 
“ ON FEBRUARY SALES 
In Millions of Dollars 
as YEAR 
AVERAGE 
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30 
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Sales of jewelry at retail during the 
month of February, 1949, were approxi- 
mately 2.8 per cent below those for the 
corresponding month of 1948 according to 
the Bureau of Internal Revenue, collectors 
of the 20 per cent retailer’s excise tax on 
jewelry. March collections (representing 
February sales) amounted to $14,854,- 
158.62 in 1949, compared with $15,282,- 
168.21 in 1948. 

A 2.8 per cent drop in jewelry tax col- 
lections does not, of course, necessarily 
indicate a corresponding decline in sales 
made by retail jewelers. Other factors 
must be considered. Many retail jewelers, 
for example, may be selling a_ greater 
volume of non-taxable merchandise. And 
there is reason to suspect that a substan- 
tial number of jewelers may have _ sub- 
mitted a portion of their tax collections on 
February sales during that month instead 
of waiting for the deadline, the last day 
of March. Certainly something was wrong 


MARCH APRIL MAY JUNE 





JULY AUGUST SEPTEMBER OCTOBER NOVEMBER DECEMBER 


with the January sales picture as indicated 
by February collections—although Janu- 





ary is obviously a slow month for all | 


merchants, tax returns’ indicated 
jewelers had done a greater volume of 


that | 


business than they had in December. (See | 


JC-K for May, page 259.) 


Even accepting a 2.8 per cent decline | 
in excise tax collections as an indication | 


that sales had dropped io a corresponding 
extent, the drop was infinitesimal com- 
pared with that experienced by furriers. 
Collections of the 20 per cent excise tax 
on furs during the month of March, 1949, 
showed a decrease of 29 per cent com- 
pared with the same month of 1948. 

As can be seen from the accompanying 
chart, although tax collections for jewelry 





sales made during February, 1949, dipped | 


slightly below the February, 1948, level, 
they were still comfortably above the six- 
year 1941-47 average. 





Members of Oklahoma RJA 
Elect Hildreth President 


Approximately 500 Oklahoma jewelers 
and watchmakers met in Oklahoma City 
for their 43rd annual convention on April 
24 and 25. About 60 wholesalers and manu- 
facturers of jewelry items had exhibits in 
Convention Hall of the Skirvin Hotel 
where the meetings were held. 

V. P. Hildreth of Oklahoma City was 
elected president of the Oklahoma RJA 
for the coming year. He succeeds Hugh 
S. McCurley, Norman, who became chair- 
man of the board of directors. H. C. Stuhr, 
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Oklahoma City, was elected secretary-trea- 
surer and the following vice-presidents 
were chosen for another term: Harry 
Bowers, Lawton; J. C. Washinka, Still- 


water; Frank Crane, Holdenville; H. V. | 
Gritz, Enid, and Jack B. Miller, Muskogee. | 

New board members include O. D. Ditt- | 
more, Anadarko, and E. T. Tucker, Me- | 


Alester. 





Marcuson Joins Felmore Co., 
Enters Business as Partner 


M. H. Etsten, former secretary and trea- 
surer of the Felmore Co., manufacturing 
jewelers of Providence, R. I., has sold his 
interests in that firm to I. R. Marcuson. 
E. M. Morin, a partner in the firm, re- 
mains in the company as president. 

The company will continue to produce 
sterling silver cigarette cases, baby silver 
items and novelties. The Felmore line is 
sold through wholesale jewelers. 
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CATS EYES 
DIAMONDS 


In All Sizes 


Mounted Jewelry 
MEMO SELECTION ON REQUEST 


N. ZAIDENS CO. 


Importers of 
DIAMONDS & PRECIOUS STONES 


62 WEST 47th STREET 
NEW YORK 19, N. Y. 

















HARD-TO-GET 


lf you are having difficulty obtaining a 
Swiss or American watch part, try 


JOHN A. POLTOCK & CO. 
15 MAIDEN LANE ¢ NEW YORK 7 


SEND FOR FREE 


LIGNE GAUGE ° STATIONERY 
ORDER BLANKS—DEPT. J. 

















LOWER PRICES 
BETTER WORKMANSHIP 

UICKER SERVICE 
1 have REVISED WAYS AND MEANS enabling me 
to do your JEWELRY REPAIRING AND SPECIAL 
ORDER WORK at a REDUCTION of 25% to . 
With Quicker Service and Better Workmanship! 
“Send Me Yeur Next Package.’’ 

M. J. STERN 

Repairing of Jewelry & Special Order Work 
61 Beekman Street New York 7, N. Y. 














ENCRUSTERS 


and Drillers 
Special Order Work 


PAUL FINGERMAN & CO. 
35 Maiden Lane New York 7, N. Y. 
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spoiled apples 
in this barrel! 





Bad insurance risks are like 
spoiled apples in a barrel — 
others suffer from the associa- 
tion. 


But you avoid "spoiled apples" 
when you insure with the "Jewel- 
ers’ Own Company”... you are 
joining with other good risks, for 
we insure only jewelers and those 
in related lines. Thus we are cur- 
rently able to pay 30% divi- 
dends. 


Write for full information. No 
salesman will call. 


NATIONAL JEWELERS MUTUAL 
FIRE INSURANCE COMPANY 


JEWELERS’ INSURANCE BLDG. 
NEENAH, WISCONSIN 
Offices in New York and Chicago 
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| California RJA Mixes Business With Pleasure 
At 16th Annual Convention in San Francisco 









Maurice Enguehard (above center), outgoing president of the California RJA, is shown 

receiving a silver gavel from Carle E. Steller, president elect, who voiced the gratitude of 

the membership for the meritorious job Enguehard has done during his term of office. Also 

shown, left to right, are the newly elected officers for 1949: Marcus Rice, Oakland, re-elected 

secretary-treasurer; Durward Howes, Ill, Los Angeles, 2nd vice-president; Mr. Enguehard, 
Mr. Steller and Budd Rosenberg, San Francisco, Ist vice-president. 


Authoritative discussion on _ business 
planning, unfair trade practices, industry 
action and excise tax, highlighted the 16th 
Annual Convention of the California Re- 
tail Jewelers Association, held April 24, 
25 and 26, at the Palace Hotel, San Fran- 
cisco. 

In discussing problems confronting the 
jeweler, H. A. Goldberg, president of the 
National Association of Credit Jewelers 
declared that he believes that the jewelry 
trade will get tax relief in some form this 
year. “I do not claim to have inside in- 
formation, but conditions in our line of 
business, as well as in other lines, demand 
that something be done to put an end -to 
this discriminatory tax,” Mr. Goldberg 
stated. 

He continued, “It has been the policy of 
NACJ to favor tax relief in any form. It 
never has been decided by NACJ that any 
one kind of relief should be emphasized 
more than another; but we always have 
favored, and still favor, complete elimina- 
tion of the tax.” 


In speaking on the PX situation, Gold- 
berg said, “Every time a sale is made by 
a Post Exchange or a Ships’ Service store, 
poison is injected into a consumer. He in 
turn spreads that poison. If Armed Ser- 
vices Stores were compelled to hand to 
every one of their customers a _ written 
statement that the special price at which 
he is able to buy this merchandise is made 
possible by the fact he is buying at a 
government-subsidized store, supported in 
part by taxes, at least the spreading of 
poison would be stopped.” 


He closed his remarks by commenting 
on the two national retail associations by 
saying, “If retail jewelers will respect one 
another’s rights, there need be no conflict 
between the two national retail associa- 
tions. The two associations have worked 
together on many things, and it may not 





be amiss for me to say they have done a 
better job of pulling for the same thing 
in the same direction, at the same time, 
than have a lot of other branches of the 
jewelry trade.” 

Wm. Wagner, executive secretary of 
NACJ, took as his subject, “Figures don’t 
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Earrings in various patterns in 14 KT 

Green and Red Gold. 

St. Christopher Key—14 Kt in three 

sizes; also Bill Clips, Charms and 

Links to match. 

Love Knot Ring—14 Kt Red and 

Green Gold Combination in four sizes. 

Earrings, Cuff Links and Studs to 

match. 
Our comprehensive line of 
Gold, Platinum and Enamel 
Nowelties, including Vanity, 
Cigarette and Card Cases 
are distinctive and have 
sales appeal. 


CLIFFORD A. MILLER & CO., Inc. 


Manufacturers 
64 West 48th Street © New York 
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lie—but liars figure.” “Because the war 
gave the jewelry business nearly six full 
years of unprecedented lushness, he said, 
“dollars and cents statistics collected in 
that unusual era not only are worthless, 
but deceptive.” 

He continued, “You may answer to 
yourselves why excise tax payments by 
California jewelers fell off nine per cent 
‘1 1948, as compared with 1947. As a 
representative of the NACJ, I also want 
to ask if the Pacific Coast ratio of one 
credit jeweler to every seven cash 
jewelers, compared with a national ratio 
of one in every five, can have been at all 
responsible for the unusual decline in 
excise tax payments in 1948.” 

Leo Shapiro, counsel for the California 
RJA, reviewed laws affecting unfair trade 
practices, misleading advertising and fair 
trade. He declared that to protect Main 
Street, we must have rules for fair play 
in business. “Nothing is a luxury in our 
way of life if it produces happiness and 
contentment,” he said. “Retailers need an 
awakening of interest to the end that they 
will read and study these laws ... We 
cannot preserve democracy of government 
without democracy of opportunity—and 
these laws are vital for that.” 

Frank E. Cox of the Kawneer Co., 
Berkeley, stressed the merchandising job 
the store itself must do when he said, 
“The store should be tailor-made for the 
business it shelters, and above all, it 
must advertise, display and sell its mer- 
chandise. Its worth is never in doubt in 
a highly competitive field where success is 
measured by the cash register. Here in 
the jewelry trade is an ancient business, 
bound by tradition, but flexible enough to 
take advantage of the latest improvements 
in store design. In no other field is the 
value of functional planning so evident. 
The life and prosperity of the jewelry 
store depends on its excellence as a 
‘machine for selling.’ ” 

All was not work at the convention, 
however, as entertainment was provided at 
the popular reception buffet held on Sun- 
day and the cocktail party preceding the 
banquet on Tuesday, with the Northern 
California Wholesale Jewelers Association, 
and the Associated Jewelry Grafts of Cali- 





‘Julius Loeb 
mittee: Marcus Rice, Oakland; J. Kron- | 











fornia acting as hosts for these events. 
The annual California RJA North and 
South Golf Tournament was held at the 
Richmond Golf Club, on Monday, with 
the teams matched for the Wallace Per- 
petual Trophy with the North coming out 
winners with a score of 298 to 312. 
Announcement of the individual winners 
and the trophy awards were presented that 
night at the Stag Dinner. Members of the 
Northern team were: Herman Moser, San 
Francisco; W. R. Burke, Berkeley; Ed 
Levy, San Francisco, and A. W. Poulsen, 
Richmond. The Southern contingent was 
composed of: H. W. Ostermier, Hunting- 
ton Park; Walter Butler, Los Angeles; 


Ben Ehrlich, Los Angeles, and Harry 
Prezant, Los Angeles. 
Individual prize winners were: Low 


Gross—Paul Kessinger of Redwood City 
(Wallace Trophy). 
W. G. Hoffman (Dodge Trophy). Low 
Net—Lloyd Christy, San Francisco (Van 
Wormer & Rodrigues Trophy). Second 
Low Net—Jimmy Cerf, San _ Francisco 
(Wallace Trophy). Third Low Net— 
A. A. Colvin, San Francisco tied with 
Harry Rodenberg, Oakland (Colvin Trophy 
by Trophy Craft, Inc., Rodenberg Trophy 
from Lawson Time). 

Blind bogey—Herman Moser, J. D. 
Tompson, L. Gantwerg (Prizes by Kreisler 
Mfg. Corp.). 

Luncheons, a Chinese dinner and 
fashion show for the ladies, along with 
the lavish banquet which closed the 
three day session, made for an exciting 
and well-rounded convention. 

General chairman of the convention, 


of Oakland and his com- 


rod, Oakland; P. A. Rowe, San Francisco; 
Budd Rosenberg, Gene Siekert, J. J. 
Loretz and Harold Scheppler, all of San 
Francisco, received a vote of thanks, and 


congratulations for the excellent planning | 
which resulted in a record 400 registra- | 


tions for the event. 

A vote of thanks was also extended to 
William Erb, executive secretary of Cali- 
fornia RJA who, with Mrs. Erb, did pre- 
liminary publicity and promotion, and 
whose efforts at the meetings did so much 
to make it a success. 


q &. * & 
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While the gentlemen of the convention were at their stag affair at the Richmond Club, the 

adies were entertained royally at a Mandarin dinner and Chinese fashion show in San 

Francisco's Chinatown. Ancient Chinese robes and their modern adaptations for modern 

ay wear, were modeled for the showing. The balance of the evening was devoted to Bingo, 
with over 40 prizes distributed to the winners. 
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No.1668, with four side 
emblems on shank, 
smooth and comfort- 
able to wearer. 



















No. 1673, with side 
emblems in raised 
gold on sunken and 
matted background. 


In 10K or 14K gold. Double eagles 
are in white gold— Rhodium plated 
—hand chased. Shanks with side em- 
blems, enameled in proper colors. 

Stock these two popular priced 
rings in assorted finger sizes. Dis- 
play and feature them as leaders for 
new classes. Electros furnished free 
for your own promotion. 

Ask to see these and other leaders 
in the “GRAN line for 1949,”—or 
let us send you a memorandum 
selection. 


QIRAN 


AND COMPANY INCORPORATED 


Manufacturers of America’s 
Better Fraternal Ring Line. 


546 So. Meridian St. © Indianapolis 4, Ind. 




















GEM STONE 
ENGRAVING 


¢ FINE PORTRAITS - CAMEOS 
¢ INTAGLIOS - SEAL ENGRAVING 
¢ WARRIOR HEADS - REPAIR WORK 


¢ Original Designs Made to Order 


EWALD LEYENDECKER 


595 Fifth Ave., New York 17, N. Y. 
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A SUPERIOR 
SILVER POLISH 


PER RRR Sea eR sas SHER 


CAMPBELL’S 
SILVER 


SELLS FOR 
50c 
A BOTTLE 
You pay less 
than half 


CLEANS that! 


with little 
effort... 
Safe too. 
Nothing to 


IT PLEASES! 
And a 
pleased customer 
always 
\ comes back 
» for more. 


(OTD 








TRY IT! 
Only $3.25 
per dozen 
Order No. 
18265 
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C. & E. MARSHALL CO. 


BOX 7737, CHICAGO 80, ILLINOIS 

















RAISE CASH 
IMMEDIATELY 


Louis COLMES 
The 
JEWELERS: AUCTIONEER 


No Sale 


Too Large 


No Sale 
Too Small 


Entire Jewelry 
Stores Bought 
for Cash 








We have conducted sales for 
leading jewelers of America 


20 years of concentrated experience 


in this field. 
Bank and Trade References Supplied 


Correspondence strictly confidential. Our 
successful methods of conducting sales have 
proved that when the auction is over you 
will have the good will of the people in 
your entire community, and your business 
will be permanently increased. 


LOUIS COLMES 


185 Erasmus S#., Brooklyn 26, N. Y. 
Phone: BU 4-4698 
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GIA Introduces Camera 
(From page 196) 
actual size if desired, can be presented 
with each sale. The customer can then 
use the photograph for insurance or ap- 
praisal purposes, or she may just wish 
to keep it. 

Merchandise photographs prove to be 
helpful sales tools in instances where the 
customer has a vague idea of what he 
wants, can find nothing in stock like it, and 
finds it difficult to describe what he wishes. 
To show a group of photographs of like 
merchandise will often be sufficient for 
the selection of a design and may often be 
the move which will conclude a sale. 


Operation cannot go wrong, for the 
camera is automatically focused and 








equipped with a constant built-in light 
source. No expensive laboratory work is 
required as prints can be made by a reg- 
ular finishing company. The camera it- 
self is a box type and uses standard No. 
120 film with eight exposures. The price 
of the camera is $85. 
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Statement From Waltham 

(From page 193) 
a watch of high quality, the Trustees en- 
listed the aid of an outstanding merchan- 
dising concern in Boston, which put into 
effect as a pilot sale a promotion having 
the purpose of solving this two-fold prob- 
lem of the Trustees. This promotion em- 
phasized the fact that Waltham was to 
continue as a going concern the business 
begun nearly a century earlier to the ad- 
vantage of the consumer, the workers, the 
community and fhe national defense of 
the United States. It also disposed of the 
watch inventory at attractive prices to the 
consumers, with a realization to Waltham 
of a good deal more than the Trustees’ 
informants had thought possible. This sell- 
ing campaign was a success in that both 
of its objectives were achieved. Having 
in this manner dispelled the doubt in -the 
minds of many of its customers as to 
whether Waltham watches were still in 
popular demand, the Trustees immediately 
offered all of the customers of the com- 
pany an opportunity to participate in the 
disposition of its watch inventory. It is 
expected that within a short time all of 
the old inventory will have been disposed 
of. 

While this program has been of advan- 
tage to the re-organization of the com- 
pany, there has been some criticism of it. 
Some did not agree that prices should be 
cut at all. This, however, was inevitable 
for the inventory had to be moved. It is 
curious that most of such complaints orig- 
inated with those who have been selling 
Swiss watches at half price or less. 

It was necessary to test the market and 
then give the full benefit of that experi- 
ence to all Waltham dealers throughout 
the country. This was done, and the wis- 
dom of the program is best exemplified by 
the results. It would have been unfair to 
ask the Waltham dealers across the nation 
to take the inventory without first proving 








to them that Waltham watches could be 
| ° ee ° e ° 

_ sold; and that in addition to participating 
in a profitable program, they also could 























move any stock which they might have 
on hand. 

It is the prerogative of each American 
to criticize under our form of governmen 
and we hope that that right will] never 
be denied. When criticism is unjust, hoy. 
ever, it must be challenged. There are 
some who have seized upon the fact of 
this sales program to spread malicioys 
rumors and to promote dissention. The 
Trustees were authoritatively informed of 
instances where customers have been told 
that Waltham would not back its Product: 
and that Waltham would manufacture no 
more watches but would case and _ g¢lj 
only Swiss movements in the future. The 
fact is that Waltham is manufacturing , 
new line of watches as this statement jg 
released, and it will continue to do 0, 
It has no intention of using Swiss move. 
ments. 

Undoubtedly there was disappointmen; 
on the part of a few who believed that 
Waltham had been -ealt a death blow. 
Those are the few who hoped that Waltham 
would be unable to survive as an Ameri. 
can manufacturer. To them it may he 
startling and disconcerting to find oy 
that the supposedly dead Waltham had, 
Phoenix-like, risen from the ashes and was 
very much alive. An overwhelming ma. 
jority of Americans, however, will rejoice 
in the rebirth of Waltham, the oldes 
American watch company, and the com. 
pany which gave to the world the tech. 
nique of mass production of fine jewelled 
watches. 











Sill 


IS STILL 
A SCARCE 
COMMODITY! 


In the business of watchmaking, 
there is no substitute for skill. 
Alarmists who claim a scarcity of 
jobs for watch makers point to men 
who can’t find a job. Those men 
probably couldn’t get a job in any 
industry because there is plenty of 
room in watchmaking for a man who 
is skilled at his trade. 

So, when your young friends ask 
your advice about entering this fas- 
cinating, pleasant field, spur them 
on if you think they have a sincere 
desire to become a better-than-aver- 
age workman. Discourage them if 





you feel they are just “shopping 
around.” 
We'd like to receive applications 


from the former type of man or 
from tradesmen who feel they would 
like intensive specialized training in : 
any particular phase ef watchmak- 
ing. We will appreciate and try to 
deserve your recommendation. 







AMERICAN 
ACADEMY, INC. 


1549 Lawrence St. 
Dept. JK-6 


DENVER, COLO. 
Approved for Vet 








THE JEWELERS’ CIRCULAR-KEYSTONE 








ee) ee 


ey = VP “we 





Seated at the head table at the Massa- 
chusetts and Rhode Island Retail Jewelers 
Association's annual dinner were: Upper 
left hand corner, left to right: David A. 
Robertson, secretary, and Mrs. Robertson, 
of Framingham, Mass.; Mrs. McNamara 
and John F. McNamara, of E. H. Saxton 
Co., Boston, president of the Diamond Pea- 
cock Club. Upper right hand corner, left 
to right: Allen Davidson of Thomas Long 
Co., Boston, president of the Boston Jewelers 
Club; Mrs. and Dr. Douglas Bellemore, di- 
rector of the Economics Department, Bos- 
ton University's College of Business Admin- 


ing; Mrs. Robert A. Abbott, Lowell, Mass. 
Lower left hand corner, left to right: Robert 
A. Abbott, of Wood-Abbott Co., Lowell, 
Mass., director of the association and im- 
mediate past president; Mrs. Peterson and 
John H. Peterson, Peterson's Associates, 
Needham, Mass., president of the associa- 
tion, and Boyd Evans, assistant secretary, 
ANRJA. Lower right hand corner, left to 
right: Miss Martha Percilla, fashion director 
of the Jewelry Industry Council; Harold 
Partridge, of Trefry-Partridge Co., Boston, 
director and past president of the associa- 
tion; Mrs. Partridge, and Mrs. Frederic W. 
Bird. 





istration, who addressed the annual meet- 


The most successful convention of the 
Massachusetts & Rhode Island Retail 
Jewelers Association, attended by more 
than 300 jewelers, was held on April 20th 
in the Parker House, Boston, Mass. 

In his annual message, John H. Peterson, 
president. told of the appointment of an 
Insurance Committee under Leland Knowl- 
ton of Worcester, Mass. New by-laws 
are in process, and membership was shown 
to have increased considerably. 

Convention speakers included Albert E. 
Haase. Executive Director of the Jewelry 
Industry Council: Allen E. Davidson, of 
Thomas Long Co., who spoke on “Com- 
ments on Retail Store Survey”; Dr. Doug- 
las Bellemore. Director, Economics Depart- 
ment. Baston University’s College — of 
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svrric (HOW TO OPEN 
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DEPT. at 


by 10 
——— NEW LOW COST 


27 MILLION PEOPLE USE UP 
CAMERA SUPPLIES EVERY WEEK 


Have you a corner in your store that doesn’t 
pull its weight? Use it to get this profitable 
traffic moving through your store. We show you 
how with complete details for organizing your 
new department. Free sales promotion ideas. 
Eastman and Ansco displays, suggested stocks, 
ete. We back you up with fast deliveries from 
one of the largest stocks in the east. If you 
Want to multiply store traffic and add a fast 
moving new line, write us today. 


GAMERMAN’S WHOLESALE DEPT. B-96 
3808 Eastern Ave. Baltimore 24, Md. 
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Other head table quests at the dinner in- 
cluded, left to right: Frederic W. Bird, 
Needham, treasurer of the association; Mrs. 
Addie Fiske Goodell, of Epping, N. H.., 
member of the executive committee of the 
New Hampshire RJA; Mrs. Albert E. Allie 
and Albert E. Alie, president of the New 
Hampshire RJA. 


Business Administration, who talked on 
“President Economic Trends”; Robert A. 
\bbott, Vice-President, ANRJA; Boyd 
Evans, Assistant Secretary, ANRJA; and 
G. Irving Baily, assistant to the President, 
ANRJA. 

During and following the annual dinner. 
many valuable door prizes, which had been 
donated, were drawn for, culminating in 
the winning of a television set by Mrs. C. 
Raymond Heney of Stewart & Heney, Inc.., 
Clinton, Mass. Several fine entertainment 
acts followed, winding up with general 
dancing. During the dinner, presentation 
of a watch, chain, and pocket knife, 
suitably engraved, was made to Robert 
Abbott former president of the Association, 
in appreciation of his leadership. Presen- 
tation was made by Harold Partridge, past 
president of the Association, and one of the 
directors. 
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Antique Reproduction 


DIAMOND CROSS 
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A 14-Karat Yellow Gold Cross, well made, 
wif Black Enamel Inlay. Size of cross is 
13% inches long and 1% inches wide. Con- 
tains eleven full cut diamonds; stones are of 
good color and well made. All goods used 
will be of uniform quality (no old miners), 
weighing approximately sixty points to the 
cross. 

Our Special Price to the Trade $135.00 
14K cross mountings only furnished exactly 
like the above illustration, and we set your 
own diamonds. Complete $48.00. 
if you prefer setting your own deduct $5.50 

MAIL ORDERS FILLED PROMPTLY 
Send for illustrated Brochure featuring some very 
attractive and salable reproduction rings and crosses. 


Quality Since 1916 


ANTIN'S 


Antique Reproductions 
Dept. K, 114 Baronne St. 
New Orleans, La. 















PEARL 


RESTRINGING 
For The Trade 


SO¢ 


PER STRAND 


Plus 15¢ For The In- 
surea Parcel Post 
Package 


EVERY JOB IS CLEANED 


A Fine-Quality Job 
At A Low Cost 


Mail Orders 
Carefully Handled 
WE COMPLETE YOUR WORK 


THE SAME DAY IT IS 
RECEIVED 


ANTIN'S 


Pearl Restringers 
Dept. K 
114 Baronne St. 
NEW ORLEANS 12, LA. 
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THOMAE NOVELTIES 





St. Christopher Bill Clips, Charms and 
Auto Medals in silver; also in hard enamel, 
red, jade, light green, yellow, brown, French 
blue, grey and light blue. Charms also in 
14Kt. gold. 


illustrated price list available. 
CHAS. THOMAE & SON Inc. 
15 Maynard St., Attleboro, Mass. 


Style, quality, and finish for over 28 years 
SOLD TO RETAIL JEWELERS ONLY 


: 7i™ FINE STERLING 
d| 


\ ? Ma HOLLOWWARE 
and 
a rc AUTHENTIC ANTIQUE 


OG © 
a, REPRODUCTIONS 
RICHARD DIMES cba dias ade 


BOSTON, MASS. 
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Sold only direct to Retailers 


WELLS MFG. CO., ATTLEBORO, MASS. 





NICKEL SILVER 
PHOSPHOR BRONZE 


THE SEYMOUR MFG. CO. 


SEY SIQOUR. €ONN 











PLASTIC BEADS . . . for Every Purpose! 


TELL Plastic Beads are made in a 
variety of spheres, shapes, colors and 
finishes. Write for samples and prices. 


TELL MANUFACTURING CO., INC. 
202 So. Jefferson St., Orange, N. J. 
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4 A colorful and well-attended round of 
social activities in the Greater Boston 
jewelry area was highlighted by the two-in- 
one-week events of the 34th annual con- 
vention of the Massachusetts & Rhode 
Island Retail Jewelers Association at the 
Parker House on April 20, and the annual 
dinner dance of the Diamond Peacock 
Club at the Hotel Somerset on April 23. 
These merely served to preface, however, 
the several other events marked on jewel- 
ers’ calendars all over New England— 
namely, the annual summer outing of the 
Boston Jewelers Club, June 1; the Maine 
Retail Jewelers Association convention on 
June 20 and 21; and the New Hampshire 
Retail Jewelers Association’s annual meet- 
ing and outing on June 26 and 27. 

q As this edition went to press, all eyes 
were turned toward the annual .wuting of 
the Boston Jewelers Club at the New Ocean 
House, Swampscott, Mass., scheduled for 
June 1. Advance acceptances indicated 
that attendance would even exceed last 
year’s high record when 260 registered. As 
was the case a year ago, Albert Munnis and 
Herbert L. Thomae were to be in charge 
as co-chairmen, with J. Gould Cook in 
charge of the golf tournament, and the 
sports committee comprising Charles 
Thomae, Frederic T. Widmer, Roy S. 
Brooks, John S. Kennard, Carl F. Lawton, 
and Ellsworth Read. The annual outing 


| dinner was to be followed by a fine floor 


show. 

q Next on the calendars, the annual con- 
vention of the Maine Jewelers Association 
was scheduled to be held at Lakewood, 
Maine, on June 20 and 21, and word from 
Glena Pratt of Bangor, Maine, indicates a 
record attendance at this event. 

q Final date on the June calendar was 
that of the 33rd annual meeting and out- 
ing of the New Hampshire Retail Jewel- 
ers Association, scheduled for the Hotel 
Wentworth-by-the-Sea, Newscastle, Ports- 
mouth, N. H., on June 26 and 27. Golf, 
swimming, boating, and other sports, with 
prizes, are promised by the committee 
headed by Albert E. Alie of Dover, N. H., 
president of the association. Mr. Alie was 
in attendance at both the Mass. and Rhode 
Island and the Diamond Peacock Club 
events along with Louis Lemay of Man- 
chester, Vice-President; and Majoric N. 


Noury, also of Manchester, Secretary- 
Treasurer. This trio promised a most gala 
occasion. 


q For the first time in its 27 years of 
rolling, the Boston Jewelers Bowling 
League wound up this 1948-49 season with 
a tie between the Thomas Long Co. and 
Shreve, Crump & Low Co. teams. This 
necessitated a play-off on May 10—and 
what a play-off! Roy Clark of the Thomas 
Long team finally came through with the 
winning plays, but it was touch and go 
all through the play-offs. While Long’s 
won the first game of the three, playing 
was “lousy” according to eye-witnesses. 
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Shreve Crump & Low won the segdnq 

game by five points—and then came that 
crucial third. Everyone was keyed up by 

this time, and during those last few boxes 

hardly anyone dared breathe. Then, Roy 

Clark wound things up by scoring 120 

with his last string with a spare on q 

strike. Holders of the high singles also 

tied scores this year, with “Bus” Allen of 

Saxton’s team, and “Marty” Walsh of the 

A. Stowell team due to toss up for honors 

in the awarding of prizes which was sched. 
uled to take place at the League’s annual 

dinner at the Hotel Gardner on May 14, 

In the absence of the League president 

Arthur Blechstein, Frank Gendreau, hk. 
vice-president, will officiate at the League 

banquet. 

q Members of the New England Guild of 
the American Gem Society passed up last 

month’s meeting because of the annual 

conclave of the Society at the Hotel Statler, 
and all activities scheduled for that time 
were postponed to May 18, when the group 

met, as usual, at the Smorgasbord Res. 
taurant, Province St., and listened to re. 
ports of the conclave from those who were 
in attendance. 

q Maurice W. Royal of 127 High St., Port. 
land, Maine, has moved to a new location 
on Congress St. 

q Irving Michaels, of Michaels, Inc., Hart. 
ford, Conn., is moving from 705 Main St, 
to a new location at corner of Pratt and 
Main Sts. 

q Mrs. Hilton of Hilton’s Jewelry Store, 
Portland, Maine, spent several days in 
Boston during the first week of May. 

q Richard Schwind, son of Wilmot Schwind 
of the R. C. Jewelry Co., Rumford, Maine, 
won an oratorical contest at Rumford High 
School recently, and planned to enter the 
University of Maine contest. 

q Wilmer and Anne Case of Willimantic, 
Conn., recently celebrated the 75th year of 
their company in business with a Diamond 
Jubilee event. 

q Mr. and Mrs. Lee Clegg of Norwich, 
Conn., are back in the Nutmeg State after 
two months in the sunshine state of Florida. 
q Plenty of excitement was caused in Put- 
nam, Conn., on a recent Sunday when the 
alarm in LaPointe’s Jewelry Store sounded 
falsely. 

q William Savitt of Savitt, Inc., Hartford, 
Conn., recently addressed a business con: 
vention in Worcester, Mass. 


q Elmer C. Read of Kettell, Blake & Read, 
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Washington Building, Boston, is spending 
his summer vacation, as usual, in Dennis- 
port, Cape Cod, having left for that loca- 
tion early in May. 

q Harry Lord has been appointed as new 
superintendent of the Jewelers Building, 
4 “Mayor” Romeo Nathan, of the 3rd floor, 
Washington and Jewelers Building, appears 
not too happy lately in his “executive posi- 
“No graft these days,” he says. 

4 Bert Cross, formerly associated with 
Leavitt's department store, Manchester, 
N. H., has opened a new jewelry store 
known as the Cross Store, in Manchester. 
q Herbert W. Stranger of 3rd floor, Wash- 
ington Building, has been busy with his 
family week ends, opening their new cot- 
tage at Truro, Cape Cod, and have taken 
an active interest in the open-air theater 
in East Dennis, which holds 1000 cars. 

4 A. LaMontagne has opened up shop as 
an engraver in the quarters of A. Marino, 
Washington Building. 

q Fred Cocoran of Norling & Bloom Co. is 
back on the job after being out ill for 
several weeks. 

4 William “Billy’ Murray and Ralph 
“Ruby” Cohen each marked 47 years in the 
Jewelers Building, the former on May 29, 
and the latter on June 6. 

q P. A. Carron of Carron’s Jewelry Store, 
Haverhill, recently retired from business 
and is now touring the country. Richard 
Perrone of Perrone’s Jewelry, Amesbury, 
has purchased the; Carron store, and will 
carry on the business there. 

¢ Two stores in the Washington Building 
were renovated recently—the Leo Ryan 
place, and that of Patrick Marino. 

q Joe Olian of Regal Jewelry Co., Worces- 
ter, has just bought a new ranch-style 
house in Worcester, and expected to be 
moved in by June 1. 

q Loretta Fitzgerald of the Patrick Gill 
Co., Washington Building, recently won 
another beauty contest at Canopie Lake, 
N. H. 

q Mrs. Nancy Larson of the Nathaniel I. 
Goodman Co., Jewelers Building, left there 
on May 14 for an extended vacation. 

q On the day that ice left Square Lake in 
Maine, E. J. “Jockey” Johnston of Caribou, 
headed off for a bit of fishing. 

q Miss Virginia Scully of the Mahar & 
Engstrom Co. was to be married late in 
May. Mike Mahar was on an extended trip 
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for three weeks through the middle west. 
q Stanley W. Searles, oldtime jeweler of 
Springfield, Mass., has sold his place of 
business and retired. 

q Light-blue hand-painted ties, displaying 
a huge diamond ring, are being worn ex- 


clusively by members of the Smith & Zaff | 


staff, Jewelers Building, the ties being spe- | 


cially designed by Bernard P. Smith. 





International Introduces 
New Sterling Pattern 


Magazine and newspaper writers, along 
with radio commentators, are praising the 
beauty and craftsmanship of The Inter- 
national Silver Company’s new sterling 
pattern, “Queen’s Lace.” 

More than 100 leading writers and com- 
mentators were guests of International 
Silver at a preview of the pattern at the 
Waldorf-Astoria Hotel ten days before it 
was available in jewelry and department 
stores throughout the country. 

Guests at the preview were shown the 
new pattern in three special table settings. 
There was a buffet supper setting for the 
bridal party, an informal dinner setting 
for the June graduate, and a formal dinner 
arrangement for an engagement announce- 
ment. In addition, there was a fashion 
show featuring the Paris gowns inspired 
by the lace-like openwork of the pattern 
and the American adaptations of the origi- 
nal gowns. 

Guests included editors and _ writers 
from virtually every woman’s magazine, 
newspaper and syndicate, business and 
jewelry publications, and network radio 
commentators. 

The story of the new pattern, particu- 
larly of the spoon that went to Paris to 
create fashion history, will be told often in 
newspapers and magazines during the 
months of May and June. These articles 
will be on the local as well as national 
level. 

Network radio audiences learned about 
the beauty and craftsmanship of “Queen’s 
Lace” from International Silver’s own 
“Ozzie and Harriet” show and from com- 
mentators like Nancy Craig and Margaret 
Arlen, of New York, and Beulah Karney, 


of Chicago. 





Bridal gown inspired by the lace-like open- 
work of The International Silver Company's 
sterling pattern, "Queen's Lace" was mod- 
eled at the press preview and fashion show 
of the new pattern at the Waldorf-Astoria. 
Shown with the model are President E. C. 
Stevens (left) and Craig D. Munson, vice- 
president and general sales manager. 
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| @ Josef S. Milner was elected president of | most customers lose them and others who 
| the Sansom Street Business Men’s Asso- find them attempt to claim watches which 
| ciation at a meeting of that group held they do not own. This is the latest develop. 
on April 28 at the Sylvania Hotel. Other ment in a bookkeeping system started in 
officers chosen were John Porter, vice 1939 when Dotter took over his father’s 
president; F. Clarke Bechtel, treasurer; business. 
Herman Dubrow, secretary, and Morris q William J. Hackett of Wellington anq 
Wolkof, recording and financial secretary. Frankford Ave. is now specializing jp 
Named to the association’s board of di- “special order work.” 
rectors were Harry Paul, Edward Tinkle- q Lawrence M. Kelley, former owner of the 
man, Jules J. Schwartz, William Packman, store bearing his name at 1111 Lineolp 
Hyman N. Caplan, M. Marcus Rosnoy, Ave., Prospect Park, Pa. has retired and 
| Sydney P. Lopatin, Louis Neff, Arnold moved to Florida to recuperate from an 
| Gordon, Jerome J. Atlas, Louis Wallen illness. George T. Tiehel, a former em. 
_ and Jack Hoffman. ployee, has purchased the store and is jn 
| q After many years of service, Oscar Kind, the midst of plans to remodel it. 
| Sr., resigned as president of S. Kind & q At the present time it is doubly impor. 
| Sons, Broad & Chestnut Sts., as of May Ist. tant to keep a well balanced and complete 
BYARD F. BROGAN _ However, he remains as an active director stock of merchandise in each line aq 
of the business. He is succeeded as presi- jeweler carries, said a spokesman for the 
805 SANSOM STREET | dent by his son, Oscar Kind, Jr., formerly House of Gems at 1509 N. Columbia Ave. 
PHILADELPHIA | vice president. Samuel Kind, formerly “People know pretty much what they want 
secretary of the organization is now vice before they come in,” she explained, 
president and secretary. Philip Kind, Jr., “Therefore it is up to the jeweler to be 
becomes treasurer succeeding his father, able to supply it, especially now that sub- 
ge | Philip Kind, Sr., who remains as an active stitutions are no longer necessary or ac- 
skin ene | director of the business. The younger cepted by prospective customers.” 
| generation has taken over. q The big attraction that caused all that 
A = @qThe Dorothy Landis shop at 2120 N. flurry around the window of the Burholme 
63rd St. has been enlarged and _ redeco- Watch Shop of 7265 Rising Sun Ave. in 
RY | rated to accommodate new lines of glass- mid-May, was a special exhibit centered 
FOR IMMEDIATE DELIVE | ware, china and lamps. Miss Landis an- around a Normandie ladies watch awarded 
WE CAN SUPPLY _ nounced the changes were completed ,in to the high school girl selected in a 
Watch Maker's & Jeweler's tools and materials | | time to celebrate the fifth anniversary of jointly sponsored popularity contest. This 
: teh — ; BF. Bate _ the shop’s opening on May 18th. For the was the culmination of four weeks adver- 
¢ Cases & Dials ¢ American Perfit _ first five years the store handled only tising in a local newspaper, during which 
oe sone = — Crystals | jewelry and _ silverware. residents of this community were invited 
° J.B. Watch Attachments | q The regular meeting of the Horological to cast ballots for the teen age girl most 
* NEET Leather Watch Straps | Guild was held May 10th at the Franklin representing the spirit of American youth. 
PHILADELPHIA WATCH | Institute. Features of the evening in- The contest _ sponsored by _ Abbott's 
SUPPLY co. | cluded two films presented through the radio program Teen Age Time’ wi pe 
WHOLESALE JEWELERS | Bulova School of Watchmaking and a film yunction with the local ReerERD eT an 
730 SANSOM STREET PHILA. 6, PA. oon “Time” presented by Elgin. The radio broadcasting station WFIL. The 
DEPT. 2 | Bulova School has made their two films Normandie Watch was one of several 
| available exclusively to horological guilds, prizes awarded the local winner. Duplicate 
| Edward Miller, program committee chair- contests are now being conducted in other 
WRITE FOR _ man for this guild stated. sections of the city. 
Our New | @ “Short of roping, lassoing and dragging q John J. McDevitt, owner and operator 
| them in, the best way to draw customers of a store in the Commercial Trust Build- 
COMPLETE CATALOG | into the store is with unusual window dis- ing. believes in tying-in with newspaper 
Materials, Tools, Watch | plays,” says a spokesman for Joe’s Jewel and magazine articles on jewelry, to bring 
Cases and Dials, Watch | Shop at 1543 South St. Employees of this in business and build interest and confi- 
Attachments, Jewelry | shop are now visiting other jewelers and dence in new prospects. Accordingly, he 
_ keeping a watchful eye on their displays watches the magazines and clips features 
TILMORE WATCHES for ideas adaptable to Joe’s establishment. connected with jewelry, then mounts the 
q “Make it easy for people to find your clippings on a frame or old poster and 
CENTRAL WATCH MATERIALS name when they need it,” says Joseph J. places them on the counter and other 
& SUPPLY CO., Inc. Bergan of 2454 Kensington Ave., speaking conspicuous places. To those who are 
interested, he shows similar merchandise. 





» Wholesole Jewelers from experience gained as owner and oper- 


q The Philadelphia College of Horology 


























134 So. 8th St. Phila. 7, Pa. ator of this store since 1909. Following 

his own advice, he will use three listings a 

LEARN WATCHMAKING | oA new telephone directory. “O. F. BOWMAN 
REPAIRING - ENGRAVING | eill, the old name for the store, and Technical School 
At Old-Established School—Est. 1894. Approved | one by which some people still recall it; ‘‘Help Yourself to a Better 
for P.L. 16 Veterans & 346 | | his own name; and the abbreviated, “J. J. o Rictiens oy tel 

PHILA. COLLEGE OF HOROLOGY | | Bergan.” seer esl Watchmakers 
pan boc tae, q John C. Dotter of 1337 Rockland St. eed tL) | sr. Engravers Jewelers 
BAidwin 9-1376 has discontinued giving out customer’s NOHN J. BOWMAN fe 
Arthur T. Johnson, Principal stubs for watches left for repairs. He finds 60 Years’ Service Bowman Bldg.. Lancaster, Pa. 
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at Broad and Somerset Sts. announces the 
following students have been graduated in 
watchmaking during the month of May: 
Graham Shaw of Wyncote, Pa; Francis J. 
Naimoli of Phila.; Thomas H. Bolton of 
Sonyea, N. Y.; Warren W. Woods of Mid- 
dlebury, Va.; James E. Snyder of Oswego, 
N. Y.; and Walter Medve of Bethlehem, 
Pa. The following students were gradu- 
ated in engraving during the month of 
May: Marie L. Bovard of Roxborough, 
Pa.; Edward P. Fletcher of Laurel, Va.; 
and George M. Metrick of Phila. 

4 “Direct-to-the-waste-basket-advertising is 
on the increase” says Robert H. Mellor, 
owner of the shop of the same name in the 
Girard Trust Building. Accordingly he 
has discontinued mail advertising and 
solicits customers from his mailing list 
by phone. He feels that the few rules 
which have guided him in this procedure 
are the main reason he finds it successful. 
They are: (1) Know your customer. Never 
call a stranger on the phone—it only makes 
jewelers sound like peddlers. (2) use 
sood judgment—be discreet in selecting 
the time most convenient to the customer 
and refrain from offensive or over-aggres- 
sive selling. (3) Make the chat friendly, 
informal, lead into the sales talk only after 
a friendly exchange of greetings and then 
apply the sales talk to the particular needs 
of the customer in question. 

q.H. Adlin of 529 Poplar St. has returned 
from a two months’ vacation trip in Florida. 
A “busman’s holiday” perhaps—since he 
has returned filled with ideas for promoting 
new business. 

q The May meeting of the Philadelphia 
Retail Jewelers Association was exception- 
ally well attended despite the vacation 
weather which has been favoring this 
locality. It was held at the Broadwood 
Hotel on May 3. 

q Mr. and Mrs. Kay, owners of the Neider- 
man’s Jewelry Store at 3654 Germantown 
Ave., celebrated the store’s 24th anniver- 
sary on May 4 by taking a well deserved 
vacation in Atlantic City. Store employees 
held a little celebration of their own in the 
store during the absence of the proprietors. 
Neighborhood merchants and several custo- 
mers of long standing were invited to 
attend. 

q Ed Roberts is now directing all his 
attention to the shop at 105a S. 16th St. 
which he bought a few months ago. In 
an attempt to give the establishment some 
personality, he has retained the name 
“ Hollywood” and has planned a promo- 
tional program around it. Prominent 
Hollywood personalities will appear at the 
store once or twice monthly while they are 
visiting local night clubs. 





Pennsylvania Watchmakers 
Initiate New Members 


A mass initiation of future watchmakers 
was held by the Watchmakers Association 
of Pennsylvania on April 27 in Pittsburgh. 

Two films furnished through the courtesy 
of the Elgin National Watch Co. and the 
Aluminum Co. of America were shown 
after the initiation ceremonies. The Hamil- 
ton Watch Co. supplied the association 
with copies of the booklet “What Makes 
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A Fine Watch Fine,” distributed at the 
meeting. 

The association is currently making 
plans for their annual picnic to be held at 
West View Park, Pittsburgh, sometime 
this summer. Complete details of what is 
planned for the event will be announced 
at a later date. 





Jewelry Products Featured 
At Canadian Trade Fair 


Products from 35 countries were dis- 
played at the opening of the Canadian 
International Trade Fair on May 30 in 
Toronto. Sixty per cent of the exhibits 
were from abroad, which is an almost 
exact reversal of the proportion last year 
when 60 per cent of the products displayed 
were from Canada. 

Reflecting this world-wide interest were 
the visits to Toronto of such world trade 
figures as U. S. Secretary of Commerce 
Charles Sawyer, who opened the Trade 
Fair, Harold Wilson, president of the 
British Board of Trade, and business lead- 
ers from many countries. 

British and Swiss firms were heavily 
represented among the nine countries ex- 
hibiting in the jewelry category, with the 
Swiss specializing, as might be expected, 
in watches, clocks and chronometers. The 
British products ran from. silver and 
nickle-plated ware to watchmakers tools 
and supplies. 

The unique Siamese niello silver prod- 
ucts were again featured along with sap- 
phires, rubies and other precious and 
semi-precious stones. Australia had a large 
number of opals on display. American 
firms displayed . sterling silverware and 
costume jewelry. 

The Canadian firms exhibits in this class 
included a complete line of watches and 
clocks, dresser sets, travelling sets, baby 
brushes, military sets, billfolds, handbags, 
precious and semi-precious stones, leather 
novelties, and silver plated hollowware. 





Cincinnati Jewelry Firm 
Sponsors Weekly Radio Show 


“Hello Teacher” is a popular radio pro- 
gram which has been heard over Station 
WKRC from 12:30 to 1 p. m. during the 
last 10 years under sponsorship of Dodd 
Jewelers, Sixth and Vine Sts., Cincinnati, 
Ohio. 

The idea for the program originated 
with I. W. Engel, president of the retail 
jewelry concern, and the show is conducted 
with the cooperation of the Cincinnati 
Board of Education and local parochial 
school officials. 

Every week, five pupils from each of 
two schools are selected to answer ques- 
tions on current events and subjects then 
being studied in classes, with Syd Cor- 
nell of WKRC serving as “teacher.” 

The ages of the contestants vary each 
week from those in the eighth grade to 
those in college, and each week Mr. En- 
gel presents the winning contestants with 
a Gruen wrist watch. Others on the win- 
ning team are given mechanical pencils, 
and contestants on the losing team re- 
ceive gifts of lesser value. 
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THE NEW 
BANDCRAFT 
BANDSNIP 


Fit Metal Bracelets Instantly. 
No Sawing, Filing or Grinding. 


Makes a Clean, Neat Job. 


One cutting action and bracelet end is 
shortened to a-perfect fit—and the end is 
left in a condition of perfect roundness 
and smoothness. To use, simply slip brace- 
let end over the post as shown in illustra- 
tion and cut off any amount desired, just 
like using scissors. 


Will last a lifetime; made of forged steel, 
cadmium plated; can be sharpened when 
required. The post on which the end piece 
fits is adjustable and replaceable by simply 
—e the set screw. Bandsnips are 7 in. 
ong. 


This tool will save time and patience, 
improve service and the appearance of 
work. An investment that pays off well. 


MAIL YOUR ORDER NOW! 


JOS. B. BECHTEL & CO., INC. 
729 SANSOM ST., PHILA. 6, PA. 
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q Charles Nusinov & Sons, jewelry and 
watch material suppliers formerly located 
at 1424 E. Baltimore St., Baltimore, Md., 
are now located in new and spacious quar- 
ters. Their new location at 1404-06-08 
East Baltimore St., will enable the firm 
to expand and systematize their business. 
q Z. E. Marvin, Jr., who represents the 
Coronet Silver Co., Inc., of 1270 Broad- 
way, New York, in the Southwest, has 
opened extensive new showrooms at 5614 
Swiss Ave., Dallas, Tex. Mr. Marvin covers 
the territory including Texas, Oklahoma, 
Arkansas, and Louisiana. 

q Jack Greene, former manager of Shaw 
Jewelry Co., Inc., and who most recently 
managed Zale Jewelry Co., Inc., both of 
Houston, Texas, has launched into busi- 
ness for himself at 400 Main St., Houston. 
q Arthur A. Everts Co., Inc., Dallas, Texas, 
had a unique Easter display made up of 
heirloom and foreign language bibles. A 
rare facsimile of the Gutenberg Bible high- 
lighted the unique exhibit. Also displayed 
were Braille and foreign language bibles, 
the latter including books in Bulu African, 
Japanese, Choctaw Indian and Arapaho. 
q Vernon Harrison held a formal opening 
of his new jewelry store at Hamburg, Ark., 
on May 4. Every lady attending the open- 
ing was presented with a souvenir. 

q Jack Colbert, formerly of New Orleans, 
La., has become manager of Gordon’s 
Quality Jewelers, 1605 Main St., Dallas, 
Tex. Mr. Colbert, former manager of a 
Gordon unit in New Orleans, has been 
associated with the jewelry chain for 13 
years. 

q Arnold Blair, manager of the Shaw 
Jewelry Co., Inc., Dallas, Tex., is the new 
president of the Dallas Jewelers’ Associa- 
tion. W. Tim Welch is the retiring president. 
Other new officers are: sylvan Garonzik, 
vice-president, and Arch M. Lyles, secre- 
tary-treasurer. 

q Ben W. Gray, who formerly operated a 
jewelry store in Greensboro, N. C., has 
opened the Gray Jewelry Co. at Pleasant 
Garden, N. C. 

q Royal Jewelry Co., Inc., of Ashland, Ky., 
has been granted a charter by the Secre- 
tary of State. Authorized capital stock 
is $50,000. Incorporators: Jack L. Lan- 
dau, Katherine Taylor and Leonard C. 
Fielder. 

q Bernard & Grunning, jewelers, 146 
Baronne St., New Orleans, La., announces 
the appointment, of G. G. Hughes as a 
member of their sales organization. Mr. 
Hughes has been associated with the 
jewelry industry in New Orleans for many 
years. 

q Edgar Hull, well-known jeweler of Plant 
City, Fla., has been elected president of 
the newly-organized Plant City Retail 
Credit Association, Inc. 

q Wallace Jewelers, Inc., Statesville, N. C., 
has been organized with capital stock of 
$100,000 to carry on a general jewelry 
business. Jules Aaronson, Mrs. Constance 
Aaronson and Herman Wallace, all of 





> THE SOUTH 


Statesville, were listed as the incorpora. 
tors. 

q Hillsboro Jewelry Co., Inc., Hillsboro 
N. C., has been organized with authorized 
capital stock of $100,000 to operate , 
jewelry store. The incorporators were E 
C. Wilkins, Colene Wilkins, both of Hills. 
boro, and A. M. Wilkins, Morrisville. 





Daniel Frankhauser Retires: 
Son Will Continue Business 


A new and modern jewelry store has 
been opened on North St., New Martins. 
ville, W. Va., by Dillon E. Frankhauser. 
Daniel E. Frankhauser, Dillon’s father, has 
retired and turned the business over tg 
him. ) 

Dillon has completely remodeled the es. 
tablishment and installed new fixtures and 
a new lighting system. A larger and more 
complete line of jewelry items is being 
carried by the new store. 

Dr. Richard Frankhauser, O.D., will soon 
open his offices in the vacated Frank. 
hauser building on Main St., in that city, 





UHAA's Executive Secretary 
Named to International Group 


Orville R. Hagans, executive secretary 
of the United Horological Association of 
America, has been named to the (Com. 
mittee of Honor of the first International 
Congress of Chronometry, according to 
word received from Eugene Jaquet, presi- 
dent of the Swiss Chronometric Society in 
Geneva. 

Georges Tiecy, director of the Univer. 
sity of Geneva, is in charge of the organi- 
zation of this international congress of 
leading horological scientists and authori- 
ties from every part of the world. 

The first meeting of the International 
Congress of Chronometry will be held in 
Geneva, Switzerland, during the last week 
of August as the highlight of the 25th 
anniversary observance of the Societe 
Suisse de Chronometrie. 

Hagans has been a prominent leader of 
horological activities in the United States. 
He was one of the founders of the United 
Horological Association of America and 
the National Association of Horological 
Schools. He is president and technical di- 
rector of the American Academy School 
of Horology in Denver. 

He is also a member of the Swiss 
Chronometric Society, the French Chrono- 
metric Society, the British Horological In- 
stitute, the New Zealand Horological In- 
stitute, and the Horological Institute of 
America. He is Science Adviser to the 
Denver Public Library. 
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HIA’s 28th Convention is ‘Largest Ever; 
Informative Talks Feature Three-Day Meeting 


The largest and most successful conven- 
tion of the Horological Institute of 
America was held on May 8, 9 and 10 at 
the National Academy of Science Building. 
A. S. Rowe, president of the HIA, pre- 
sided at all convention sessions. 

The large auditorium of the Academy 
was filled to capacity to hear the nation’s 
horological authorities speak. Helpful and 
constructive talks were delivered by R. W. 
Slough, head watchmaker, Hamilton Watch 
Co.. who spoke on “How to Keep a Fine 
Watch Working”; Henry B. Fried, execu- 
tive secretary of the Horological Society 
of New York, who chose as his subject 
“The Use of Ball-Bearings in Watches,” 
and C. N. Challacombe, research physicist, 
Elgin Watch Co., who discussed the rela- 
tive importance of “Balance vs. Main- 
spring.” 

Howard L. Beehler, past president of the 
HIA, recounted the important part played 
by the Institute during the last war and 
its great aid to the government during 
that conflict. 


Paul Tschudin, director, Information 
Bureau, Watchmakers of Switzerland, re- 
ported on the efforts of the Bureau to aid 
and enlighten the American watchmaker. 
Alvin Levine of Foote, Cone & Belding, 
advertising agency for the Watchmakers 
of Switzerland, spoke of the importance of 
the watchmaker as a _ business-getter in 
jewelry store operations and gave many 
practical hints to better the business in- 
take through proper exploitation of this 
department. 


DISCUSSES SCHOOL PROBLEM 
A. L. Combs, director, VA Educational 


and Training Service, discussed the school 
problem and the growing tendency of 
schools to broaden their training programs 
as a means of holding the student. It was 
stated that over 12,000 veterans had sought 
government paid-for training in this field 


under the G.I. Bill of Rights. 


V. E. van Hoesen, technical director of 
Karl Pliepla, New York, lectured on the 
importance of adjusting and its history. 


Representative of the National Bureau 
of Standards showed the Bureau’s means 
and methods of checking isochronism in 
watches. 

Daniel P. Geeding of the Gruen Watch 
Co. showed a film on the famous watch 
centers of Switzerland which he took on 
a recent visit to that country. 


The Council of Certified Schools of the 
Horological Institute of America was 
formed at the convention. The purpose of 
the council is to further the technical 
quality of horological schools, maintain 
standards and upgrade instruction eff- 
ciency. Forrest Peters of Washington, 
D. C., was chosen president of the newly 
formed group, and Teddy Taus of New 
York was elected vice-president. 


Ralph E. Gould, chief of the Time Sec- 
tion of the National Bureau of Standards 
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and executive secretary of the HIA, signi- 
fied his intention to resign his position 
with the Bureau of Standards and devote 
his full time to the affairs of the Institute. 

At the conclusion of the convention, 
President Rowe stated that the Institute’s 
growth was a healthy one, based on sound 
principles, ideals and purposes. 

Officers elected for the coming year 
were: President, A. S. Rowe, Indianapolis, 
Ind.; Ist Vice-President, George J. Wild, 
Peoria, Ill.; Regional Vice-Presidents: 
Forest E. Peters, Washington, D. C.; 
Howard S. Schrantz, Cleveland, Ohio; S. 
George Cochron, Nashville, Tenn.; Paul E. 
Morrison, Kalamazoo, Mich.; A. C. Henry, 
Houston, Texas, and T. O. Sowers, San 
Jose, Calif.; Treasurer, George T. Gruen, 
Cincinnati, Ohio, and Executive Secretary, 
Ralph E. Gould, Washington, D. C. 

Elected to the Executive Committee 
were: John J. Bowman, Lancaster, Pa.; 
Col. Harry D. Henshel, New York, and 
R. W. Mintmier, Peoria, Ill. 
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No Price Change in ‘49 
Says International Silver 


To offset any concern about any change 
in price of 1847 Rogers Bros. or Wm. 
Rogers & Son lines, Craig D. Munson, 
Vice-President and General Sales Man- 
ager of The International Silver Company, 
Meriden, Conn., has sent the following 
announcement to wholesale silverware dis- 
tributors: 

“We are told that there is some con- 
cern among our distributors about the 
price stability of 1847 Rogers Bros., and 
that some wholesalers and retailers are 
holding back purchases for fear of a price 
reduction. 

“In view of the record of The Interna- 
tional Silver Company in holding the 
price line ever since the war, it is sur- 
prising that such a worry exists anywhere. 
Please remember— 

“1847 Rogers Bros. open stock prices 
are less today than in the late 1920's. 

“1847 Rogers Bros. sells today for mighty 
little more than in 1940, 

“1847 Rogers Bros. has not raised prices 
in the three and one-half years since the 
war. 

“Further assurance of price stability 
than this seems superfluous, but for the 
benefit of those who want it current and 
positive, we are glad to state: 

“There will be no change in the price 
of 1847 Rogers Bros. or Wm. Rogers & 
Son this year.” 


Forty-five jewelers from the southern 
part of Maine attended a study group of 
the Maine Gemological Society on Sunday, 
April 24, at the Purdy Jewelry Store, 
Gardiner. Avard Purdy, president, and re- 
cent winner of the national diamond grad- 
ing contest at the annual conclave of the 
American Gem Society, Boston, was host 
and conducted the business discussions. 














LOUIS J. MEYER, Inc. 


205 S. 9th St. 


CRAFTSMEN 


in the art of RESTORING 


SILVERWARE 





ANTIQUE and MODERN 


¢ REPAIRING ¢ REFINISHING 
¢ REPLATING * LACQUERING 
e SPECIAL ORDER 


Write for Price List 
Serving the Trade since 1892 


The House of Mastercraftsmen 


SILVERSMITHS & PLATERS 
JEWELRY REPAIRING & ENGRAVING 


Philadelphia 7, Pa. 




















irresistible sales appeal. These beautiful creations 
make a lovely gift for the new baby. Unique, 
practical, and a treasured keepsake. Wee Cherub 
Didy Pins are available in Sterling Silver, Gold 
Plated, and solid 10K Gold. Packaged in attrac- 
tive gift box. Available for immediate delivery. 
Memorandum selection on request. 

WEE CHERUB MANUFACTURING COMPANY 

2016 Travis Street Houston, Texas 
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LOST 


“Valuable time, detail- 
ed accuracy, and indi- 
vidualized identity be- 
cause I failed to use 
the NEWALL-IZED 
‘Finger-Print’ System in 
‘selecting Swiss Watch 
Material.” 

Don't let this happen to you! Ask 
your jobber today about the many 
benefits from the NEWALL-IZED 
“Finger-Print” System. 


THE NEWALL MFG. CO. 


Chicago 2 Illinois 






































~ Gold-Silver 
DLATING 


“ASK ABOUT” 


HODANIZE 


TRACE MARK REG. VU. 6 PAT. OFF 


Silverware 


REPAIRED & PLATED LIKE NEW 


Swartz & Co. 


EST. 1917 
10 S. Wabash Ave., Chicago 3 CENtral 6089 






















































WATCH DIALS 
REFINISHED 


4 DAYS SERVICE 
Complete Line Watch Cases and Dials 
MICHIGAN DIAL 
REFINISHING COMPANY 


603 Metropolitan Bidg., Detroit 26, Mich. 






















CENTRAL WATCH CO. 
WATCH REPAIRING 


to the trade 


EXPERT WORKMANSHIP 

AT REASONABLE PRICES 
ON AMERICAN AND SWISS WATCHES 
5 So. WABASH AVE., CHICAGO 3, ILL. 




















MAYNARD LEVY 


Leading Jewelery Auctineer for le- 
gitimate jewelers. Write for date and 
information. 

PHONE BUTTERFIELD 1100 
5200 BLACKSTONE - CHICAGO 15 































Chicago Institute of Watchmaking 


is pleased to announce a six months’ course 
in Jewelry and Advanced Watch Repair 
A few benches are available in our 
regular course in watch repair 
CHICAGO INSTITUTE OF WATCHMAKING 
Approved for Veterans. 
Acoredited by U.H.A.4. ond Certified by H.1.A. 
Dept. JC-6, 7 S. Pulaski Rd., Chicago 24, Ill. 
Telephone Sacramento 2-6680 
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Knighted by Queen Juliana 


Abram Soep, European director of Son 
& Prins Co., diamond importers of Chi- 
cago, and managing director of Benjamin 
A. Soep en Co., diamond cutters of 
Amsterdam, Holland, has been knighted 
by Queen Juliana of the Netherlands in 
the order of Oranje-Nassau. 
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The Longines-Wittnauer Watch Co. so- 
licits the help of jewelers and _ watch- 
makers in recovering six Longines “Olym- 
pic’ Timers which were stolen in transit 
between California and New York. 

The Olympic Timer, pictured above, is 
a 1/10 split-second Timer. These Olympic 
Timers are not sold, but are loaned to 
various colleges and athletic organizations 
for timing championship events. 

The numbers of the six missing timers 
are: 7341779, 7341777, 7341812, 7341784, 
7341809, and 7341780. 

Your cooperation is requested in notify- 
ing local police authorities, and, the 
Longines-Wittnauer Watch Co., 580 Fifth 
Ave., New York 19, N. Y., if any of the 
Longines Olympic Timers’ should be 
brought into your store for repair, ap- 
praisal, etc. 

The recovery of these Longines Olympic 
Timers will be appreciated not only by 
the Longines-Wittnauer Watch Co., but 
also by the sporting world. 


Georgia—S. C. RJA's 


Convene in Atlanta 


“There is more buying power right out 
there in that customer’s pocket today than 
ever before in history,” Armin Friedman, 
Sales Executive of the American Weekly, 
told the joint convention of the Georgia- 
South Carolina Retail Jewelers’ Associa- 
tion, in Atlanta, April 24-26. 

“It’s bigger by percentage of income as 
well as by total,” he said, “but it will take 
work to get it spent. This is because the 
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smartest purchasing agent of all—the 
housewife—wants to be told why ghe 
should have those items the merchant has 
for sale. She wants to be made to fee] 
important again, after her trying experi- 
ences with war shortages, rebuffs and war. 
time ‘order takers,’ who were better at 
insulting customers than at serving them,” 
said Mr. Friedman. 

Those attending also heard L. L. Austin, 
executive vice-president of the Atlanta Re. 
tail Merchants Association, list legisation 
on which jewelers should inform them. 
selves. His list included wage and hour 
laws, measures to retain, lower or abolish 
the 20 per cent excise tax, expansion of 
social security, increase retailers’ taxes, 
state unemployment insurance, sales taxes 
and income taxes. 

Charles T. Evans, ANRJA executive sec. 
retary, attended the joint convention and 
reported, at the second session, on the na- 
tional’s group’s activities. Citing ANRJA’s 
recent surveys, he said that conditions 
throughout the industry are staying close 
to record figures set last year. A large 
number of stores, he said, have reported 
sales at an even higher level in 1949, 

L. P. Dickie, manager of the Southeast- 
ern Division, U. S. Chamber of Commerce, 
urged the jewelers to make their influence 
felt in government. “Government is your 
business,” he said. Trends in proper store 
and window lighting were described by 
Harold M. Horton of General Electric. 

The convention closed with a dance. D. 
F. Merrill, Easley, South Carolina RJA 
president, and James Rudder, Atlanta, 
Georgia RJA president, acted as session 
chairmen. 





S. Ball Names GIA in Will 


The Gemological Institute of America, 
Los Angeles and New York, was named 
in the last will and testament of the late 
Sydney H. Ball to receive all clippings 
and notes on gemstones which he had col- 
lected and compiled over a lifetime of 
research. 

In addition to his great interest in 
precious stones which in itself was re 
sponsible in a measure for the fine col- 
lection of pertinent information he had 
accumulated, he was also author of the 
Gemstone Chapter of the Bureau and 
Mines Minerals Yearbook and the Annual 
Review of the Diamond Industry, pub- 
lished by THe Jeweiers Circuvar-Key- 
sTONE. His work on these and-other pub- 
lications which he authored kept him 
constantly alert for all available informa- 
tion on gemstones. It is this extensive and 
valuable collection which goes to the Gemo- 
logical Institute of America. Dr. Ball was 
a member of the GIA’s Educational Ad- 
visory Board, and of its Examinations 
Standards Board. He was also a member 
of the Editorial Board of Gems & Gem- 
ology, the official publication of the Gemo- 
logical Institute. 
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Values of New Chronograph Repair System | 24 Hour Service 
| WRISTWATCH and CARMEN 


Discussed at Preview Showing in New York | EXPANSION BRACELETS 
REPAIRED 
LIKE FACTORY NEW 


Finest Watch Crystal Fitting 
|| Jewelry Repairing and Ring Sizing 
; ALL WORK GUARANTEED 
| Send for Our Price List 


| M. MARTIN & CO. 


Rm. 418 5 S. Wabash Ave. 
CHICAGO 3, ILL. 











FREDERICK J. ESSIG & COMPANY 


Importers G Cutters 
Precious & Semi-Precious Stones 
— Established 1869 — 


7 W. Madison St., Chicago 2, Ill. 
LAPIDARY WORK 


Drilling — Cutting — Encrusting 
Specializing in Zircons, 
Opals and Star Sapphires 



































Representatives of Swiss watchmaking plants, distributors and chronograph importers at- 
tended a luncheon at the Waldorf-Astoria Hotel on April 28 for an advanced showing of 
the new "Esembl-O-Graf" system of chronograph repairs. Wm. O. Smith outlined details 
of his new method of servicing chronographs which received enthusiastic approval from those 




















attending. 

Wm. O. Smith, president of Western | plenty of chronograph wrist watches be- ae 
Pennsylvania Horological Institute, Pitts- | cause in the event of war, a foreign coun- iy 
burgh, Pa., was host at a luncheon for try may be successful in preventing chron- oa 
Swiss factory representatives, distributors ograph wrist watches reaching this country ‘ 
and chronograph importers, held at the from Switzerland. This was too often the WATCHWORK—STONE SETTING 
Waldorf-Astoria Hotel on April 28. case in the last war.” he said. “and for JEWELRY—ENGRAVING 

. ” , . BRADLEY UNIVERSITY 

The purpose of the meeting was to ac- | the same reason, we must also have HOROLOGICAL DIVISION 
quaint the watch companies with Mr. | chronograph technicians, which the Dept. C Peoria, III. 
Smith’s valuation of the possibilities of- ‘Esembl-O-Grafs’ will produce.” 
fered by the “Esembl-O-Graf” system of | Intense interest in Smith’s new system 
chronograph repairs. | for the servicing of Swiss chronographs | 

In his talk, Smith recalled how before was displayed by all those attending. This | 
World War I the public had to be sold the was evidenced by the fact that all present | ANTHONY J. GREGORY 
men’s strap watch. He stated that it re- remained for a lengthy question and an- | AUCTIONEER 


quired World War I to do the publicity 
job. “The tise of the chronograph in World 
War If has given us the same needed 
spark,” Smith said, “to sell the chrono- 
graph to the public.” 

Smith stressed the fact that chronograph 
sales in the United States would be mount- 
ing higher but for the fact that the jeweler 
is avoiding this new avenue of sales be- 
cause he is afraid of the service problem. 
“With ‘Esembl-O-Grafs’,” Smith declared, 
“watchmakers will now be able to service 
chronograph wrist watches in a few hours, 
which should make the repairs reasonable, 
which is necessary to increase sales.” 

He continued, “America must have 


swer period following Smith’s talk. ’ a : 
Serving legitimate jewelers for 
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6956 North Ashland Ave., Chicago 26 
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STOP SILVER TARNISH 


One simple application of Pro-Tex- 
Sil will protect beautiful silver from 
tarnish for many weeks. 


FREE TEST SAMPLE 


WELMAID MANUFACTURING CORP. 
1737 N. Campbell, Dept. 26, Chicago 47 
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Oulch Case 
of | Wm. O. Smith, WPHI President, stressed 

Our work costs no more _ the need for experienced chronograph re- 

than ordinary work @ | pairmen and explained how his new repair 


BECKER-HECKMAN COMPANY | system was designed to train these skilled LEWIS KIRSCHMAN COMPANY, Inc. 
29 East Madison Street, Chicago 3, Illinois | workmen. "$0) MADISON AVENUE NEW YORK WN, ¥, 
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LITWIN & SONS 
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q Mother’s Day jewelry business in this 
city, while spotty, was, in general, very 
sood, according to reports from a large 
number of retailers. Father’s Day and 
June graduations likewise were expected 
to create a substantial volume of business. 
q A. Wanstrath, former jewelry manufac- 
turer, has opened a retail store at 407 
Neave Building. The new store, occupying 
300 square feet of space, is artistically 
decorated with blue walls, black and rose 
draperies, rose-blond furniture and chro- 
mium display cases. Mr. Wanstrath has 
been in the jewelry trade all of his busi- 
ness life. 

q Reorganization of the manufacturing 
firm of T. Knoebber and Co., 811 Race 
St., has been completed with A. F. Riech- 
man, who has been with the firm for 25 


years, becoming a junior partner, and 
Herbert Lohman, formerly with Litwin 


and Sons, Inc., becoming field representa- 
tive. T. A. Knoebber continues as_ the 
senior partner. 

q An item that appeared in this column 
last month concerning Ken Matsumoto 
and Henry J. Ishikawa of Ken Matsu- 
moto & Co., jewelry display specialists, 
stated that they would address both na- 
national jewelry conventions this summer. 
This statement is not correct, and was 
based upon a completely erroneous news- 
paper item. 

q Doyle J. Gooch, retailer of 329 Elm St., 
in suburban Ludlow, Ky., has added Joseph 
Austing to his staff as dispensing optician 
in the store’s optical department. The 
store recently was completely re-decorated 
with new wall cases, light fixtures and 
re-arranged display windows and _ repair 
department. A new neon sign also has 
been placed outside the store. 

q The Sunbeam Corp., was host for a re- 
cent luncheon meeting in the Netherland 
Plaza Hotel, at which Howard Quinn, 
sales manager in the Chicago office, ex- 
hibited and demonstrated the firm’s new 
toaster. Those attending were local Sun- 
beam distributors, including Walter Bleska 
and J. Charles Hummel of the Gerwe 
Brown Co., and Charles Stern of the 
Wallenstein Mayer Co., local jewelry 
wholesalers. Also present were Andrew 
Huff and Ray Kimball, local Sunbeam 
representatives, and a number of distrib- 
utors of electrical appliances. 

q All salesmen of the Gerwe Brown Co. 
will attend an annual sales meeting in 
the company’s main office here, opening 
on July 5 and concluding with an annual 
picnic on July 9 at Pat’s Camp, a famous 
picnic ground on the Ohio River east of 
this city. Harold Armacost and Edward 
Karg are handling the picnic arrange- 
ments. 

q Edward Herschede, Jr., retailer at 212 
Kieth Building, and a certified gemologist, 
spoke on “Precious Stones, Their Grind- 
ing, Evaluation and Registration for In- 
surance Purposes” at a recent luncheon 
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meeting of the Cincinnati Fire Under. 
writers Association. 

q After 52 years in the jewelry busines 
John J. Behr, a partner in the retail Peet 
of Behr and Flaspohler, 429 Race St., has 
retired. The business will be continued 
under its present name by Edward Flas. 
pohler, the other partner. 

q After an absence of four months, dur. 
ing which he was on a combined bygi. 
ness and pleasure trip, Albert Murrell 
manufacturer of 528 Walnut St., has a 
turned to his office. During Mr, Murrell’s 
absence, the business was managed by 
C. F. Flint. , 
q Members of the Watchmakers Guild of 
this city chartered a bus to take them to 
the convention of the Ohio State Watch. 
makers Association in Canton on June 1] 
and 12. 

q Walter Bleska of the Gerwe Brown (Co. 
was host for a group at a recent VFW 
dance in the Gibson Hotel roof gardep. 


Included in the party were J. Charles 
Hummel, Thomas J. Hummel, Bernard 
Lonneman and Joan Monnig of Gerwe 


Brown; Helen Koch of Mecklenborg and 
Gerhardt, and Jean Whittaker of E. Wag. 
ner and Son. 

q Local wholesalers and manufacturers 
are glad to learn from Wallace Newman 
that his father, Samuel Newman, diamond 
dealer of New York City, is recovering 
from a recent illness and expects to be 
back on the road in the near future. 

q Thomas Anthony, who took over the 
Cincinnati territory for Oneida, Ltd., last 
January, and who has been recuperating 
from a serious illness since late in March, 
expects to return to his work in June. 
During his illness, company representatives 
in neighboring territories have heen help- 
ing out in this area. 

q Cyril Moorman, for many years in the 
retail jewelry business in _— suburban 
Covington, Ky., is now employed as a 
salesman for the Richter Jewelry Co. 
retailer at Sixth and Main Sts. 

q Percy Lucas, a partner in Rosfelder 
Brothers and Co., manufacturers at 413 
Race St., and a company representative 
in the Columbus, Ohio, territory, spent 
a week during May at the office here. 

q The 79th birthday anniversary of E. A. 
Frommeyer, president of Klein Brothers, 
manufacturers in the Enquirer Building, 
was observed with a staff party on May 3. 
q Julian Schwab and Herbert Schwab of 
A. G. Schwab and Sons, Inc., wholesalers 
at 229 East Sixth St., were on buying 
trips to New York City and Providence, 
R. [., during May. 

q Officials of the Kaufman-Kassel Co., 
manufacturer at 434 Elm St., report very 
satisfactory business from Harold B. 
Cohen, who recently became west coast 
representative for the concern. 

q Victor Youkilis, president of the Victor 
Corp., wholesaler in the Enquirer Build- 
ing, is the newest member of the Town 
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Criers, this city’s unique organization of of Geology at WRU, delivered an informa 
and wholesalers’ salesmen. tive lecture on “Brilliancy of Fashioned 


,anufacturers’ : : ‘ 
4 Louis B. Grassmuck, of William F. Gemstones.” He discussed the two impor- RAFNER y 
Grassmuck Sons, Inc., retailer at 34 East tant factors affecting the beauty of a gem- . 


Fourth St., and his wife, have returned stone, especially a diamond: brilliancy and 
~~ *9 


from a spring vacation trip to New Or- dispersion. With the aid of blackboard | 

— » a) . 
“os and other Gulf Coast resorts. diagrams and of examples of colorless and GENERAL LINE 
eans 


light colored stones, Dr. Donner explained 


- Foegler of the Foegler Institute, 
q Frank rie “age why a high refractive index, correct pro- VALUE AND ASSORTMENT 


ttended the H. I. A. convention in Wash- | 
: ton, D. C., on May 8 to 10, and the portions, a perfect polish on all facets, 
neal of the United Horological Asso- and absolute transparency are essential | SPECIALIZING 





























meeti poem . “ | 
ciation of America in Chicago from May for maximum brilliancy. He also explained | N 
19 to 22 why the power to widely separate white | I 
0 . : : a 
qWw. A Brockfield, local watch repair- light into the colors of the spectrum is | 
naan has acquired the retail business of essential for maximum “fire.” | 
slwig 204 East Sixth St. | 
Robert Helwig at 2 ° | 
4 Dave Sharp, retailer at 3221 Madison Jewelers Display Interest | 
Road. has added Gibson and Barker greet- In Green Diamonds Exhibit | 
. ° 
ing cards to his stock. The recent display of cyclotroned green | e 
q Nelson Lambert of the New Orleans of- diamonds at a meeting of the Illinois Re- | 
fice of the Gerwe Brown Co. purchased tail Jewelers Association in Springfield | 
a new car during a recent visit to the revived interest in treated diamonds. The | 818 LIBERTY AVE. PITTSBURGH 
company’s headquarters here. He was ac- gems were exhibited by Professor W. D. 
companied by Mrs. Lambert. Shipton of the geology department of 
q Albin A. Barker, retailer at 435 Main Washington University, St. Louis, Mo. 
St., is recuperating from an operation per- Experiments first described in 1941 in SCRAP GOLD 
sarly in May. ; e- 
formed early in May | | cyclotron treatment of diamonds were Y Se ads Senin eaten a net Ende tines 
4 Louis Michaelson, manufacturer in the | peated with stones supplied to Washing- Platinum offering the following prices for your 
: “14: , , snte ; | : — 2 . : : ld and gold-filled : 
' ng, has been appointed job- | ton University by W. G. Drosten, St. Louis scrap g0 
Lyric Building ls in U gph oo ; 22K $1.48 per dwt. or $29.60 per oz. 
ber for Victoria pearls In ome — jeweler. 18K 1.21 per dwt. or 24.20 per oz. 
q Victor Kaufman of the Victor Corp. and The intense blue-green color produced be 7 per aut. or 18.88 per oz. 
P P a . e - or ° z. 
his wife combined a business and _ plea- in the stones attracted much _ interest Gold-filled poeoc 1.00 toad 4 
sure trip to West Virginia during May. among the jewelers, most of whom had 20 yr. G.F. watch cases 1.25 per oz. 
; Nort! Ohio GIA wr . eiianed at | The | 25 yr. G.F. watch cases 2.00 per oz. 
re > 7 yil 4 See N Ss. P 
q Members of the Northe rn Qhio never before seen irradiated stones. teenies gn 
Study Group gathered for their last meet- | most famous natural green diamond is the or large lots. Prompt and reliable service. 
ath 4 | , sl lila All shipments held subject to your approval. 
ing of the season on May 17th at = | 4i aon ee Green, ~— i Ship vane Sand oot al aie a 
ilding, Western Reserve ni- | with the Saxon crown jewels in the Green 
Hatch Building, - 7 | T J y | A & A GOLD REFINERS 
versity. Dr. Henry F. Donner, professor | reasury. | Risupeo iiaipanteiains 
323 West 5th St. Los Angeles, Calif. 

















New Officers of Greater Cincinnati RJA 






TH OREN ) sable tights rs 
AVAILABLE 
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© Bright Nickel finish 
® Chrome finish 
® Bronze finish 


$2 
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Write for complete price information to: 


REXON, INC. | 22 Fifth Avenue, New York! 1,N.Y. 
General Distributors of Swiss-Made THORENS 
Automatic Pocket and Table Lighters for U.S.A. 











New officers of the Greater Cincinnati 
Retail Jewelers Association are, left to 
right: I. W. Engel, Dodd Jewelers. Inc., 
two-year director; Edward L. Spitznagel, 
George H. Newstedt and Co.. treasurer: 
Mrs. Jane Kampf. Kampf Jewelry Co., 


secretary; Louis Grassmuck, William F. nagel, Mr. Engel and Mr. Mouch. Associa- | TOPFLIGHT TAPE CO. YORK, PA. 


year directors are: Jack English, J. English 
and Co.; Carl Leser and Adolph G. Simon. 


TAKE TOPFLIGHT 





President Grassmuck’s first appointment 
was an advertising and publicity committee, 
of which Mr. Seghers is chairman, and 
other members are Mr. Getz, Mr. Spitz- 


More and more new us@s and users every day 
make self-adhesive cellophane advertising strips 
by Topflight, tops in this field. Easy to apply. 
Costs less per day. 


Grassmuck Sons, Inc., president: Jack A. 
Getz, Getz Jewelry Stores, first vice presi- 
dent; Karl J. Mouch, Mouch Jeweler, one- 
year director, and Carroll C. Seghers, Car- 
roll’s Jewelers, second vice president. 
Other two-year directors are: Mark P. 
Herschede, Frank Herschede Co.; Charles 
Richter, Richter Jewelry Co.;: H. S. Rief- 
kin, Mayor Jewelry Co., Inc., and Karl E. 
Wagner, E. Wagner and Son. Other one- 





tion members have approved an extensive 
cooperative advertising campaign in the 
Cincinnati newspapers during the remain- 





der of this year. 

Bernard M. Kliman, advertising manager 
of the Gruen Watch Co., was to discuss 
“Selling in a Buyer’s Market” at the 
monthly dinner meeting of the Association 





: ad LEWIS KIRSCHMAN COMPANY, inc. 
on June 1 in Hotel Sinton. | 501 MADISON AVENUE NEW YORK NW, Y. 
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PAUL A. STRAUB & CO., INC. 
19 East 26 Street, New York 


Importers of 
China, Glass and Earthenware 


Dinnerware, Art Goods, Giftwares 
Murray Hill 3-5460 

















WEDGWOOD 


Bone China Dinnerware, Queen's Ware 
Jasper and Black Basalt 


Trade-Mark WEDGWOOD 


JOSIAH WEDGWOOD & SONS, INC. 
24 East 54th Street New York City 

















EDWARD BOOTE, INC. 
35 & 37 W. 23rd St.,. New York, N. Y. 
Tel. ORegon 5-1928 


ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNERWARE 
GRAFTON BONE CHINA 

















MADDOCK & MILLER, INC 


English China and Earthenware 
CROWN DUCAL Dinnerware FOLEY Bone China 
“ASON’S Ironstone Ware IRISH BELLEEK 

COALPORT Bone China and Earthenware 
ROYAL CAULDON Bone China and Earthenware 


129 Fifth Avenue, New York 3, N. Y. 














JUSTIN THARAUD & SON 


PWG. 
129 Fifth Ave., New York City 


ROYAL ALBERT 
Engliiak Hone China 


MYOTT'’S 
English Staffordshire Ware 








TEDMAN IMPORTING CO. 
225 Fifth Ave., Room 829 Tele.: MU 5-5324 
New York 10, New York 


ENGLISH BONE CHINA 


Tea, After Dinner and Breakfast Sets, Smoking 
Articles, Toby Jugs and Lustreware 

















>. importers of 
SJ ENGLISH CHINA 
and 





EARTHENWARE 
Stoek and Import 


+0 Andy Betas & CO.., INC. 


149 Fifth Ave. New York 10, N. Y. 
AL. 4-0104 

















ROYAL DOULTON 


Sugliisakh Bone China and EKarthenware 


DOULTON and CO., Ine. 
wa. &. errentan Sonronation 
et2 Fifth Ave. 


New Yerk, N. Y. 
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OBITUARY 


FrepertcK A. BaLLou, 80, president of 
B. A. Ballou & Co., Providence, R. L., died 
on May 14. Mr. Ballou was a past presi- 
dent ot the Jewelers Board of Trade, vice 
president of the Manufacturing Jewelers 
Export Co., secretary of the Manufacturers 
Refining Co., treasurer of the Yale Jewelry 
Manufacturing Co., and a director of the 
Rhode Island Hospital Trust Co. Survivors 
include his widow and a son, Frederick 
A. Ballou, Jr., who was associated with his 
father in business. 

Miss Atice Brapy, who with her 
brother, the late Albert Brady, was in 
the retail jewelry business in Westfield, 
N. J., for almost 30 years, died May l. 
Miss Brady went to Westfield with her 
brother in 1916 and founded a jewelry 
business bearing their name. 

Tuomas G. Creraso, 57, for many years 
associated with the Bert A. Bush, Jeweler, 
Inc., Buffalo, N. Y., died on April 19. He 
was a railroad watch inspector for 30 
years. 

Mose IrALson, a Chicago diamond mer- 
chant and importer for many years, died 
April 29 at Tampa, Fla., while on vaca- 
tion. He had been in the diamond _ busi- 
ness in Dallas, Texas, and Lawton, Okla., 
before going to Chicago early in the cen- 
tury. Mr. Iralson is survived by his widow 
and a daughter. 

ErNEst KANniss, 65, owner and operator 
of the E. H. Kaniss Jewelry Co., 5t. 
Petersburg, Fla., died April 17. Mr. 
Kaniss, who was prominent in St. Peters- 
burg civic and fraternal affairs, came from 
a family of jewelers. He first started to 
work in his father’s store in New York 
after graduating from high school. In 
1925 he and his family moved to Florida 
during the land boom and settled in St. 
Petersburg, where Mr. Kaniss opened his 
store. Surviving are his widow, a daugh- 
ter and three sons. 

Frep A. Kraus, 55, president of the 
Drakraus Jewelry Manufacturing Co. of 
St. Louis, Mo., died April 19. Mr. Kraus 
had been associated with R. E,. Drake in 
the jewelry business for more ethan 40 
years, and was a former president of the 
St. Louis Jewelry Manufacturers Associa- 
tion. He is survived by his widow, four 
brothers and two sisters. 


——___—-» 


Beg Pardon 


In last month’s obituary column it was 
stated that Walker A. Tynes of the Tynes 
Co., wholesale jewelers of Dallas, Texas, 
died on March 25. Actually, however, the 
item should have stated that W. A. Tynes. 
erandfather of Walker A. Tynes, passed 
away on that date. 


Outlines Advancement Program 
For Nation's Watchmakers 


American watch and clock makers and 
horologists are meeting with nationwide 


_ approval in their concerted effort to take 


their place among the leading watchmak- 
ers of the world, according to a five-point 
advancement program stressed by [red- 
erick A. Morey, president of the United 
Horological Association of America, speak- 
ing before the annual meeting of the Min- 





















nesota Watchmakers Association in Min. 
neapolis. 

In advancing the professional recogni- 
tion of watchmakers in the United States 
Morey recommended first the establish. 
ment of licensing laws for the registration 
of watchmakers in every state. Seven 
states now have such legislation in opera. 
tion. 

Looking to the future, Morey based the 
remaining four points of his program for 
America’s progress in watchmaking op 
greater attention to the training of ty. 
dent watchmakers and watch repairmen 
attending horological schools in the United 
States. 

He urged uniform certification of al] 
horological schools to maintain high edy. 
cational and technical standards. 

Morey declared that the United Horo. 
logical Association of America advocates 
specialized advanced training for graduate 
students as horological engineers on q 
professional level with Swiss watchmakers, 

He closed his remarks by commenting 
upon the importance of continuing traip. 
ing classes for practicing horologists to 
keep themselves constantly up to date op 
new techniques and _ scientific develop. 
ments in the watchmaking and watch re. 
vair profession. 





-_—— 


Offer New Service to Trade 


Dibberns Silversmiths of Glendale, 
Calif.,, which has operated primarily as a 
retail establishment for the past ten years 
specializing in repairing, rebuilding and 
replating of family silver of every descrip. 
tion, now offers a new service to all retail 
jewelers. 

Now housed in a new and ultra-modern 
air conditioned and completely equipped 
plant, Dibberns is now equipped to handle 
all repair and replating problems. 


Los Angeles Watchmakers 
To Hold Banquet This Month 


In order to inaugurate a membership 
drive, the Los Angeles Guild of the Cali- 
fornia Horological Association will hold a 
banquet and entertainment on the night 
of June 7th in Los Angeles. The banquet 
will mark the beginning of a new social 
season for the guild and will be the fist 
affair held by the organization in a nun- 
ber of years. 

Tickets for the event, which will feature 
sociability, fine food and a good vaude- 
ville show, are priced at $2.75 apiece or 
$5.50 per couple. 

The affair is being engineered by guild 
chairman Norman Jarret of Los Angeles, 
secretary Norman Luth of Tower Jewelers 
in Compton, treasurer Les Kickul of C. C. 
Lewis, Huntington Park, in cooperation 
with State President R. C. Shenk of Parr’s 
in Huntington Park. The banquet com- 
mittee includes Mr. Wells, Mr. Gurney 


and R. P. Gallien. 





——————— 











SWEDISH CRYSTAL 


Kosta Alsterfors 
DANISH CERAMICS (Bing and Grendahl) 


D. Stanley Corcoran, Inc. 


7 West 30th Street New York 1, N.Y. 
LOngacre 4-7851 
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COMING EVENTS 


June 


9.3—National Wholesale Jewelers Asso- 
ciation, 42nd Annual Convention, Edge- 
water Beach Hotel, Chicago, IIl. ~ 

5.6—Texas Retail Jewelers Association, 
Annual Convention, Galvez Hotel, Galves- 
Oe ak Material Distributors Asso- 
ciation of America, Annual Conference, La 
Salle Hotel, Chicago, Il. 

11—Maiden Lane Outing Club of New 
York City, Annual Summer Outing, “The 
Greens, Pleasantdale, New Jersey. 

95.27—New Jersey Retail Jewelers Asso- 
ciation, Annual Convention, Hotel Tray- 
more, Atlantic City, N. J. 

96-27—New Hampshire Retail Jewelers 
Association, Annual Convention, Hotel 


Wentworth-by-the-Sea, Portsmouth, N. H. 


July 


10-15—National China, Glass & Pottery 
Show, Hotel New Yorker, New York. 

1]-14—Southeastern China, Glass & Gift 
Show, Municipal Auditorium, Atlanta, Ga. 

94-28—Kansas City Gift Show, Munici- 
pal Auditorium, Kansas City, Mo. 

94-29—California Gift Show, Hotel Alex- 
andria, Brack Shops, Merchandise Mart 
Building, Biltmore Hotel, Los Angeles. 

95-28—National Association of Credit 
Jewelers, Convention and National Jewelry 
Fair, Stevens Hotel, Chicago, II. 

31-August 4—San Francisco Gift, Jewel- 
ry, Toy, Stationery and Housewares Show, 
Civic Auditorium, Western Merchandise 
Mart, St. Francis and Sir Francis Drake 
Hotels, San Francisco. 


August 


1-12—Chicago Gift Show, Palmer House, 
Chicago, Ill. 

1-13—Merchandise Mart Gift Show, Mer- 
chandise Mart, Chicago, III. 

14-17—Michigan Merchandise Show, Ho- 
tel Statler, Detroit, Mich. 

14-18—Seattle Gift, Jewelry, Toy, Sta- 
tionery and Housewares Show, Olympic 
Hotel, Terminal Sales Building, Seattle, 
Wash. 

14-18—Pittsburgh Gift Show, William 
Penn Hotel, Pittsburgh, Pa. 

15-18—American National Retail Jewel- 
ers Association, Annual Convention and 
Trade Show, Waldorf-Astoria Hotel, New 
York. 

16-19—Allied Lines Show For Credit 
Jewelers, Belmont Plaza Hotel, New York. 





21-24—Portland Gift, Jewelry, Toy, Sta- 
tionery and Housewares Show, Portland 
and Benson Hotels, Portland, Ore. 

922-26—New York Gift Show, Hotels New 
Yorker and Statler, New York. 


27-31—Ohio State Gift Show, Hotel 
Deshler-Wallick, Columbus, Ohio. 
28-29—West Virginia Retail Jewelers 


Association, Annual Convention, Frederick 
Hotel, Huntington, W. Va. 
28-31—New Orleans Gift & Jewelry 
Show, Roosevelt Hotel, New Orleans, La. 
29-September 1—Memphis & Mid-South 
Gift & Jewelry Show, Hotel King Cotton, 
Memphis, Tenn. 


September 


and Book-Cadillac, Detroit, Mich. 

4-9—Allied Gift & Jewelry Show, Hotel 
Adolphus, Dallas, Texas. 

4-9—Dallas Gift Show, Baker 
Dallas, Texas. 

12-16—Boston Gift Show, Hotel Statler, 
Boston, Mass. 

18-20—Ohio Retail Jewelers Association, 
Annual Convention, Deshler-Wallick Hotel, 
Columbus, Ohio. 

18-21—Denver Gift & Jewelry Show, Ho- 
tel Albany, Denver, Colo. 

18-22—Northwest Gift, Art & House- 
wares Show, Radisson Hotel, Minneapolis, 
Minn. 

26—Pennsylvania Retail Jewelers Asso- 
ciation, Annual Convention, Harrisburg, 
Pa. 

26-30—Philadelphia Gift Show, Hotel 
Benjamin Franklin, Philadelphia, Pa. 


Hotel, 





Sponsor Art Competition 
To Secure Association Emblem 


At a recent meeting of the Greater 
Washington Retail Jewelers Association it 
was agreed that the organization would 
sponsor an art contest for the purpose of 


emblem is_ selected. 


Alexander. 
A resolution was adopted at the meeting 
to officially convey the organization’s 


gratitude to Senator Howard J. McGrath, 








CRYSTAL by BRODEGAARD 


Swedish crystal stemware patterns, all 
carried in open stock — available for 
prompt delivery. Write for our new 1949 
catalog which gives full details. 


R. F. BRODEGAARD & CO., Inc. 
225 FIFTH AVENUE NEW YORK 10, N. Y. 
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BOOTHS 


Fine English Tableware 


Send for illustrated literature 


MIDHURST IMPORTING CORP. 


129 FIFTH AVENUE NEW YORK 3, N. Y. 











Coors 
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for his efforts to secure necessary revenue 


to operate the affairs of the District of 


Columbia. 

A committee was appointed consisting 
of Theo. S. Grape, Bernard Burnstine, and 
Harry Brott to obtain detailed information 
on the forthcoming District of Columbia 
Sesquicentennial. 

Another matter of interest brought up 


acquiring an official emblem. An award of | 
$100 will be given to the person whose | 
Detailed plans for | 
the contest are being formulated by O. I. | 





4-8—Detroit Gift Show, Hotels Statler | 





| Distinguished 


at the meeting was a discussion on legis- | 


lation to eliminate the excise tax. 





Jewelry Crafts Association 
Announces Vacation Schedule 


In a letter to all members, Henry L. | 


Sperling, executive secretary of the Jewelry 
Crafts Association, announced that this 
year vacations will commence on Saturday, 
July 2, and end on Monday, July 18. 
Workers will be given their vacations 
during this two week period and all shops 


will be closed for manufacturing purposes. | 














| MADE 1M AMERICA 


THEODORE HAVILAND & CO. 
INCORPORATED 
26 West 23rd Street 
New York 10, N. Y. 


Merchandise Mart ‘Room 302 Brack Shops 
j Chicago 54, III. Los Angeles, Calif. 
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GEO. BORGFELDT 


CORPORATION 


44-60 E. 23rd St., New York 10, N. Y. 
Tel. GR 7-0400 

CHINA # GLASS 4 TABLEWARE 

EARTHENWARE a GIFT and ARTWARES 


Domestic and Foreign 


SERVICE PLATES - DINNERWARE 


SINCE i918 
Patterns especially designed for 


WELERS 


Specialists in All-Over Gold Decorations 
Write for details. 


ATLAS CHINA CO., INC. 
27 WEST 20th ST., NEW YORK 11, N. Y. 
ENGLISH 
BONE CHINA 


ts 2 U.S.A. Representatives 


FISHER, BRUCE & CO. 


Phila.: 221 Market St. ¢ New York: 1107 Broadway 


LEVY BROS. CHINA CO. inc. 


EST. 1868 NEW YORK 


Gifts ... Dinnerware... Service Pilates 
ALL-OVER DESIGNS IN 22K GOLD 


Office and Showroem Showroom 
. 79 Fifth Avenue 225 Fifth Avenue 


MARY RYAN 


225 Fifth Avenue. 
Merchandise Mart, 



































DECORATIVE 
ACCESSORIES 
FURNITURE 
GIFT AND ART 
NOVELTIES 





New York 
Chicago 





CASTLETON 


American China 





CASTLETON CHINA INCORPORATED 
L. E. Hellmann, President 


212 FIFTH AVENUE NEW YORK 10 








ENRIGHT -LeCARBOULEC, INC. 


CRYSTAL from SWEDEN 
STEMWARE, BOWLS, VASES, PERFUME 
BOTTLES and SMOKING ACCESSORIES. 


Send for new catalog 


160 FIFTH AVENUE NEW YORK 10, WN. Y. 








Telepnone: CHelsea 2-3702 and CHelsea 2-2558 
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Replacing Regulator Pins 





Poor timing in a watch can frequently be caused by the regulator 


pin which has been broken or bent. The various steps in removing 


the old pin and making or replacing a new one are explained here. 


by HENRY B. FRIED 


Executive Secretary 
The Horological Society of N. Y. 


(Drawings by the author ) 


Ox: of the most frequent causes of poor 
timing in watches may be directly traced to the poor 
condition of the regulator pins. A regulator with a 
broken pin may cause a loss up to 20 minutes a day. 
Bent, worn or burred pins also cause inconsistencies in 
timekeeping. Although some new watches are appearing 
without regulators, these are in the extreme minority so 
that a knowledge of replacing these pins is still an essen- 
tial part of the watchmaker’s skill and trade. 

Replacing a regulator pin may become necessary be- 
cause of breakage or because it may have become marred, 
irreparably bent, or kinked, as shown in Figure 1. Bent 
regulator pins cause the hairspring to waver so that the 
vibrations are irregular. 





Fig. |. Broken, bent or marred pins must be replaced. 


To remove a broken regulator pin, the regulator is 
removed from the balance bridge and the regulator is 
placed topside-down on a steel bench block. With a 
sharp well-fitting screwdriver, twist the regulator key 
completely around so that it appears as shown in Fig- 
ure 2. Then adjust the regulator so that the stump of 
the broken pin is directly over a suitably sized hole in 
the steel block. A sharpened steel needle, set into an 
appropriate holder, is then placed on the stump of the 
broken pin (Figure 3) and downward pressure is ap- 
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plied. Sometimes the original pin is lodged rather 
securely in its hole in the regulator, and some force may 
be necessary to dislodge it. 





Fig. 2. First step in removing 
the pin is to twist regulator 
key completely around with a 
sharp, well-fitting screwdriver. 


Regulator pins can be bought, but sometimes, few of 
these will fit a particular regulator owing to the great 
variance in these holes. Therefore, it is important to 
know how a make a regulator pin, should the occasion 
arise. 

To an apprentice, making a new regulator pin is not 
as simple as it seems. It is not enough to insert a tapered 
pin to fill up the hole. Regulator pins should present a 
cylindrical and perpendicular appearance. A_ tapered 
surface will cause a slight shimmying of the hairspring. 
Figure 4 shows how only the bottom edge of the hair- 
spring touches a tapered surface (pin). Here the bottom 
edge of the spring touches the slanted surface of the 
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... and the WatchMaster attracts a large volume of 
watch repair work. Better rated watches justify higher 
charges. Also, greater store traffic induces increased 
sales of new merchandise. For details, write to... 
American Time Products, 580 Fiith Ave.. New York 19 


FOR JUNE, 1949 








outside pin, and as it continues to press against this pin, 
the incidence of these angles forces the spring upward. 
When the spring expands and is forced against the other 
surface if it is tapered, the opposite effect will take place, 
thus the hairspring will have an alternately upward and 
downward shimmying, all owing to improperly shaped 
pins. 














/ 


I 








Fig. 3. Regulator pin is dis- 
lodged with a sharpened needle 
and pin over a hole in a block. 


In order for the pin to become secure in the regulator, 
the section of the pin that will remain in the pin hole 
should be slightly tapered, but the part of the pin regu- 
lating the hairspring should be cylindrical as shown in 
Figure 5. 

Too thick a pin does not leave sufficient space for the 
hairspring and a slight amount of necessary freedom. 
This is shown in Figure 6. If the spring is tight between 
the pin and the regulator key, any movement of the 
regulator to bring the balance to time will bend the hair- 
spring as shown in Figure 7. 

Regulator pins may be made from hardened brass. 


Fig. 4. A tapered pin will cause 
a slight shimmying of the hair- 
spring as only the bottom edge 
of spring touches regulator pin. 








nickel, or wire. Straight brass pins are ideally suited 
for conversion because these are hardened and are of 
sufficient thickness to permit handling and reduction in 
diameter without too much waste. The first opera- 
tion is tapering the wire until it enters the pin hole 
in the regulator and extends through it as shown in 
Figure 8. Tapering the pin can be done in the lathe or 
in the pinvise, skillfully manipulated. When made by 
hand, the brass taper pin is held in the pinvise and the 
pin is rested in a shallow groove of a wooden block held 
in the benchvise. 
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Ready-made taper pins are about 14 in. (6.35 mm) 
long. These have a taper that gauges about .60 mm at 
one end (thick end) and tapers down to about .25 mm 








Fig. 5. Only bottom part of the 
pin to remain in pin hole should 
be tapered to securely fasten it, 








at the other (thin end). This insures a taper of the cor. 
rect angle—one that will easily be secured and not work 


loose. 
When the pin is made in the lathe, a fine flat file could 


Fig. 6. Too thick a pin does 
not allow the space necessary 
for freedom of the hairspring. 





be used to bring the taper to shape. The file is held 
underneath the wire so that the work may be seen. In 


this case, the direction in which the lathe generally turns 
(Please turn to page 222) 


Fig. 7. Too little space be- 
tween the pin and regulator 
key will bend the hairspring 
when the regulator is moved. 
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Costs only *30° for 12 Fair Traded Alarm Clocks 











They last so long 









Eg gw rin te 


Put this attractive display in your window 
or on your counter and watch sales jump! 


PRINCESS: 


Smart, miniature 1-day Alarm, 314” 
square. Ivory baked enamel case, 
brass plated bezel and hands, single 
wind for time and alarm. Retail— 
1D-0-13 Plain Dial $3.50. Cost 
$2.19. Retail—1D-0-15 Radium Dial 
$4.50. Cost $2.81. 


THE E. INGRAHAM COMPANY 


Bristol, Connecticut 
Established 1831 


In Canada —Toronto 14, Ontario 
Prices plus taxes, subject to chang2— 
slightly higher in Canada 


FOR JUNE, 1949 


.4¢3$ ALARM quae 


we a a 
/ - j > =: 4 
Hf £ 2 yy 43 , 


“A bays ats De 
TT ee 


“ 
(ae 


— 


“x See 


sa ROO 


PRINCE: 


Round, miniature Alarm. Ivory baked 
enamel case, modern satin finish 
brass plated airflow base, single 
wind for time and alarm. Retail— 
1D-0-16 Plain Dial $3.50. Cost 
$2.19. Retail—1D-0-17 Radium Dial 
$4.50. Cost $2.81. 
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which show 37'/.% Profit on $482 Sales 








SPECIALLY PRICED PROFIT DEAL Costtoyou = Sell for 
4 Liberator 8-day Alarms $11.24 $18.00 
oo Pe eS 
(3 plain and 1 radium) 9.38 15.00 
4 Princess 1-day Alarms 
(3 plain and 1 radium) 9.38 15.00 
$30.00 $48.00 


YOU GET FREE 


¥ | S128 Counter Display Piece 
fig i Yo? §=— Individual Clock Display Cards 
7 hl. ng) ONS Colorful Folders 
Trademark Display Card 


(AS ILLUSTRATED) 
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LIBERATOR: 


The great Sentinel 8-day Alarm. 
Case in gleaming ivory finish, brass 
plated bezel. Very beautiful hands 
and dial, watch-type escapement, 
clear bell alarm. Retail—8D-182 
$4.50. Cost $2.81. 


Clocks and Ulalehes 


To My Sentinel Distributor 











Ship me Profit Packages at $30.00 each 
Name 

Address 

City State 











RETAILERS GET FAST TURNOVER — 
ON SENTINEL ‘18° PROFIT DEAL 
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ESTRINGING PEARLS—What special tools can be 
bought for restringing pearls? This is such a 
nuisance to do that it seems to me that there must be 
some helpful kind of tools or equipment used by pro- 
fessionals that I could obtain to make the work easier 


and quicker to do. (Question No. 6135) J. Y. 


Answer—About any “special tools for restringing 
pearls,” about all there is for this is a stick of wood about 
one inch wide and a half inch high, in cross-section, with 
a groove cut in the top about a quarter-inch deep, and 
long enough to accommodate the longest string of pearls. 
In the groove the loose pearls are laid, selected as to size 
for the graduated arrangement of the beads. Then, with 
one end of the string for the necklace fastened to the 
bench-top, the pearls are taken one by one from the 
grooved stick in the order laid there, and strung on the 
cord or chain to form the necklace. A convenient kind 
of necklace cord with metal wire tip for stringing the 
beads on, can be bought at all jewelers’ supply dealers. 


UDLEY WATCH—Enclosed is a sketch of the plates, 
etc., of a watch brought us for repairs and the cus- 
tomer wants to know who made it, and when, if you can 


tell us. (Question No. 6136) K. M. A. 


Answer—The watch described was made by the 
Dudley Watch Company at Lancaster, Pa., between 1923 
and about 1934. William W. Dudley designed the watch 
and organized the company to manufacture it, after he 
resigned as Superintendent of the Hamilton Watch Com- 
pany’s factory, about 1920. Sales of the Masonic watch 
were disappointing and the manufacturing company went 
through several reorganizations after 1930. Finally the 
plant was sold to J. F. Apple Manufacturing Company 
who now occupy it in manufacturing college jewelry. 
Uncompleted watches and parts were bought by The X-L 
Watch Company, 170 Broadway, New York City, about 
ten years ago. This firm has assembled and finished a 
small number of the watches since then. 
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ERDIGRIS SOLVENT—I wish you would send me a 
formula for a solvent for verdigris or else the brand 
of any good preparation sold by dealers for this purpose. 


(Question No. 6137) P. R.S. 


- 


A nswer—Your inquiry for a “solvent for verdigris” 
is not definite enough for a very complete or specific 
answer. Assuming that what you have to dissolve is the 
green corrosion that often appears on the joints of watch 
cases, caused by human perspiration, etc., this can be 
removed by immersing the work in kerosene, or other 
petroleum distillate such as naphtha or gasoline, until 
the verdigris has been well softened, and then scrubbing 
it off with a stiff-bristled hand brush. If the corrosion is 
very stubborn, a piece of pegwood sharpened to a suit- 
ably shaped blade may be used to scrape the matter 
roughly off before using the brush. 

Some watchmakers report quick results in dissolving 
verdigris by immersing work in a preparation marketed 
as “Baron’s Screw-removing Solution” by Meiskey’s, Inc., 
49 West Chestnut Street, Lancaster, Pa. This, of course, 
would cost more to use than ordinary petroleum products 
which are effective although would require somewhat 
more time to soften or dissolve the verdigris. 


OBIAS WATCH—Among our uncalled-for repaired. 

watches, there is one that I have been told is a valu- 
able antique and I would like your opinion on it. How 
much it is worth and where could [ sell it. The case is 
silver, open-face, key wind, picture of scenery engraved 
on the back, engraved on inside cap M. J. Tobias, Liver- 
pool, No. 137229, 13 jewels, lever escapement. (Ques- 
tion No. 6138.) 


Answer—tThe value of the watch described would be 
no more than the scrap value of the silver in the case of 
the watch. The inscription indicates that the watch is 
one of the many thousands that the M. I. Tobias firm 
had made in Switzerland, for export to America, between 
1830 and 1860: the engraved inscriptions being worded 


THE JEWELERS’ CIRCULAR-KEYSTONE 








lt not only saves 





money... 


it makes money 





for you! 











Whatever the size of your jewelry store, or jewelry de- 
partment, a modern National Cash Register System will 
Save money and make money for you, because it accounts 
for every transaction. 


Here’s how it saves money: 


e Figures, publicly displayed at top of register, permit accu- 
rate supervision of prices. 


e Printed figures on store’s audit-strip give history of day’s 
business. 


e Locked-in records and totals establish amount of money 
to be accounted for. 


¢ Printed customer receipts enforce accurate recording of 
Sales. 





Here’s how it makes money: 
e Makes possible faster service that pleases customers. 


e Builds customer confidence, because customers know that 
prices charged are correct. 


e Shows you the activity of each salesman. 
e Stimulates sales by providing incentive for salesman. 


e Gives you the figures you need for control, and for in- 
telligent planning. 

Your National representative can show you a modern mech- 
anized system, designed 

for your business. that 

will pay for itself with 

the money it saves and 

makes. See him today, 

or write to: 


THE NATIONAL CASH REGISTER COMPANY, DAYTON 9, OHIO 


FOR JUNE, 1949 
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to create the impression that the watches were made in 
Liverpool, England. These watches were of only ordi- 
nary commercial grade, and there are too many of them 
in existence to give one of them any rarity or value as a 
specimen for collection purposes. 


| ignarer tania STAFF—Could you tell me how to make 

a balance staff hard after you have made one by 
hand? I know how to harden and temper steel but not 
how to do it to a turned staff. (Question No. 6139) T. H. 


A nswer—In turning out a balance staff, the steel rod 
stock should be hardened, then tempered to a full blue 
color before you do the turning. Blue-tempered steel can 
be readily turned with either a “carbide” metal graver, 
or with a graver made of tool steel, hardened and tem- 
pered to a light yellow color. Then use your grinding 
and polishing laps to finish all parts of the staff to exact 
size and fit. 


PiIRE-COATING—A diamond-set ring we _ soldered 

came out with a grayish coating on the stone that we 
cannot remove by any sort of buff-polishing or scrub- 
bing in jewelry-washing solutions. What should be done 
to make the diamond clear as originally it was? (Ques- 


tion No. 6140) S. T. S. 


Answer—Usually this “fire-coating” is caused by a 
film of foreign matter carelessly left on the stone when 
the heat is applied. Perfect scrubbing, rinsing and dry- 
ing of the stone prior to heating is imperative for pre- 
venting risk of this “burning” or fire-coating of dia- 
monds. Many good workmen also coat the diamond, 
after cleaning it, with boracic acid dissolved in alcohol, 
then ignited to dry the acid coating, before subjecting the 
diamond to the soldering heat. Very rarely, even with 
all the precautions, a stone may turn out fire-coated. If 
it does, the only way out is to send the stone to a dia- 
mond-cutter to have the coating polished off on the 
diamond-charged iron lap. 


ETAL LAP COMPOSITION—Can you tell us the 
composition of metal laps? Or say where we could 
get this information? (Question No. 6141) M. C. O. 


Answer—Y ou ask for information about “the compo- 
sition of metal laps”. Since there are many kinds of 
laps, for many different purposes, we should be told what 
is the purpose and type of the laps in question. For 
instance, are they for a rotary watch pivot polisher, or 
for faceting jewelry, or for cutting gemstones, etc.? With 
this information in hand, we will be glad to advise you 
about suitable metals for laps for your purpose. 


ATCH LONGEVITY—A customer of ours has a 

peculiar attitude on the watch he is carrying. It 
has not been cleaned or oiled for ten years, and has kept 
good time always; so he argues that it would be a mis- 
take to let us clean it. Now he wants us to say “how 
long will it run, as is, before pivots, etc., would wear 
enough to impair its timekeeping ?”—as we have warned 
him will happen. What can we tell him about this? 


(Question No. 6142) H. V. B. 


Answer—tThere is no data in existence that would 
enable anyone to estimate the unseen. conditions inside 
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this watch, which we understand the owner will not 
allow to be taken out of the case for examination. Eyen 
if there would be measurements available of wear that 
actually occurred on certain watches running without 
cleaning, this could not be held to apply to some other 
watches because the amounts of wear on different parts 
of any watch would vary, depending on just how hard 
and durable each of the parts happens to be; and the 
latter is not uniform even in watches of the same make 
and model. 

All that anyone could reliably say is that a watch that 
has run longer than about two years has had its jj 
evaporated and worn out to the point where it is running 
practically without lubrication. Therefore, the parts act. 
ing with friction on each other are undergoing wear and 
alterations of their dimensions; to know exactly how 
much of this, it would be necessary to examine and mea. 
sure the parts. Anything else would be pure guesswork 
and of no value whatever as technical information. The 
thing we do know, however, is that a watch allowed 
to run long enough without oil will in time be worn out 
to a point where it would need replacement of many of 
the parts that run subject to friction. 





Regulator Pins 
(From page 218) 


must be reversed so that the file can cut. Care must be 
exercised not to press too hard up against the taper as 


ih 


Fig. 8. First operation in mak- 
ing the pin is tapering it until 
it enters the pin hole as shown. 


RE See 
ss 2 ie ie 
oe rs aS 
ee il 
= 


yt 











this will bend it and make it appear as shown in Figure 9. 
Some watchmakers prefer to use a Jacot runner or a 


Fig. 9. Too much pressure 
against pin with the file 
while turning in the lathe 
will cause result as shown. 


steel block with groove to support the pin while the taper 
is being formed. In such a case the file is run across the 


top of the pin instead of under it. 
(To be continued) 
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3 The store that presents an attractive front— 
that is modern and inviting inside and out—is a real 
winner. It attracts more customers, makes more 
sales, increases profits. . 

Your jewelry store can be a winner, too, if you 
modernize with Pittsburgh Glass and Pittco Store 
Front Metal. And when you modernize, do it right 
_..no half-way job! Dollar-wise merchants all over 
the country have proved that the complete mod- 
ernization of their stores has been a sound invest- 
ment which has resulted in the immediate improve- 
ment of their businesses. 

When modernizing your jewelry store, consult 
your architect. He is familiar with Pittsburgh Prod- 
ucts and will give you a design that is well-planned 
and economical. We will be glad to help both of 
you in every way possible. If you wish, you can 
arrange for convenient terms through the Pitts- 
burgh [ime Payment Plan. 

In the meantime, why not send for a free copy 
of our store modernization book, “Modern Ways 
for Modern Days”? It contains illustrations and 
descriptions of remodeled stores, and projected de- 
signs by some of the world’s foremost architects. 
Just return the coupon below. 





Pittsburgh Plate Glass Company 
2192-9 Grant Building, Pittsburgh 19, Pa. 


Without obligation on my part, please send me a FREE copy 
of your book on store modernization, “Modern Ways for 
Modern Days.”’ 


Name 


Address 


-----—-—-—--—-—-- + 

















THIS PICTURE OF A JEWELRY STORE in Oil City, Pa., shows how effec- 
tively Pittsburgh Products can be employed to make a store more 
attractive, win new customers. Modernizing like this invites passers-by 
to come in... actually helps make the sale before the customer enters. 
Your jewelry store, too, will be a sales winner when it is modernized 
with Pittsburgh Glass and Pittco Store Front Metal. Architect: H. Rosen- 
berg, Pittsburgh, Pa. 





“PITTSBURGH” — Lic front. and AMpiloviorss- 


PAINTS - GLASS - CHEMICALS - BRUSHES - PLASTICS 
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George Berne Plans 
Trip for Leif Bros. 


Leif Bros., jewelry manufacturers of 2 
West 47th St., New York City, announce 
that George Berne will make a flying trip 
through the Southern area with the com- 
plete Leif Bros. line of fraternal jewelry, 
diamond watch attachments, rings, wedding 
rings, diamond jewelry, etc., covering the 
territory formerly handled by H. H. Sachs. 


Birthstone Display 
Points Up Anson Pieces 


“Selling a perfect gift with the personal 
touch” is the theme of thought that Anson 
is promoting with the Birthday Display 
(in natural wood finish) featuring your 
own birthstone set in tie slide and cuff 
links. 

The customer himself turns the selec- 
tion board which shows him the stone in 
its true color for his own birth month. 
The set retails for $3.50 plus tax and is 
gift packaged. 


Engel Caravan On Road 


From Baltimore comes the timely news 
that the Engel Caravan is resuming its 
annual tour, according to Jay G. Engel. 
This sales trip through the territories 
served by J. Engel & Co. has been a 
yearly event for close to 20 years. Except 
for the war period, the Caravan, consist- 
ing originally of a car trailer and now 
a truck, carries complete lines of luggage, 
dresser sets, toilet goods, travel kits, mani- 
cure sets, lighters, baby goods and 
novelties. 


“Little Ranger" Straps 


A new jewelry item is a “Little Ranger” 
watch strap, developed by the Miller 
Brothers Mfg. Co., 817 Main St., Cincin- 
nati, Ohio, for boys and girls. Of genuine 
pigskin with metal buckle, the straps are 
available in red, green, blue, grey, tan 
and russet, and in sizes for four to eight 
years and nine to 14 years. 
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PROBL For Rangers 9-14 ” 


For retail display, 12 straps are mounted 
in vari-colors on an attractive card. The 
straps retail for 50 cents. 


For Rangers 4-8 
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Parker Invades $5 Field 
With New Model "21" 


An invasion of the medium-priced writ- 
ing instrument field has been announced 
by the Parker Pen Co., which for the past 
nine years has devoted its facilities almost 
exclusively to high priced merchandise. 

Following what the company reports as 
“remarkably successful” test-market oper- 
ations in six mid-western cities, Parker 
has started nationwide distribution of its 
new metal-capped Parker “21.” 
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The “21” pen will retail for $5, and a 
matching automatic pencil for $3.75, ac- 
cording to the announcement. Sets are 
available in a choice of four colors— 
black, red, blue and green. 

The new pen resembles the “51” in ap- 
pearance, employing the “foto-fill” ink 
reservoir and a modification of the pres- 
sure-bar filling mechanism in the “51.” 
The “21” uses Superchrome, Parker’s in- 
stant drying ink, but will handle other inks 
too. 


An important new feature is the use of. 


a new alloy, octanium, for the pen nib. 
Octanium is described as an eight-metal 
alloy similar to that recently adapted for 
mainsprings in high quality watches. 


Ronson’'s Penciliter Promotion 


“Always at hand... to light with... 
to write with .. .” is the theme of a new 
advertising campaign by Ronson to pro- 
mote its Penciliter. Mass magazines, net- 
work radio and television, plus point-of-sale 
material, are being combined to create 
consumer consciousness of this item. 

During the month of May, an estimated 
readership of 95 million was exposed to 
full-page, full-color ads in Life, Look, 
Saturday Evening Post, Esquire, Harper's 
Bazaar, Vogue, Mademoiselle, Good House- 
keeping and Better Homes and Gardens. 
The Penciliter is spot-lighted as the item 
to make light to the reader’s gift problem. 

Father’s Day on June 19 will be the 
next major target. A full-page, full-color 
advertisement will break in Life, Saturday 
Evening Post, Time, Esquire and the New 
York Times magazine section, in issues 
that hit the stands during the first and 
second weeks of June. 

The two versions of the Penciliter, 
1/20th 14k gold-filled, at $15.00 (plus 
tax) and plated in rodium at $10.00 (no 
Federal tax) are called to the consumer’s 
attention. 











Hamiltons to Bowlers 


Erffmeyer & Son Co., Inc., Milwaukee 
Wis., designed and produced this special 
bracelet for the 1949 American Bowling 
Congress. 





Nine Hamilton watches fitted with the 
special bracelet were awarded to second 
place winners at the bowling classic jin 
Atlantic City. Model pictured is the 14K 
gold Glenn. 


“Fold-Loupe" 


A high quality lens set in a new shock- 
proof mount that is readily condensed to 
fit into a flat pocket case. 

The spiral body of the Fold-Loupe, in 
addition to its folding feature, permits the 
loupe to be worn directly over the eye or 
to be slipped over glasses. When placed 
over the subject the body acts as a stand 
and permits ample light. Priced at $1.00, 
it is manufactured by Birks Mfg. Co., 
Niantic, Conn. 


New Farrington 
Jewel Case Portfolio 


An elaborate presentation in full four 
colors of the new line of Farrington Jewel 
Cases was recently supplied by Farrington 
to the jewelry trade. This brochure, con- 
taining reproductions of six colorful cases, 
also contains information on construction 
and prices of each piece. It also carried 
an announcement of a full-page advertise- 
ment on these cases which the company 
was to run in Life magazine. Farrington 


Mfg. Co., 76 Atherton St., Boston 30, Mass. 
Cort Ties in With Toni 


Toni Twins admiring Cort Watches 
(Cort Watch Co., New York) featured as 
prizes in nationwide contests staged in 
scores of leading cities by the Two Toni 
Caravans on their cross-country search for 
the most attractive twin sisters. 





Cort dealers are tying in with the con- 
tests by displaying colorful “Welcome Toni 
Twins” streamers and featuring the prize 
Cort watches in their windows. 
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KNOW YOUR VIBRATOR / 


SERVING MANUFACTURERS & JOBBERS SINCE 1935.7 
OUR NECESSARY EXPANSION NOW PERMITS GREATER 
ACCOMMODATIONS. INQUIRIES INVITED. 


Flat $1.75 Gurion 
Breguet $2.50 lel tatdel 


Fitted to bridge... 
No leveling neces- 
sary 

+ 
Heavy mailing er 
velopes and con- 
toiners sent on 


request. 


 AIKSPRING VIBRATING CO. 


CHARLES THOMAS 
P. O. Box 330 406 32nd St. Union City, N. J. 


Formerly in charge ot Hairspring Dept. for Bulova Watch Co 








~ service chronographs PROFITABLY 
by ESEMBL-O-GRAF procedure 
he SS 


There is no guesswork in servicing chronographs and 
other complicated watches when you use the new 
Esembl-O-Graf method. Complete, direct procedure for 
disassembly and assembly covers more than 100 
commercially known chronographs. All the details of 
fitting, oiling and screw sizes and threads 

are there, each step fully illustrated and explained 

on a separate page of the Esembl-O-Graf. Each part 

is shown both by photograph and by isometric drawing. 
The Esembl-O-Graf is mot a text book. It is a 
streamlined, standardized guide that will enable you 

to take a chronograph apart, clean it thoroughly, 

and readjust it in less than two hours! 

Classes in chronograph repair at Western Pennsylvania 
Horological Institute are now learning the profitable 
way to service chronographs by actual practice 

under close supervision. Upon completion of the 
course, the watchmaker keeps his bound 23-volume 
Esembl-O-Graf set as a permanent reference. 

The first and only veteran approved, fu!ly-illustrated 
chronograph-complicated watch course is open to 
practicing watchmakers and graduates of horological 
schools. Inquire now for details.. 


Western Pennsylvania 


Horological Institute 


Desk 18, 808 Ridge Avenue, Pittsburgh, Pa. 
WORLD'S LARGEST WATCHMAKING SCHOOL 
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SELL YOUR STORE 





as a place where the finest is offered 


Display .an impressive Revere 


Floor Clock in operation. It will 


speak of your _quality louder 


than words. It has everything 


wa nted by the ‘many who are 











ways and means to 


make. their homes distinctive — 


ae 


5b 0 ‘design, tra- 
ditional weights and swinging 
pendulum, with the accuracy of 


modern electric time. 


The CABOT is a superb ex- 
pression of Gothic design. 
80” high. Westminster 
Chimes. Retail, $540 plus tax. 


Floor Clock prices 
are slightly higher 
on the West Coast. 


& cHimes or |"® aia WESTMINSTER 
a 


Chagas CHIMING 


ELECTRIC yj , 


S REEVERE! 
\ 


— 


Send for Catalog of Complete Line 


THE REVERE CLOCK COMPANY 
CINCINNATI 6, OHIO 
NEW YORK: 37 West 47th St. 
CHICAGO: 1422 Merchandise Mart 


Available through 
Revere Authorized 
Distributors 


The R-913, beautifully styled, and with 
Westminster Chimes, retails for $42, plus tax 
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Schick Uses Adv. to 
Combat “Buyers Market" 


A determination to dissolve buyer re- 
sistance to many lines in the electric ap- 
pliance field, has impelled Schick, Inc., 
makers of the Schick Electric Shaver, to 
undertake new and greatly increased ad- 
vertising and merchandising activities, ac- 
cording to the company’s president, K. C. 
Gifford. 

The Schick president’ emphasized that 
“harder selling on the biggest scale ever 
scheduled in our industry is the right 
tonic for present conditions. 

“It is our intention,” he said, “to spend 
and work harder than ever to break 
through this condition. The fall plans, 
which will be announced the latter part 
of this summer, will give every wholesaler 
and retailer of our products plenty of 
proof that we intend to blast a road to 
even greater turnover and profit in our 
items.” 

Batten, Barton, Durstine & Osborn, Inc., 
recently appointed to handle the Schick 
account, is proceeding with plans for 
stepping up Schick promotion activities 


in the latter half of 1949. 


Off to Establish 
Sessions Service Depots 


The longest itinerary in the history of 
operations at Bradley Field, Hartford, was 
sold by the United Air Lines to Howard 
J. Jackson, service manager of The Ses- 
sions Clock Co., Forestville, Conn. Jack- 





son is pictured with his 10 and one-half 
feet of tickets to 46 cities in the country. 


New Flex-Let Retailer Aids 


New promotion pieces are being dis- 
tributed this month to retailers of Flex- 
Let watch attachments. 

A platform unit incorporating a photo- 
graph of a man and woman and printed in 
full, brilliant colors has been designed for 
window and counter use. 

“You Won’t Believe Your Eyes” is the 
title of a new two-color retail envelope 
enclosure which illustrates seven popular 
Flex-Let band styles. 

Now being developed is a unique coun- 
ter unit comprising a display card behind 
which is mounted a rotatable wheel. To 
the wheel are affixed a variety of Flex-Let 
bands. Cut into the card is a transparent 
acetate window and as the wheel rotates 
different band styles flash into view 
through the card window. 

In addition to these special creations, 
attention-getting Life magazine display 


cards and mat booklets are on their way 
to Flex-Let retail outlets. 

Thrc ughout the year, Flex-Let will con- 
tinue to offer additional promotion pieces 
for its dealers. 
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Kreisler Adds 40,900 
Square Feet 


With the completion of its brand new 
brick and steel addition to its. factory 
building, the Jacques Kreisler Mfg. Corp., 
makers of jewelry watch bands and men’s 
accessory jewelry, will have added 40,900 
square feet to its already spacious quar- 
ters in North Bergen, N. J 





The new building marks the completion 
of Kreisier’s large expansion program 
which began approximately 18 months ago 
with the construction of a factory wing 
containing three floors, with 10,000 square 
feet of productive space. 


Stops "Sunlight" Deterioration 
From Fluorescent Lights 


Fluorescent lights can cause fading. 
Fluorescent lights offer some of sunshine’s 
own advantages and also hold some of 
sunshine’s own threat, to colors and 
fabrics. 

This may serve to clear up a mystery 
that has puzzled many retailers who have 
seen evidences of “sun” fading in mer- 
chandise far removed from daylight. 

Protection against this source of loss is 
now offered in a new product developed 
by Transparent Shade Co. of Los Angeles, 
whose Infra-Chem transparent shades have 
for several years been a favorite method 
of complete sun protection for display 
windows. 

Called Infra-Chem FluoreShield, the new 
device is a colorless transparent tube that 
fits over fluorescent lights and filters out 
ultra-violet rays without otherwise altering 
the lighting effect. 














Zippo Ad for Father's Day 


A “Father’s Day” ad_ scheduled for 
Zippo windproof lighters in national pyb. 
lications is previewed by Alvin Austin 
(left), head of the Father’s Day Coungjj 





Lee Minter, Zippo 
showing the full-page ad, which features 
the engraved personalized messages on the 
lighters. 


sales manager, jg 


New Catalog on 
Gift Wrappings 


Predicting that gift packaging will wit. 
ness a spectacular comeback such as has 
not been seen in the last ten years, George 
A. Taffel, President of Taffel Bros., Ine., 
and one of the country’s leading ribbon 
and gift-wrapping authorities, recently ap. 
nounced a new catalog. 

Taffel noted that today more than ever 
stores are becoming increasingly aware of 
the necessity of gift-wrapping their wares, 

Noted for the many novel ideas he has 
introduced into the gift-wrapping field, 
Taffel has recently produced a new, beau- 
tiful 1949 catalog in full-color that is re. 
plete with gift-wrapping ideas that will be 
a household necessity for every promotion- 
wise jeweler. It contains the latest infor- 
mation on gift-wrapping ideas and trends, 
and is useful for every gift-giving occasion. 

The unusually beautiful free catalog is 
available to dealers upon request. A cordial 
invitation is extended to buyers to visit 
Taffel Bros., Inc., lavish showrooms at % 
Madison Ave., New York 16, N. Y., where 
their gift-wrapping experts will be happy 
to show them how to promote sales with 
ihe proper wrappings. 





Seth Thomas Staff Holds Annual Meeting 





The annual meeting of the sales staff 
of the Seth Thomas Clocks Division, Gen- 
eral Time Corp., was held recently, at the 
Seth Thomas’ plant in Thomaston, Conn. 


The convention was highlighted by 
discussions on advertising, merchandising, 
and sales service problems. 

Among those present, left to right above: 





First row: W. F. O’Brien, J. A. Daley, 
H. E. Blackburn, J. R. Trott, C. J. Gill- 
mann, E. E. Brown, L. I. Raymond. Second 
row, W. B. Wolffe, E. D. Challis, H. G. 
Marshall. W. J. Scholle, B. Schloss. Third 
row, L. J. Murray, R. B. Gillmann, F. H 
Race, R. H. Crawford, M. J. Schloss and 
G. S. Brown. 
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How To 
MAKE BIGGER PROFITS 
ON WATCH REPAIRS 


our watch repair work to NATIONAL— 
nie = Lari all the trouble and expense of 
stocking spare parts and maintaining expensive 
Pye he NATIONAL has specialized in watch 
repairs to the trade for over 26 years and offers 
you this unbeatable service. 


1. QUICK, DEPENDABLE SERVICE 


All watches sent to NATIONAL are repaired and 
returned in 10 days to 2 weeks. 


2. GUARANTEED WORK 


All NATIONAL repairs are unconditionally guar- 
anteed. Before any watch is returned it is electron- 
a second on the 
Western Electric WatchMaster. 


3, REASONABLE PRICES 


You get better work at the same price through 
NATIONAL—more profit for you! 


NATIONAL 


Watch Repair Service 
Bonded Watch Repairs 


150 Nassau St., New York 7, N. Y. 
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: MVNA The smallest American-made clock—the last word 


*%s 


SEI. ASSES FS in tasteful styling—at a down-to-earth price. 


































Your men customers will like its compactness and 
handsome styling for top-of-the-dresser use or for 
traveling. Your women customers will love its simple 
beauty, its sturdy metal case finished in lustrous baked 
: : ! ivory enamel, and most of all, its quiet guaranteed 
a oe : 36 hour dependable movement. 


ef} - The No. 510 Petit Alarm retails for only $4.95*. 
* No. 520, with luminous dial, for $1.00 more. 





A New Swiss-Tyepe Lapping MACHINE 


Curvature Lap- 
ping, Round, 
Flat Facets, for 
Watches, Rings, 
Bracelet Parts. 


: . * 2 a m& ® 8 a7 a * a * 2 ft - e e «€ 8 a a 2 
A quiet running 


— ~ - 4 Lux PENDULETTES 


We have developed a 
ae aie fee Saat They're back again and 
you can get them... 


Stainless Steel Watch 
Cases to a Mirror Finish, 
Big profit-makers before the 
war, this Lux novelty line is 


ALKA PRECISION TOOLS & EXP. WORK | 
back . . . and selling fast. 


22-44 122 ST. COLLEGE POINT, N. Y. 
Pendulettes feature — moving 


Tel. Flushing 3-6125 

birds — swinging pendulums — 
quaint simulated carved-wood 
cases — plus the famous Lux 
precision spring movement. 


Retails for only $2.95.* 


Choice of 3 designs and colors: 

$301 Swinging bird Mahogany 

£311 Old Cuckoo Style Antique 
Green 




























MOST WIDELY USED 
WATCH AND CLOCK OILS 


for more than a 


£312 Bobbing Bird Walnut 
(Illustrated) 


*Slightly higher west of Rockies. 


The LUX Clock Manufacturing Co. 


WATERBURY © CONNECTICUT 
1107-M BROADWAY © NEW YORK, N. Y. 
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Expansion by Shiman-of-Newark 


A long planned program of plant and 
office expansion is now being carried out 
by Shiman-of-Newark, gold jewelry manu- 
facturers, who are taking over a large ad- 
ditional section of their building, recently 
vacated by a tenant. 

Ample facilities will now be made pos- 
sible for the operations of Craft-of-Newark, 
the Shiman affiliate specializing in emblem 
and fraternal order jewelry. 

The re-arrangement of space shifts the 
offices from 113 to 109 Monroe St., New- 
ark 5, N. J., now the address for Shiman- 


of-Newark and Craft-of-Newark. 


Kirk Dial Co. Now 
Also in Houston 
Kirk Dial Co., an affiliate of the Kirk- 


Rich Dial Corp., recently announced the 
opening of an extension to their Dallas 
office at 729 Kress Bldg., in Houston, Tex. 

The Houston office will offer dial re- 
finishing, replacement of compact mirrors, 
expansion band repairing and crystal fit- 
ting, which includes the new Perm-o-seal 
Evertite. By arrangement with Dutcher 
Bros. in New York, they will fit Perm-o- 
seal Evertite crystals electrically by a pat- 
ented process. The company states that no 
other crystal fitter in Texas or Lou’‘siana 
is allowed to use this process. 


Grantly Massive Sunglass 


Grantly presents Massive style sunglass 
with gold color metal trim to frame the 
eyes in fashion. 





The sunglass shown is Grantly’s com- 
bination of these two most wanted style 
features to give retailers fast turnover at 
the popular price of only $3.00. 


Swiss Clocks Use 
Jeweled-Lever Movements 


The craftsmanship of the quality jewel- 
ed-lever watch movement is combined with 
the beauty of transparent plastic and trans- 
lucent frosted glass in the new high-fashion 
clocks being introduced in Switzerland. 





The watch mechanism employed in these 
clocks is known as a baton movement, 
with the wheels and mainspring lying in a 
single plane. 
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Elgin 
Elects 
New 
Director 


Also 
Elevates 
Two Other 
Officers 





ARTHUR M. WOOD 


Arthur M. Wood, Chicago attorney, was 
elected a director of Elgin National Watch 
Co. at the annual meeting held at Elgin. 
Ill, April 27. Mr. Wood is attorney with 
Sears, Roebuck & Co. All other incumbent 
directors were re-appointed. 





JOHN M. BIGGINS LEROY M. MOTE 
The directors also elected John M. Big- 
gins, formerly secretary and treasurer, to 
the post of vice-president and treasurer. 
Leroy A. Mote, formerly assistant secre- 
tary and assistant treasurer, was named 
secretary and assistant treasurer. 





Schrager-Rings 


R. Norman Schrager who was in charge 
of wedding ring production with B. F. 
Hirsch & Co. for 12 years, and later asso- 
ciated with Alsan Carved Ring Co., an- 
nounces the completion of tooling for 
seamless wedding rings in his plant at 
213 S. Broadway, Los Angeles, Calif. 
Prices of merchandise will be of a com- 
petitive nature and the trade will be 
served through selected wholesalers on 
the coast, says the company. 











Crosby Sells Lighters 


The Colby Lighter Corp. of Mt. Vernon 
N. Y., recently announced adoption of the 
Colby pocket and table lighter by the 
Crosby Research Foundation. 

The Crosby Research Foundation jg a 
Bing Crosby project making it possible for 
certain selected manufacturers to make 
full use of the magic Bing Crosby picture 
and name in promotion. 





The Colby lighter, which works on the 
“squeeze it to light it” principle, has ben 
consumer-tested for over a year, says the 
company. Now embodying many improve- 
ments develédped in_ cooperation — with 
Crosby Research Foundation, it is being 
launched by an extensive promotion cam- 
paign in jewelry stores. 

Bing Crosby’s picture is being featured 
in jewelry-newspaper mats which place 
emphasis on the $4.95 Colby rhodium 
plate pocket lighters. Other models, at 
$5.95, $6.95 and $16.95 also are shown. 


—_—___ ___ 


The unique new nylon watch strap re- 
cently introduced by Elgin National Watch 
Co., is featured in five colors—golden 
brown, desert tan, midnight blue, airline 
gray, and white—as selected by a leading 
men’s fashion authority. Each color, de- 
signed to provide a variety matching any 
type of costume, is represented on a pro- 
motional display card. 





Rolex Plans 


<a 


Gathered together is the group of key 
executives who attended the inauguration 
of the promotion and advertising plans for 
the launching of the new Rolex! line of 
precision watches. 


Promotions 





The new plan for selective distribution 
was adapted and exclusive dealers every- 
where were promised full support and 
cooperation in making use of every avail- 
able sales and merchandising help. 
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Prices Reduced 209% on | 
C&G Ring Clasps | 


The only clasp on the The truth: 


reused ise GOOD THINGS COME 
ae ae mm IN SMALL PACKAGES 








Has tested and proven it- 

self over a period of years 

@ Easily Applied 

@ Prevents Rings 
turning 

@ Prevents wear be- 
tween Rings 





Retail Price $2.75 F.T.1. 


The C&G Dual Ring Clasps Are Sold By All 


Leading Material Houses 
GUARANTEED AGAINST BREAKING 


Retailers Don’t Be Misled — Insist on The proof: 
C&G Dual Ring Clasps 


Manaractured By GILBERT’S “Four Star” DEAL 
FRANK R. CAMPANA CO. 


704 Market St. = San Francisco 2, Cal. 
Wholesale Distributors 
M. J. LAMPERT & SONS, INC., 37 Maiden Lane, New York 7, N. Y. 


F. H. NOBLE & CO., 559 W. 59th St. Chicago, III. 12 GREAT CLOCKS * 


(two with luminous dials) 


























Be Sure It Is | inclading 
THE WAGAN Sizen | | 3 FAST SELLING STYLES * 
| ENLARGES Stone- | _ 7 
- set and Diamond-set L COMPACT PACKAGE .'4 
Rings with Safety (weight 15 pounds) 
to Stones brings 
: 40% PROFIT * 
» REDUCES and | 
ENLARGES All Kinds | | 
of Wedding Rings 
e 
/ Kagan Master Precision Ring Guaranteed 40-Hour movements 
_ Sizer will be on display at the | with alarm he 


Chicago Convention, July 25th 


J. J. KAGAN & CO. | Low investment . . . easy to buy, 


| | 424 $. Broadway, Los Angeles 13 easy to stock, easy to display, 
estasioail | Ta tae oi r ; easy to Sell! 


LEARN ENGRAVING | eAsk Your Wholesaler 


Prepare for better income in spare hours. ‘ . ° Pe. 
Complete Home Study Course of 20 lessons or write HWS. mentioning 1S Name 
prepared by experts. All lessons carefully | 

graded. It’s easy — practical — interesting! 


No other Course like it! Send for FREE folder. 


A. W. THACKER ACADEMY 
































Dept. C, 423 Federal St., Pittsburgh 12, Pa. THe WILLIAM L. GitBert Clock Corp. 
aa nt . atta diamant tes maectiie a ci ee Clock makers to the nation since 1807 
/SEND US] - WINSTED, CONN. 


YOUR NEXT Quality repair service, any job, any 
' JEWELRY OR size. Lowest prices, quick delivery. 


Send repairs in confidence. Every- 551 Fith Avenue — New York 
, WATCH REPAIR e thing insured. Write for price list. | 141 W. Jackson Blvd. — Chicago 


LACONIA, N. H. 








= ot*%o 
= { h 1 6 ‘ 62-12 ROOSEVELT AVE. ,“° 
(} | il WOODSIDE, L. I, N. Y. 


EUS STULL ey ALG Se TEL: NE 9-8920 
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Wins Calvert Watch 
Sales Contest 


Jack Schmits, winner of a Calvert watch 
sales promotion contest, is presented with 
a silver tea service from the president of 
The Gerwe Brown Co., Cincinnati, O. 





Smitty, as he is known, covers Ken- 
tucky, Tennessee, Alabama and Mississippi 
for the firm and is of course well known 
by jewelers in those states. 


Connelly Exec. V. P. 
Kingsley Stamping 


Marion S. Connelly, former vice-presi- 
dent of Buxton, Inc., and past president 
of Luggage & Leather Goods Mfrs. Asso- 
ciation, who has been with the Kingsley 
Stamping Machine Co. of Hollywood as 
sales manager since October of last year, 
has been promoted to the position of execu- 
tive vice-president of the Kingsley com- 
pany. 

Mr. Connelly’s experience in the mono- 
gramming field dates back some 15 years, 
to the time when he introduced the quick 
stamping of full names on leather goods 
while customers waited. 


Second Anniversary 
For Niash Ear Clip 


The Niash Refining Co. has just an- 
nounced that it has gone into its second 
year of production on its secure and prac- 
tical ear clip. 

I. Oldak, treasurer of the company, said 
that, “since its introduction to the jewelry 
trade about four times as many earrings 
have been sold per year. Its unique de- 
sign and easily adjusted holding power 
add up to a very practical set of earrings.” 

This same design with the holding 
prongs that point inward is also the very 
thing that makes it a demand item for 
the finer type of jewelry since it removes 
chance of the earrings being lost. 


Lithauer Now With Imperial 


James B. Lithauer, recently designer and 
head of costume jewelry division of Hattie 
Carnegie, is now associated with Imperial 
Pearl Syndicate of New York, Chicago and 
Los Angeles. Lithauer, a graduate of the 
Sorbonne in Paris, is well known in the 
costume jewelry circles. He was formerly 
with Leo Glass & Co., and was a designer 
and officer of George H. Cahoone & Co. He 
is responsible for putting jewelry in the 
movies through such Hollywood greats as 
Adrian, Orry-Kelly, Travis Banton, Edith 
Head and others, and has just completed 
a highly stylized line of cultured and simu- 
lated pearl jewelry, as well as items for 
Iniperial Pearl Syndicate, which are now 
on display in the company’s three offices. 
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New Hermes News 


A versatile variety of new alphabet styles 
designed to duplicate hand engravings on 
jewelry, flatware and trophies has just 
been announced by New Hermes, Inc., 
world’s largest manufacturer of portable 
“tracer-controlled” engraving units. 

The new faces have been specifically 
designed for use with the recently perfected 
New Hermes diamond tipped cutting tool. 
Illustrations of the alphabets are incor- 
porated in the latest issue of the New 
Hermes ‘catalog, “Master Copy Types.” It 
is available free to all New Hermes users. 

In order to facilitate the setting up of 
an engraving department, even in_ the 
smallest jewelry store, New Hermes, the 
world’s largest manufacturer of portable 
engravers, has also just instituted a new 
long-term payment plan. 


Named "Queen" 


Actress Bette Davis is shown admiring 
the Metropolitan Museum of Art’s Early 
American Silver collection in New York 
after being chosen as Queen of “The 1949 
Silver Parade.” 





She was chosen by the Jewelry Industry 
Council as Queen of the celebration held 
May 9 through May 25. 

















Swiss Watchmakers 
Graduation Promotion 


A nine-piece graduation display is noy 
being distributed to the jewelers of the 
United States by The Watchmakers 4 
Switzerland. 

Scheduled to reach the retailers in time 
for use in their windows during late May 
and June, the display offers an opportunity 
to exhibit quality jeweled-lever  Swic. 
watches with individual die-cut display 
pieces that tie in directly with the three. 
dimensional centerpiece. 





The nine easeled pieces permit the dis. 
play of specialized jeweled-lever watches 
for particular vocations, such as the shock- 
resistant watch for the athlete, the chrono. 
graph for the professional man, etc. The 
slogan, “The perfect gift, a jeweled-lever 
quality Swiss watch,” appears on the cen- 
terpiece. 

Suggested store window layouts employ- 
ing the display are included in an illus. 
trated brochure also being mailed to re. 
tailers, all aimed at increasing the sale of 
quality jeweled-lever watches at gradua. 
tion time. The brochure also _ includes 
suggested advertising copy, radio spot an- 
nouncements and similar sales aids useful 
to the retail jeweler. 
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This window display by Michael’s Jewel- 
ers of Bridgeport, Conn., focused atten- 
tion on the $1,000 prize-winning Deltah 
cultured pearl necklace in the “Stop The 
Music” program. 


pEARLS 

























This necklace was presented to the 
jackpot winner of the leading nationwide 
radio show, “Stop The Music.” Other 
Deltah cultured necklaces and _ earrings 
were also displayed. 
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SALESMEN WANTED 


Excellent opportunity for top-tlight 





man to cover territory in 


FAST » MIDDLE WEST - PACIFIC COAST 








We want men with experience in the jewelry field 
and who have a good following with reputable 


Retail Jewelers. 


There is a certainty that the right man can derive 
substantial sales earnings in handling our Lovebright 


diamond rings. 


Write fully concerning past experience. All com- 
munications will be held confidential. Interviews 


will be granted upon receipt of written applications. 


A. EDWARD FISHER & CO., INC. 


2389 FIFTH AVE. NEW YORK CITY 


Creators of LOVEBRIGHT Diamond Rings 
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Special Notices 


“Situation Wanted’”—Regular type only $1.25 
first 25 words; additional words, 5 cents per 
word. 


“Help Wanted’—*“‘Lines Wanted” and “Side 
Lines”—regular type $2.50 first 25 words. Ad- 
ditional words 10 cents per word. Heavy type 
$5.00 first 25 words; additional words 20 cents 
per word. 


Under all other headings—regular type $5.00 
first 25 words; additional words 20 cents per 
word. Heavy type $7.50 first 25 words; addi- 
tional words 25 cents per word. 


Name, address, initials and abbreviations 
count as words and are charged for as part of 
the advertisement. If answers are to be for- 
warded, 15 cents extra to cover postage must 
be enclosed. Remittance with order. 

Advertising matter addressed to classified ad- 
vertisers will not be delivered. 

Special notice forms close 10th of the pre- 
ceding month. 

To avoid unnecessary correspondence men- 
tion your location in the advertisement. 

Not subject to agency commission. 

All answers will be directed care Jewelers’ 
Circular-Keystone, unless otherwise instructed. 

In answering ads, do not enclose original 
letters of recommendations. 


Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17 








Situations Wanted 





MASTER salesman; expert window trim- 
mer. Address “L., 2862,’ care J C-K. 








WATCHMAKER, Indiana license, wants 
position. Address “N., 2886,” care 
J C-K 


WATCHMAKER: thoroughly experienced, 
several years at bench, desires position ; 
references. Address ‘“J., 2985,’ care 
J C-K. 


MINISTER, with jewelry experience, de- 





sires store management: can buy in- 
terest. J. W. Stephens, Box 741, 


Carthage, Texas. 

WATCHMAKER; fine workmanship; age 
47; 33 years’ experience; sober; indus- 
trious, conscientious, seeking position. 
Address ‘“H., 25,” care J C-K. 

WATCHMAKER and _e optometrist: li- 
censed in Illinois: own tools and in- 
Struments; experienced, skilled work- 
man. Address “R., 2888,’ care J C-K. 








JEWELER; A-l, experienced all around 
man, platinum and gold of the highest 
quality ; able to take charge; New York 
only. Address “Y., 2942,” care J C-K. 





JEWELRY designer part time or free 
lance, all types of jewelry, wax models; 
creative, original. Miriam Levine, 24 
W. Sth St., New York City. 


JEWELER: first class on ladies’ and 


gent’s fancy rings, special order work 
and general repairing: seeks perma- 
nent position. Address “E., 3004,” care 
J (*-K. 


WATCHMAKER: 25 years’ experience; 
dependable; capable; Bradley training: 
can assist with store operations if 
needed; good reference. Address “F., 
2982,” care J C-K. 


SALESMAN: single; age 28: now con- 





nected New York retail store, desires 
change, for better opnvortunities; best 
references. Address “A., 2958,” care 
J C-K. 








WATCHMAKER with 18 years’ experi- 
ence, Bradley trained; married; pre- 
fers mountains on account of wife’s 
health; now operating own shop; best 
of references. Tom Bunch, Oxford, Miss. 





DIAMOND setter and all around jewelry 
repairman of 25 years’ shop and store 
experience; age 50; married; prefer to 
connect with a high class store. Ad- 
dress “G., 2983,’ care J C-K. 
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WATCHMAKER, manager, ' § salesman; 
B.T.S. graduate; 20 years’ experience; 
chronographs and repeaters a specialty ; 
best of references; permanent position 
only. Address “H., 2984,’ care J C-K. 





WATCHMAKER; age 50; 33 years’ ex- 
perience all makes watches, close 
timing; good references; desires per- 
manent position with reliable store. Ad- 
dress ‘‘M., 3011,” care J C-K. 





RETAIL salesman, with 30 years’ ex- 
perience, desires to connect with well 
established firm with a future; Middle 
Atlantic section preferred; highest ref- 
erences. Address “S., 2889,’ care J C-K. 





RETAIL salesman, age 30, six years’ ex- 
perience in all phases of cash-credit 
jewelry business; reliable; references; 
wants position in New York City area. 
Address “B., 3001,” care J C-K. 


EXECUTIVE merchandise manager; 
years of all around jewelry chain 
store experience; first class refer- 
ences furnished. Address “V., 2939,” 
care J C-K. 

SALESMAN-manager; over 16 years’ ex- 


perience covering full operation of re- 
tail credit jewelry store, individual or 








chain; go-getter on collections; best 
references. Address “K., 2883,’’ care 
J C-K. 





WATCHMAKER; 20 years’ experience ; 
good mechanic; sober and conscienti- 
ous, now employed, desires permanent 
position with ethical jeweler; prefer 
Philadelphia or eastern Pennsylvania. 
Address “C., 2880,’’ care J C-K. 

DIAMOND assorter; experienced, reliable, 
capable, conscientious, knowledge of 
ring manufacturing; excellent refer- 
ences; desires position with diamond 
jewelry concern; location immaterial. 
Address “B., 2853,’’ care J C-K. 





FIRST class jeweler; sober and reliable ; 
with 30 years’ of management and shop 


experience, wishes position in repair 
department, or shop manager, with 
high grade retail store only. Address 


“K., 2906,”- care J C-K. 





WATCHMAKER, with store and factory 
experience; highest type references; 
sober, capable and dependable family 
man: have tools, plus timing machine; 

over 35 years’ experience; prefer the 

West. Address “E., 2871,’ care J C-K. 


SALESMAN: manager, retail credit jewel- 
ry store; thorough knowledge of jewel- 


ry business: employed at present, de- 
sires change; highest references as to 
ability and character. Address “‘L., 


293 care J C-K. 
SALESMAN, 24, single, presently work- 
ing New York retail store, desires sell- 
ing position or other opportunity with 


wholesale house or watch importing 
firm; will travel. Address “N., 2961,” 


care J C-K. 


married: de- 
or New 
school: 
Write, 
Jersey 


WATCHMAKER: veteran: 
sires position in New Jersey 
York; graduate of accredited 
own tools: some experience. 

; L., 163 Armstrong Ave., 

City & N. J. 

WATCHMAKER, experienced 
eraduate, M.E. degree, both 
factory experience; sober; 
tious: capable of managing store; 
tion immaterial. Address ‘“T., 
care J C-K. 


technical 
store and 
conscien- 
loca- 
2956,”’ 


DIAMOND jewelry salesman seeks posi- 
tion reputable California store; prefer- 
ably Los Angeles or vicinity; in his 
early forties: married; long successful 
experience. Address “N., 3012,” care 
J C-K. 


SALESMAN-manager, 16 years’ experi- 
ence, cash and credit retail jewelry; 
top notch salesman; can appraise, trim 
windows; excellent references; West- 
chester County or New York City pre- 
ferred. Address ‘“K., 3009,” care J C-K. 








YOUNG man, experienced retail, whole- 
sale, jewelry salesman; knows packing, 
shipping, order picking; college back- 
ground ; Gemological student; wants in- 
side position; New York City. Address 
“N., 2989,” care J C-K. 


OPPORTUNITY for reputable chai 
individual to acquire immediate servi ve 
top flight, enviably experienced — 
manager; results absolutely suse" 
teed; finest references. Address haw 
919,” care J C-K. B., 


WATCHMAKER; 20° years’ experi 
with leading jewelers; desires respones 
ble position with reputable jeweler: « 
cellent references ; future investment j, 
firm desirable; South preferred Ad. 
dress “C., 2805,” care J C-K. . 





es 


WATCHMAKER; 12 years’ experience: 
trained in fine European schoo]: pees 
petent on all makes and grades: anal 
estimator and jewelry salesman ; fine. 
references; desires position in ae 
York or New Jersey. Address “np 
2894,” care J C-K. " 


—_ 
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WATCHMAKER ; State  licenseq- 
fast, accurate workman ; desires perma. 
nent position in reliable firm: capable 
of meeting public and conducting ef. 
ficient operation of department: top 
salary required. Address “G., 3006" 
care J C-K. 





—< re 
WATCHMAKER;; light jewelry repairing 
inspector seven railroads; 16 years’ 
experience; desires connections with 
pleasant working’ conditions; refer. 
ence; please furnish details in first 
letter. Frank De Wester, 1509 N. Jog. 
ferson, Peoria, III. 





TOP retail jewelry man, available shortly, 
wishes connection with established 
firm; prefer leading responsible pogj- 
tion; familiar in all phases of credit 
jewelry business; best of references: 
will go anywhere. Address “T., 2890,” 
are J C-K. 





ADDRESSED to smart store operator: 
will trade my experience and ability 
as top notch all around credit jewelry 
manager, for proposition with future 
prospects ; not interested in just a job: 
what have you to offer. Address “Y,, 
2996,” care J C-K. 


OFFICE and production manager; young 
man, 27, experienced, for gold and 
platinum jewelry manufacturer; capa- 
ble filling orders, handling shop and 
casting, and office routine; seeks posi- 
tion New York City or vicinity. Ad- 
dress “S., 2938,’’ care J C-K. 

SPECIALIST, department store and lease 
operations; sales manager, buyer, all 
around, thoroughly experienced _ top 
man; diamonds, watches, silverware, 
all jewelry, associated lines; immedi- 
ately available sound proposition any- 
where. Address ‘“N., 2950,’ care J C-K. 

ENGRAVER, first class letterer and 
monogram work on jewelry and silver- 
ware, trophies, also ornamental work; 
30 years’ experience; wishes position 


in Los Angeles or vicinity; will also 
consider Phoenix, Arizona. Address 
“F., 2908,” care J C-K. 


WATCHMAKER;: married; capable and 
efficient: also do engraving, ring siz- 
ing, jewelry wark, selling; finest refer- 
ences, information; prefer Ohio, In- 
diana or Illinois; capable to manage 
store: must be permanent. Address “J., 
2910,” care J C-K. 

JEWELRY designer and model maker; 
creating own ideas; years’ of exper 
ence in U. S. and abroad; knowing pro- 
duction very well, wants situation full 
or part time in New England states, 
with costume jewelry concern. Address 
“H., 3008,’ care J C-K. 


EXCEPTIONALLY capable, fully que 


fied, thoroughly experienced, well 
known, retail executive available key 
position ; sensible salary-bonus Tre 


quirements; only live, expansion- 
minded, highly rated organizations con- 


sidered. Address “W., 2892,’ care 
J C-K. 
RETAIL, jewelry salesman and_ watch- 


maker’s assistant; six years last posl- 
tion; estimator, qualified to manage 
store: able to meet finest clientele; 49, 
single; excellent education and _ refer- 
ences: desires position, preferably west 
or northwest. Address ‘‘A., 2997,” care 
J Cok. 


THE JEWELERS’ CIRCULAR-KEYSTONE 
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SITUATIONS WANTED—Continued 
——ooooormvisSeoo ————— —_-— 
MAKER-jeweler ; graduate ac- 
WaT tited schools; can do jewelry repair, 
stone setting, cuttlebone and investment 


some engraving; family 
man; aged 34; eligible for Public Law 
ig “on-job-training’ ; two years exX- 
perience. D. , Hively, 1644 Warnall 
Ave., Los Angeles 24, Calif. 


casting, and 


ee 

—— 
—— 
_— 


NAGER or salesman, desires position 
MANh high class retail store; 25 years’ 
experience ; thorough knowledge of 
diamonds, fine jewelry, watches and 
special order work; excellent diamond 
salesman; neat appearance ; highest of 





references... Address “M., 2988,’ care 
J C-K. 

enemas 

CONTROLLER, now employed by out- 


i retail installment chain, de- 
ne omy: Rate to organization offering 
more responsibility and demanding 
more initiative; thorough knowledge of 
manual and machine systems, merchan- 
dise controls, budgets, etc. Address “E., 


9981,” care J C-K 


. = —————————— 


—_—_———_— 


SALESMAN-manager, with broad sales 
and administrative background in re- 
tail credit jewelry, will assume or as- 
sist management; remuneration to be 
determined by my _ intelligence, sales 
ability and results obtained; will make 
moderate investment in going business. 
Address “S., 2955,” care J C-K. 





—— 


HERE is opportunity for progressive con- 
cern to gain services of highly con- 
scientious, ambitious, personable young 
salesman, desiring connection with 
future; will start in any position where 
above qualities are needed and will be 
appreciated in regard to advancement. 
Address “L., 2960,” care J C-K. 





TOPFLIGHT jewelry man now avail- 
able; complete Knowledge of in- 
stallment jewelry business, buyer, 
merchandiser, credits, collections, 
sales promotions and general man- 
ager; 12 years with large New York 
chain. Address “R., 2638.” care 
J C-K. 


WATCHMAKER, Swiss trained, desires 
position; 380 years’ experience on all 
makes and sizes of watches; can take 
charge of complete watch repair de- 
partment; 48 years of age: married: 
three children; best references and 
background, pleasing appearance and 
personality: industrious, conscientious. 
Address “M.T., 3014,” care J C-K. 








CREDIT jewelry manager, over 20 
years’ experience, knows every con- 
ceivable phase; credit and collection 
supervision; sales force manage- 
ment and the technique of mer- 
chandising, advertising and display; 
will also consider part ownership. 


Address “C., 3002,” care J C-K. 





a 





WATCHMAKER ; 15 years’ experience, 
desires permanent position; Bowman 
graduate; married, with one _ child; 
front man, experienced in salesmanship 
of watches and repair service: experi- 
enced on timing machine; have own 
tools and material; can do ring sizing; 
salary $100 a week, or will consider 
concession basis. Address “A., 2895,” 
care J C-K. 


a 


JEWELRY designer and modelist of 
reputation, experienced on all types of 
Jewelry, gold, platinum, rhinestones, 
brass: thoroughly trained with every 
process of manufacturing, stones, costs, 
etc.; high creative abilities and prac- 
tical man making own models; desires 
position with well established and 
progressive firm; New England pre- 
ferred ; first class references. Address 
Y., 3007,” care J C-K. 














ALL around jewelry store man with 
executive ability, experienced in sell- 
ing, advertising, window trimming and 
showcard writing: certified watch- 
maker, engraver, diamond setter and 
job estimator, desires position as man- 
ager, assistant manager, or will con- 
sider any attractive offer with a future; 


wish to locate permanently in South: 
excellent references; age 35; two 
children. Address “P., 2887,” eare 
J C-K 





DIAMOND man; 30 years’ experience at 
old mine and polished 
diamond cutting 


buying rough, 
diamonds; practical 
and polishing; diamond assorting and 


picking for mounting and loose diamond 
with a 
reputable, establishment firm at a rea- 


sales; desires employment 


sonable salary; enjoy good health, 


character and personality; prefer New 
but would relocate for 
Address 


York location 
a fine opportunity; veteran. 
“B., 2975,” care J C-K. 





ATTENTION Southern California, else- 
where; contract only; can you use a 


man, who knows how to move goods, 
bring in new accounts under competi- 
tive conditions; age 38; married; 19 
years’ experience cash, credit jewelry 
business, including buying, merchan- 
dising, credit advertising, etc.; top 
salesman; diamond expert; pleasing 
personality; gets things done: depend- 
able, honest; desires connection with 
reliable firm, with future: references. 
Address “E., 2898,” care J C-K. 


DISPLAY director available;  thor- 
oughly versed in every phase of re- 
tail credit jewelry business, design- 
ing and creation, window and _ in- 
terior installations, seasonal and 
monthly trims; 25 years’ of experi- 
ence; last 20 years with outstanding 
chains; can assume complete charge 
of department; photos of past in- 
stallations and further details upon 
request; middle aged; married; 
best of references. Address “P., 


2919.” care J C-K. 


JEWELRY merchandise man; not just a 
buyer, but one thoroughly versed in 
chain jewelry buying and merchandis- 
ing for the greatest amount of turnover 
and profit possible, proven ability to 
sense buying and merchandising trends 
and ability to create jewelry and watch 
promotions for increased store traffic; 
my capability and background, in this 
field, is proven by more than 12 years’ 
experience with one of the larger chains 
of credit jewelry stores: desire connec- 
tion with a progressive firm where a fu- 
ture will be assured, commensurate 
with my ability to produce; references: 
will go anywhere. Address “A., 2725,” 
care J C-K. 














Lines Wanted 








PACIFIC coast salesman requires a 20% 
line; must be strong: finest references. 
Address “P., 2962,” care J C-K. 





PACIFIC Coast representative, seasoned 
salesman, seeks strong high grade watch 
and/or clock line: volume assured. Ad- 
dress “A., 2926,”’ care J C-K. 





WHOLESALE: general line for south 
and southeast: want active accounts 
by reputable house. P. O. Box 1120, 


Santa Fe, N. M 





AM open for reputable connections, to 
sell jobbers and large users, Pacific 
Coast territory. J. S. Alexander, 305 
W. Sth St., Los Angeles, Calif. 





DIAMONDS, loose and set, watches, watch 
attachments, to sell to retail stores: 


showroom in Miami; covering south- 
eastern States. Address “C., 2870,” 


care J C-K. 








_ 


am a volume producer; I want a top 
line for the wholesale and/or retail for 
Pacific Coast territory; prefer sterling 
or silver plate. Address “T., 2964,” 
care J C-K. 











WEST COAST representative desires first 
class line; must be strong, and if pos- 


sible show expense account; volume 
producer. Address “R., 2963, care 
Ss Com. 





DO you need a first class representative ; 
I desire a first class sterling or silver 
plated line; assiduous coverage of West 
Coast territory guaranteed. Address 
“C., 2927,” care J C-K. 





I wish to represent nationally advertised 
good watch line in Bay Area and north- 
ern California; have excellent follow- 
ing and office in San Francisco. Ad- 
dress “D., 2980,” care J C-K. 

PACIFIC Coast representative, with fol- 
lowing second to none, desires line of 
better grade jewelry, rings or watches; 
commission basis. Address “M., 2830,” 
care J C-K. 





OLD established, manufacturing jew- 
eler, with salesmen covering state of 
Michigan, desires a kindred line to 
sell on strictly commission basis. 


Address “*D., 2904,” care J C-K. 

SALESMAN ; experienced, open for manu- 
facturer’s line; wide acquaintance 
among watch importers, jewelry and 
material jobbers, New York and the 
East. Address “D., 2848,” car. J C-K. 


DIAMONDS; melees and larger sizes, 
also baguettes, wanted by reliable, 
well established West Coast whole- 
saler. Address “R., 2920,” care 
J C-K. 


PACIFIC Coast salesman; have covered 
better stores for over 20 years; desires 
factory line of platinum or 14kt. jewel- 
ry: commission basis. Address “K., 
2829,” care J C-K. 


SALESMAN, now carrying reputable 
gold and platinum mounting line 
to jobbers and wholesalers on East 
coast, wants non-conflicting line. 


Address “L., 2884,” care J C-K. 


WEST COAST representative requires a 
high grade manufacturer’s line; able 
to influence and maintain important 
business volume; only those with qual- 
ity goods should answer. Address “E., 
2928,” care J C-K. 

SALESMAN, experienced, personable, 
large retail department store following, 
New York State, New Jersey; entertain 
wholesale, manufacturing line, full, 
part representation. Address “L., 3010,” 
care J C-K. 























SALESMAN: interested in a manufac- 
turer’s high class 14K line of bracelets, 
brooches and rings; price no object, 
but quality is. Address “Circular 137,” 





Room 1415, Heyworth Building, Chi- 
cago 2. 
SALESMAN; formerly with major 


watch line, interested in obtaining 
strong jewelry line for Pacific Coast 
territory; excellent references; con- 
tacts with leading outlets in area. 


Address “K., 2915,” care J C-K. 


SALESMAN: with big following in Cali- 
fornia, Arizona and New Mexico, wants 
good factory lines, particularly gold 
and platinum mounting line, and gold- 
filled jewelry line. Address “L., 2916,” 
eare J C-K. 








ANTIQUE reproductions in gold rings, 
earrings, brooches, cluster rings, 
ete.; wanted by Pacific Coast whole- 
saler; must be exclusively designed 
and well made. Address “T., 2921,” 
eare J C-K. 





CUBA: solidly established agency; high- 
est business, banking references; in- 
terested lines, solid gold gifts, porce- 
lains, glassware; commission; exclusive 
arrangement; when replying mail cata- 
log illustrations, prices. Antonio, Apar- 
tado 1270, Havana, Cuba. 





(Continued on page 234) 
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(Continued from page 233) 


JOBBING items wanted; well known sta- 





AGGRESSIVE sales force, covering north- 
west territory, centrally located show- 
room, top references and credit rating 
available; desires factory or imported 
gift and jewelry lines direct to re- 
tailers, on commission basis. Address 
“J., 2914,” care J C-K. 





SALESMAN, with 20 years’ experience in 
territory Maryland to Georgia, selling 
better jewelry and department stores, 
extensive following; producing ability; 
guarantees excellent business to right 
line or lines of quality merchandise, 
competitively priced, with territory pro- 
tected. Address “D., 2897,’ care J C-K. 





MANUFACTURERS’ agent, with San 
Francisco office, is open for good fac- 
tory line; watch attachments or popu- 
lar priced jewelry preferred; estab- 
lished following among Pacific Coast 
wholesalers; can furnish business and 
financial references. Address “V., 3017,” 
care J C-K. 





SALESMAN; has a following Pittsburgh 
West and all of South for fancy dia- 
mond watches, diamond chokers and 
bracelets, single stone and dinner rings 
in platinum and gold; should be priced 
to sell mounted and unmounted. Ad- 
dress “Circular 136,’ Room 1415, Hey- 
worth Building, Chicago 2. 





AGGRESSIVE, sales organization, with 
showroom in Merchandise Mart, and 
men covering midwest states, desires 
fancy goods or gift lines for depart- 
ment stores, jobbers, retailer and 
premium trade; action assured. Ad- 
dress “Circular 139,’’ Room 1415, Hey- 
worth Building, Chicago 2. 





MANUFACTURERS’ sales agent de- 
sires representative line, selling 
jewelry wholesalers; established San 
Francisco offices; full coverage 
Pacific Coast; experienced; excel- 
lent following; trade and financial 
references furnished. Address “C., 


2727,”’ care J C-K. 





TOP line of ladies‘ stone and fancy rings, 
from reliable manufacturer; selling 
only top jobbers and large credit jewel- 
ers; [I am now carrying emblem and 
gent’s rings with following among best 
jobbers and chain operations covering 
all territories. Address “Circular 135,” 
— 1415, Heyworth Building, Chi- 
cago 2. 





WHOLESALER 1 seeks contact with 
manufacturers of fine ring mount- 
ings in platinum and gold, platinum 
watch cases and attachments, hand 
carved wedding rings and other at- 
tractive items. Address “V., 2922,” 
eare J C-K. 





NATIONALLY advertised lines for Cali- 
fornia, Oregon, Washington, Arizona; 
firms giving draw against commission 
can avail themselves of representation 
with two top grade salesmen having 
excellent following; have _ established 
Los Angeles office; best references. 
Cohen & Groll, 1081044 Lindbrook Drive, 
Los Angeles 24, Calif. 





DIAMOND loose goods; Chicago, mid- 
west; to carry loose diamonds on 
memo from importer, manufac- 
turer; cutting from 20 points to ap- 
proximately one carat; competitive 
prices. Address “Circular 141,” 
Room 1415, Heyworth Building, 
Chicago 2. 


tionery, leather goods manufacturer, 
with sales organization of eight repre- 
sentatives, traveling throughout’ the 
United States, and two permanent 
showrooms, is seeking additional items, 
on jobbing basis, to add to their line; 
interested in numbers that are primar- 
ily suitable for gifts, stationery and 
leather goods _ stores. Address “H., 
2006,” care J C-K. 





DO you want representation in Ohio and 


West Virginia; we are well rated, good 
financial position, have beautiful display 
room and experienced personnel; two 
salesmen cover territory completely by 
car; present lines, mountings, wedding 
rings, special order work, jewelry find- 
ings; we want non-conflicting lines, 
commission basis; have large number 
accounts and acquainted with hundreds 
of more retailers. Address “W., 2923,” 
care J C-K. 





DISTRIBUTOR of 


watch accessories 
and jewelry who has active connections 
with the best wholesale houses in Los 
Angeles and San Francisco which, in 
turn, cover the entire state of California 
and surrounding territory, is open to 
undertake the representation for one or 
two additional lines from manufactur- 
ers who have a prestige product, price 
controlled, and who are desirous of de- 
veloping sales in this particular market 
through legitimate wholesale channels; 
commission basis; references. Address 
“P., 2990,” care J C-K. 





Side Lines 








SALESMAN, experienced, to carry quality 


platinum line of watch cases, rings, 
bracelets; cover New York, New Eng- 
land. Address “A., 3021,” care J C-K. 





SALESMEN; with drawing account, our 


proven repeat side line items offer an 
opportunity for extra commissions; all 
territories open. Address “Y., 2893,” 
care J C-K. 





WATCH salesmen, to sell highly styled 


Swiss watches at competitive prices; 
drawing against commission; state ter- 
ritory desired. Yormark Watch Co., 129 
W. 46th St., New York. 





SALESMEN; California, especially San 


Francisco Bay area, for phenomenal 
automatic cleaning machine; already 
in use and recognized. Address “D., 
3003,” care J C-K. 





SALESMEN;; all territories, with es- 


tablished retail store following, to 
carry short, single tray of unusual 
hand carved 14K wedding rings. 
Address “A., 3000,” care J C-K. 





MANUFACTURER wants salesman; Pa- 


cific coast territory; sell jobbers and 
wholesalers; popular priced line ladies’ 
mountings and wedding rings in 14kt 
gold and platinum; commission basis. 
Address “D., 2877,” care J C-K. 





SALESMAN, for southeastern states, to 


represent manufacturer of complete 
line of emblem rings and pins, diamond 
rings, mountings, and colored _ stone 
rings; no objection to non-conflicting 
side-line. Address ‘“W., 2951,” care 
J C-K. 











WANTED: salesmen calling on jewelry 


stores who wish to add a profitable side 
line in handling our all new fine quality 
shadow box, especially designed for dis- 
playing jewelry; all territories now 
open. Northern Mill & Turning Co., 
3524 Martens St., Franklin Park, IIl. 





JEWELRY salesman, with retail follow- 





ing, carry profitable side line of na- 
tionally known and our own assembled 
merchandise; excellent opportunity for 
watch, ring, box salesman to increase 
income; commission; state particulars. 
Address ‘“J., 2943,’ care J C-K. 








| 
| 
| 
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SALESMAN wanted, by manufa 





ee ¢ 
ladies’ and gent’s stone rings a of 


and 10K ladies’ gold diamond monat 
ings and crosses, to the jobbers oan 


chain stores, on commission basis - , 
cago and vicinity ; also man for Basie 
Coast. Address “L., 2949,” care J CK 





MANUFACTURER, 


: wants = salesme 
with established trade, to carry line 


of highest grade rosaries, to retail 
jewelers and department stores. 
commission basis; give full particu. 
lars in first letter. Address “R 
2954,” care J C-K. \ 








~ rcs. 


SALESMAN, with following among bet. 


ter jewelry, department and gift stores 
to represent importer of exclusive line 
of fine Swiss eight days 7J and 15] 
guaranteed alarm clocks, as side line: 
Chicago and Midwest, Southern terri’ 
tories ; commission. Address “V., 289] ” 
care J C-K. . 





Se 


MANUFACTURER, since 1920, com. 


pact line better quality wedding 
rings, platinum mountings and fyll 
line of colored stone guard rings; 
requires representatives South, Mid. 
west and West. Address “‘A., 2804,” 
eare J C-K. 





SALESMAN; established men with fol- 


lowing to represent manufacturer ; line 
of sterling and plated rosaries for the 
retail and department store trade; this 
is an excellent side line for men with 
non-conflicting lines; liberal commis- 
sion; write giving full information. 
Address “B., 2869,’’ care J C-K. 





SALESMEN;; long established concern 


offers profitable, complete side lines 
of popular priced diamond rings, 
plain and engraved wedding rings, 
to men with established retail fol- 
lowing; inquiries treated with ut- 
most confidence. Address “G,, 


2875.’ care J C-K. 





SALESMAN: manufacturer of sterling 


silver novelties and outstanding baby 
line; sold nationally ; popular with lead- 
ing jewelers and throughout jewelry 
trade; proven volume sales to depart- 
ment stores; only top notch salesmen 
with strong following; good territories 
open; commission basis. Address “N.,, 
1253,” care J C-K. 





LEADING manufacturer of tarnish 


preventing rolls and bags; item car- 
ried in every silverware department 
and jewelry store; wants to add a 
few salesmen; protected territory; 
high commission; our price list leads 
the field. Address “F., 2650,” care 
J C-K. 








SIDE line salesmen; aggressive, experi- 


enced, to represent progressive N.E. 
manufacturer; new patented repeat, 
essential to jewelers, department, gift, 
chains; very liberal commissions ; excel- 
lent endorsements largest stores; many 
protected territories available ; furnish 
confidential resumé. Address “F., 2753, 
care J C-K. 





SALESMEN;; to represent a line of in- 


ternationally famous Swiss watches; 
the recent development of a revolu- 
tionary invention has made this line 
of vital interest to every jeweler; 
should have non-conflicting lines 
and a good following among retail 
jewelers; nearly all territories open. 


Address “V., 2965,” care J C-K. 














SIDE line salesman wanted to cover state 


of Texas, other territory also open, to 
earry excellent line of popular priced 
rhinestone necklaces, pins and featur- 
ing a proven well accepted line of ear- 
rings; you can sell every account; also 
your choice of nationally advertised 
general jewelry lines; excellent com- 
missions: give full details. Address 
“K., 2930,” care J C-K. 
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1 
Help Wanted 




















ITED, two A-l watchmakers ; per- 
Weatage basis only. Address “T., 1460, 
eare J C-K. 
nas ers - 
NTED, A-1 jeweler, who can repair 
“oa set stones. Address “V., 1461, 
eare J C-K. ee 
VATERIAL man, experienced; New 
“ot City offices; give references ; state 
experience and salary expected. Ad- 
dress “F., 2899,” care J C-K. 
EXPERIENCED salesman, for. credit 
jewelry store; permanent position. 
Winters Jewelry, 120 N. Broadway, 


Wichita, Kans. 








“\]T.ESMEN ; two; one for Pacific Coast, 
= for middle west; to carry line of 
14K mountings to wholesalers, and 


arge chains; reply fully in strict con- 
Sdence. Address “P., 2935,” care J C-K. 





WANTED watchmaker, first class, work 
in retail store; air conditioned shop; 
permanent position; state qualifications, 
salary expected. Schneider’s, 290 Wall 
St., Kingston, N. Y 


COMBINATION jeweler-engraver, experi- 
enced, for fine store in city of 60,000; 
good salary; splendid working condi- 
tions. Address, Carpenter-Matthew, 
Jewelers, Asheville, N. C. 








JEWELER and setter on special order 
work, platinum and gold; large south- 
ern trade shop; 40-hour, five day week ; 
guaranteed year around job. Address 
“S., 2482,” care J C-K. 





WATCHMAKER for Florida; 80-20 deal; 
must be excellent workman, able to size 
rings ; have all equipment, tools and ma- 
terial; no others need apply; position 
open immediately. Address “J., 2879,” 
care J C-K. 


JEWELRY salesman, with a _ non-con- 
flicting line, to represent a manufac- 
turer of wedding rings, mountings and 
mounted diamonds; strictly commission 
basis; mention the State you cover. 
Address “X., 2946,’’ care J C-K. 








SALESMAN; to travel Texas, Louisiana 
and New Mexico; general line jewelry, 
diamonds and silverware ; top lines only ; 
give full details first letter; our travel- 
ers know of this ad. Address ‘“M., 
2932,” care J C-K. 

JEWELRY chaser, possessing some 
knowledge of die work and able to take 
care of his own department; position 
pays a salary and also a bonus for his 
i Address “M., 2945,” care 








SALESMAN for long established retail 
jewelry store in a middle west city of 
200,000 population ; we desire a younger 
man experienced in diamond and gen- 
eral selling; state age and experience. 
Address “T., 2937,” care J C-K. 


$100 week. 














jeweler, setter, engraver, 
wanted at once; must be first class 
workman; sober: reliable: permanent; 
no layoffs; top retail store, a Texas 


city of 25,000: ean 
Address “‘S., 


SALESMAN, with following among 
jobbers, and wholesalers to carry 
ladies’ mountings and wedding 
rings on east coast; men with proven 
ability only need apply. Address 
M., 2885,” care J-C-K. 


supply nice home. 
2801,” care J C-K. 











EXPERIENCED salesman wanted for 
mid-west to carry a line of ladies’ fine 
14K gold watch bracelets, earrings, 
clips and brooches; resident of Chicago 
preferred; send references with letter 
to, “Client” Rock Advertising Agency, 
1165 Broadway, New York Bs Bee Be 


J EWELRY salesmen; experienced 
with retailers; old, reliable mar- 
casite and sterling firm; several ter- 
ritories; details confidential; com- 
mission monthly. Address “A., 


3020,” care J C-K. 














EXCEPTIONAL opportunity; nationally 
known diamond ring house wants sales- 
man with established following in re- 
tail jewelry stores; must have car; 
liberal drawing against commission; 
all information kept in strict confidence. 
Address “J., 2882,” care J C-K. 





SALESMEN wanted; by nationally 
known watch importer, to carry line 
of popular priced watches; no ob- 
jection to non-conflicting lines; 
10% commission; advise territory; 
strictly confidential. Address “N., 


2934.”’ care J C-K. 





NEW YORK manufacturer of fine plat- 
inum mountings, seeks experienced 
salesmen with following among jobbers; 
must have A-l1 references; territories 


open; eastern states and middle west; 
commission basis. Address ‘‘W., 3018,” 
care J C-K. 





EXPERIENCED diamond setter and 
all around jeweler capable of doing 
special order work; modern shop 
and equipment; located in Indiana; 
permanent position; attractive sal- 
ary; furnish references. Address 
“B., 2902,” care J C-K. 





SALESMEN; opportunity to carry line of 
14K gold die-struck wedding rings, hand 
chased and plain, priced right, to sell 
to retail jewelry stores on commission 


basis; we run over 150 different num- 
bers; send references with letter. Ad- 
dress “A., 2256,” care J C-K. 





MODERN watchmaking; learn watch- 
making the better way; save time; 
complete courses in jewelry making, 
diamond setting, engraving; write 
for catalog. Kansas City School of 
Watchmaking, Dept. C., Admiral & 
Tracy, Kansas City 6, Mo. 

SALESMEN ; experienced only, calling on 
retail jewelers and watchmakers, for 
one of New York’s leading watch mate- 
rial and jewelers’ supply house; could 
also carry allied lines; commission 
basis; replies confidential; several ter- 
ritories open. Address “A., 2868,” care 
J . 








SALESMEN wanted to carry high class 
line of gold and platinum wedding 
rings, for old established house; liberal 
commission and exclusive territories; 
selling principally to better class retail 
jewelry stores; south and other terri- 
tories; state territory. Address “H., 
2737,” care J C-K. 





SILVER plated hollowware manufacturer 
of complete promotional line, seeks ex- 
perienced top notch silver salesman, 
carrying non-competing lines, in south- 
east; we have right items, right prices, 
right merchandising; need right man: 
10% commission. Modern Silver, 270 
Green Ave., Brooklyn 5, N. Y. 





SALES representative; to carry our line 
of the finest, nationally advertised 
Swiss watches: territory open, Western 
Coast, Texas and surrounding area; 
possibility establishing branch office; 
must have great following; commission 
basis; write particulars. Address “M., 
1820,” care J C-K. 





SALES representative with retail trade 


following, for manufacturers of fine 
costume jewelry, in gold filled and 
sterling, also automatic cigarette 
lighter; choice of territories open; 
generous straight commission; reply 
in full detail. Address “C., 2903,” 
eare J C-K. 





SALESMEN wanted, with following 
among retail jewelers, to carry a line 
of 10 and 14K gold jewelry; one for 


the midwest territory and one for the 
southern and _ southeastern territory; 
10% commission; give complete  in- 
formation and_ references. Address, 
B. & B. Co., 11 Marion Place, Newark 
a. Pa as 























ee 





DIAMOND jobbers-wholesalers, Mid- 
west-South, to carry loose diamonds 
on memo, from manufacturer cut- 
ting from 20 points to approxi- 
mately one carat; competitive 
prices; only rated firms, or with 
highest trade references reply. Ad- 
dress “B., 2383,” care J C-K. 


OPPORTUNITY for first class, experi- 
enced watchmaker and clock repairer 
for the summer; terms; income from all 
watch and clock work with no overhead 
business expenses as rent, light, tele- 
phone; exclusive Maine summer resort; 
tools and materials necessary; refer- 
ences required. Address “H. J. Co 
2998,” care J C-K. 


DEALER; established in China, wishes 
to appoint represenfatives for sale 
of jade stones, unset, to manufac- 
turing and retail jewelers; prepared 
to furnish capable and reliable sales- 
men with limited stock against bank 
or other acceptable guarantee. Ad- 


dress “B., 2865,” care J C-K. 


SALESMEN ; costume jewelry, established 
manufacturer, highly styled rhinestones, 
prong-set; line that gets reorders, seeks 
salesmen with following, jewelry and 
specialty stores; excellent territories 
open and protected; high commission ; 
references; no objection to non-con- 
flicting line. Box 1258, New York 8, 


a 7 . 


JEWELRY salesmen for Mid-west and 
west coast; unusual opportunity to 
take over active accounts, with dis- 
tinctive and successful line of 14K 
jewelry; must have connections in 
the finest retail and department 
stores; furnish references and ex- 
perience. Address “P., 2625,” care 
J C-K. 


SALESMAN wanted; by well known 
manufacturer of gift and novelty line, 
to cover leading department stores and 
finer jewelers; line well known through- 
out the country for past 18 years; ter- 
ritories open; commission basis; give 
references and full background in first 

















letter: answers will be held strictly 
confidential. Address “G., 2912," care 
J C-K. 





WANTED, qualified men and women 
store managers; must be settled and 
willing to take responsibility; have 
openings in both large and small 
units; applicants will be considered 
according to ability; furnish com- 
plete background in first letter to 
Mr. Oliver A. Jenkins, Duval Jewel- 
ry Company, Jacksonville, Fla. — 


SALESMEN; silver plated hollowware ; 
well acquainted with better jewelers, 
department stores; men who live in 
their territories, with car, to represent 
well known manufacturer of better 
grade plated ware; doing business with 
the important concerns in the terri- 
tories: west coast, south and small 
towns in middle west; commission. Ad- 
dress “W., 2995,” care J C-K. 


WATCHMAKER wanted for good, old 
established and leading store in 
southwest Texas city; must be first 
class workman and capable of han- 
dling railroad inspection; perma- 
nent position ; air conditioned store; 
send full references and details, on 
self, with application. Address “F., 
2823.” care J C-K. 




















SALESMEN wanted; one of the largest 


silver manufacturing concerns in the 
middle west wishes to contact a live 
wire salesman, with a good following, 
to carry a line of sterling silver hollow- 
ware and novelties, for the better class 
of stores only: we want a man who 
is interested in becoming a member of 
this firm. Address “Circular 138,” Room 
1415, Heyworth Building, Chicago 2. 





(Continued on page 236) 
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HELP WANTED—Continued 








(Continued from page 235) 


JEWELER; between 35 and 45 years of 
age, who possesses a thorough knowl- 
edge in the manufacturing of jewelry 
in platinum and gold and capable of 
manufacturing a product of the better 
line, as well as taking charge of a shop 
of about 15 people; must be an A-l1 
mechanic; position pays a salary, plus 
a share of the profits; give information 
rt cee Address “J., 2944,” care 














MANUFACTURER wants 
salesman, with car, to call on retail 
jewelry stores, with delivery line of 
ladies’ and gent’s 14K and 10K birth- 
stone rings, diamond rings and wedding 
rings; also 14K crosses; drawing 
against commission; Chicago vicinity, 
and salesman for San Francisco; other 
territories open; no objection to carry- 
ing non-conflicting lines; give full par- 
ticulars. Address “K., 2948,” care J C-K. 


experienced 











EXPERIENCED salesman, now travel- 
ing Illinois, Iowa and Missouri, who 
has some established accounts to add 
to the over 200 accounts we now have 
in the territory; manufacturer of a 
well-known and advertised line of la- 
dies’ and men’s matched wedding ring 


sets ; men’s stone rings and diamond 
rings ; liberal commission. Address 
“Circular 125,” Room 1415, Heyworth 


Building, Chicago 2. 





WATCH salesmen, with good follow- 
ing among retailers, wanted by es- 
tablished importer for fine, but 
popular priced, complete Swiss 
watch line; liberal commission; no 
objection to non-conflicting line; 
for west coast and mid-west, Ohio, 
Michigan, Kentucky, Missouri, In- 
diana and other states; existing ac- 
counts will be turned over; state 
details in confidence. Address “P., 
3013,” care J C-K. 





EXCELLENT opportunity for experienced 
jewelry salesman, to associate himself 
with a leading Chicago wholesale jewel- 
ry company, carrying a complete line 
of nationally advertised jewelry, silver- 
ware, clocks, diamonds and watches; 
requires a man who has covered mid- 


western states and is familiar with 
trade in this territory; this position 
not only offers a grand opportunity, 


but permanency and substantial earn- 
ings as well; advise age, marital status, 
experience and_ references. Address 
“Circular 140,” Room 1415, Heyworth 
Building, Chicago 2. 





WATCHMAKER, capable of manag- 
ing watch repair department; com- 
petent and reliable, having good 
habits; top salary for qualified man; 
excellent future with reliable store ; 
write, stating full particulars, in- 
cluding training, when and where 
obtained, positions held, references; 
only first class watchmakers need 
apply. L. Williams Co., 110 Stone 
St., Watertown, N. Y. 





RETAIL jewelry manager familiar 
with successful credit operation; 
' must have experience in sales force 
management, merchandising and 
promotions, credits and collections, 
display and advertising, capable of 
expanding credit business; one of 
the leading and best located stores 
in Miami, Florida; give full in- 
formation as to experience and 
capabilities; replies will be held in 
strict confidence. Address ‘“W., 
2966,” care J C-K. 




















SOUTHERN and Southwestern sales- 
man; salary, traveling expenses and 
commission paid; must have good 
following among retail jewelers; old 
established manufacturer of dia- 
mond engagement and _ wedding 
rings, has an opening for conscien- 
tious man to travel with a delivery 
line; opportunity for larger earn- 
ings; write in detail giving past ex- 
perience; correspondence will be 
held in confidence. Address ‘“P., 
2833.”’ care J C-K. 





EXPERIENCED watch salesmen; we 
are sole distributors of one of the 
most efficient Swiss watch factories; 
more than a million of our uni- 
versally known watches are in use 
in the U.S.A.3; our watch line con- 
sists of almost 100 attractive models 
from 5” to 17”; we also carry self 
winders 11%L at competitive 
prices; we offer a fair commission 
and an extra premium on new ac- 
counts; drawing account on agree- 
ment; applicants must have own 
automobile; all states open with the 
exception of Washington, Oregon, 
Idaho, Montana, Wyoming, Dakotas, 
Minnesota, Iowa, Pennsylvania, New 
York and New England; no objec- 
tion to non-conflicting side _ lines. 


Address “H., 2913,” care J C-K. 


ee NENT EE ANNE AMMEN RET 
For Sale 


Stores. Stocks and Businesses 


store: small; excellent op- 
for watchmaker; low rent; 
small town, Pennsylvania, 135 miles 
from New York: Watchmaster; lease. 
Address “T., 2993,” care J C-K. 


JEWELRY 
portunity 


NO finer 
all top lines in silver, china and crystal ; 
Hamiltons, Longines, etec.; must dis- 
pose of before Christmas. Address “Y., 
2925,” care J C-K. 


JEWELRY store, stock and fixtures, in 
fastest growing city in southern Cali- 
fornia: modern store, good clean mer- 
chandise: low rent, lease; center of 
business district: approximately $8,500. 
Address “D., 2881,” care J C-K. 





JEWELRY and optical store; cash and 
credit, Newark, N. good location ; 
rent reasonable; $24,000 complete; ar- 
range terms; owner must sell because 
of ill health. Address “F., 3005,” care 
s CR: 


ATTRACTIVE office ; showroom furnished 
with safe, fixtures, etc., for sale; oc- 
cupied by a jewelry wholesaler in the 
Maiden Lane, New York district; ask- 
ing low price for this desirable office. 
Address “H., 2878,’’ care J C-K. 





credit store in 


FINE, modern cash and 
business, in- 


middle west, good going 
ventory $85,000, accounts’ receivable 
$30,000; reason is sickness; will con- 
sider a good experienced partner. Ad- 
dress “V., 2994,” care J C-K. 








ENGRAVING shop: long. established ; 
one-man shop, fully equipped, in heart 
of city in New Jersey; annual income 
$9,000 to $10,000; very reasonable rent ; 
selling because of ill health; $3,000. 


Address ‘“‘M., 2917,” care J C-K. 





UNUSUAL opportunity ; watch and jewel- 
ry repair business, southern California, 
well established, fully equipped; plenty 
of work at good prices; worth many 
times price asked; retiring. Address 
“*N., 2918,” care J C-K. 





stock and fixtures in Florida; 





| 


' 
| 
j 





PAWNBROKER’S | store, at 
owner leaving city 
best downtown Washington, p 
location, near government buildj 
and next to bus terminal: 15 , o 
feet; low rent; priced to sell, $28 PR 
Address “C., 2896,” care J C-kK ' 0 


Sacrifice - 
due to ill healt: 





JEWELRY and silverware store, easter, 
Long Island, established 50 years: fe 
location, long lease; low rental]: cle _ 
nationally advertised stock: option’ 
room; plenty of repairs; requires “te 

25,000. Address “E., 2649,” care 
J C-K. " 





Se 

JEWELRY plant; gold and platinum rin 
manufacturing factory; modern equin 
ment; capable of turning out 1000 
rings per day; tremendous assortment 
of designs; leaving for Arizona; quick 
sale; no rent. Address “D., 2699,” Care 
J C-K. 


RETIRING; jewelry store, finest location 
county seat in Long Island, 8&5 miles 
from New York; good lease; nationally 
advertised jewelry, watches, clocks 
silverware; complete watch repair de. 
partment ; inventory approximately $29. 
000. Address “F., 2810,” care J CK’ 





JEWELRY, watch repair, $2,500; in 
business center San Francisco; ex. 
cellent for watchmaker and wife; 
adaptable for sales and/or repairs; 
inventory reduced to suit or on 
memorandum. Address “H., 2738,” 


care J C-K. 


FOR SALE; fine jewelry and silverware 
store, established 30 years, same loca- 
tion; Hamilton, Elgin, Gruen, Longines, 
Sheaffer, Parker, silver and other lines: 
located Orange County, California: 
population 15,000; good location and 
lease; low rental; $20,000 will handle. 

K. 








Address “R., 2992,’’ care J C- 


JEWELRY store, long established, 59 
mile radius of Los Angeles; excellent 
cash, credit business; owner must re- 
tire because of health; very clean 
stock; all nationally advertised mer- 
chandise; inventory about $8,500; home 
for rent, if desired. Address “E., 2607,” 
care J C-K. 

sale, 


JEWELRY factory for many 
years established; manufactures a 
very fine and well known product; 
wonderful opportunity for one, two 
or more partners; will require a 
down payment of approximately 
$100,000; owner wishes to retire, 











due to age. Address “L., 2947,” 
eare J C-K. 
FOR SALE: established jewelry store 


located at county seat, in rich farming 
and coal mining district near Pitts- 
burgh; trade area includes over 20,000, 
with 1948 gross sales over $50,000; 
modern store and fixtures, with good 
clean stock and good repair business; 
will sacrifice stock, fixtures, accounts 
receivable and equipment for, $30,000. 
Address “G., 2900,” care J C-K. B 

ESTABLISHED jewelry store; 20 years 
same town in Connecticut; population 
15,000; excellent location, next to post 
office, near bank; carry most popular 
brand watches and jewelry ; good watch 
and jewelry repair department; long 
lease, low rent, which includes separate 
living quarters near store; will sell 
rood will $3,000. Address ‘A., 2878,” 
care J C-K. 

JEWELRY 
California’s 
over 40,000 
years in same 


Southern 


store in one of 
cities of 


fastest growing 
population; one owner 16 
location, near Los An- 
geles; Hamilton, Elgin, Gruen and 
Parker franchises; new fixtures and 
clean up-to-date stock; store has ex- 
cellent reputation with mostly cash 
business: good lease; about $35,000 
mostly cash; owner retiring. Address 
“T., 2540,” care J C-K. - 
BEAUTIFUL store, located in best build- 
ing in prosperous growing small town, 
northeastern Ohio; good industrial pay- 
roll; heart of finest truck farm area In 
state; shopping center for numerous 


smaller communities; only jeweler in 
town; new merchandise: plenty of re- 
pairs; excellent financial statement; 
good lease; rent $48 per month; fine 
opportunity for young watchmaker; 
price $6,500. Address ‘“K., 2959,” care 
J C-K. 


ete 
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FOR SALE—Continued 


ee 

ESTABLISHED jewelry corporation, 
operating two stores in the vicinity 
of Cleveland, 60 miles radius; best 
‘ndustrial section in the country; 
managerial illness the reason for 
selling this corporation; up to date 
stock consisting of all nationally 
advertised merchandise ; wonderful 
opportunity for right party with 
cash; stock buyers don t waste your 
time and ours. For information 
write, “P., 2953,” care J C-K. 


investment, for ambitious young 
of a $45,000 value, will sacrifice for 
| $35,000 ; well established jewelry store, 
recently redecorated, new Jixtures ; 
nationally advertised franchise; low 
rent; in a progressive New England 
city; modern eight room brick home, 
fire place, three car brick garage, well 
built insulated chicken coops, garden 
tool room; very large piece land; vari- 
ety of fruit trees; no brokers; really 
interested. Address “K., 2986, care 
J C-K. 

















IN southern Arizona ; 365 days of sun- 
shine; modern jewelry store and gift 
shop, repair department; nationally ad- 
vertised merchandise; new and latest 
equipment, including Watchmaster, ring 
sizer, lathes and material cabinets ; em- 
ploying two watchmakers and a jeweler 
full time; store located in the heart of 
four valleys; U. S. Bureau of Reclama- 
tion now in process of putting several 
hundred thousand acres of arid lands 
under irrigation and cultivation; this 
is a railroad center and we are the 
authorized railroad watch inspectors; 
city’s present population about 18,000, 
drawing capacity of 40,000; located in 
city’s main business district; lease with 
low rental and option; this store is a 
proven profitable business; low inven- 
tory and a three to four time turn-over 
yearly. For further details, address “R., 
2936,” care J C-K. 


For Sale 


Tools, Equipments 











USED tools, benches, lathes, cleaning 
machines, staking tools, ete. . P. 
Gallien, 220 W. Fifth St., Los Angeles 
13, Calif. 





ED 


FOR SALE; four, plain mahogany wall 
cases; one, odd wall case; three, floor 
cases; one, pen case; cash register and 
safe. Box 1267, Decatur, Ala. 








BURGLAR proof chest, with two inner 
overlapping chests, time lock, 56 x 35 x 
394; others. Safe Export Co., 685 4th 
Ave., Brooklyn, N. Y. St 8-1861. 








ARCH CROWN celluloid and _ parch- 
ment tags, available in all colors 
and sizes; send for catalog; factory 
and office moved to 277 Halsey St., 
Newark 2, N, J. 











GRAVER tools, made particularly for 
watchmaker’s lathe, of finest hardened 
Steel, specialty treated to hold cutting 
edge; can be sharpened on fine India 
stone; made in one size only, 3/32 x 
3/32 x 2% inches long; price 75¢ each. 
Send money order to, W. W. Ellis, 17 
KE. Sharon Ave., Glendale, Ohio. 





JEWELERS’ display cards, jewelers’ dia- 
mond and watch guarantees, jewelers’ 
repair checks, jewelers’ deposit enve- 
lopes with call checks: printed supplies 
of every description. Write for samples. 
Dauer Printing Company, Manufactur- 
ers, Printing, Engravers, 31 East 22nd 
St., New_York 10, N. Y. Algonquin 
4-2174. We ship open account, parcel 


post or express to any part of the 
United States. 
































Business Opportunities 


EVERY EFFORT is made by The Jewel- 
ers Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., must 
Jurnish trade references. Announce- 
ments must pass the strict censorship 
requirements of The Jewelers’ Circular- 
Keystone. 





AUCTION sales conducted in a digni- 
fied manner; references furnished. 


Call or write, Morris Fair, 902 Gulf 
States Bldg., Dallas, Texas. 


WANTED to buy; small, established 
jewelry store with good watch repair 
business; southern location ; preferably 
North Carolina or Virginia area. Ad- 
dress “C., 2979,” care J C-K. 




















AUCTIONS successfully and ethically 
conducted anywhere in the country. 
Write or wire, Maynard Levy, 5200 
Blackstone Ave., Chicago 15. 

















JEWELRY stores wanted by chain store 
organization seeking to expand its op- 
erations; will consider every store in 
any city; all replies confidential. Ad- 
dress “J., 2740,’ care J C-K. 





GORDON Bros., oldest and largest 
cash buyers of jewelry stores and 
surplus stocks; established 1903. 
18 Province St., Boston 8. Contact 
collect. Capital 7-1728. 


STORE wanted; would like to purchase 
a jewelry store, cash or credit type 
business, with good reputation and es- 
tablished following; must be within 75 
miles of New York, in New York state. 
Address “K., 2632,’ care J C-K. 


COLMES BROS., cash buyers of jewel- 
ry stores with or without fixtures; 
we interview you at our expense in 
any part of the country; bank and 
trade references. 18 Tremont St., 
Boston, Mass. 














AUCTION for profit ; auction sales con- 


ducted anywhere in the country; the 
finest bank and jewelers references 
furnished; stocks bought. Herman 


eo 386 Fulton St., Brooklyn, 
m # 





AUCTIONEER; eight successful sales 
conducted in 1948; firm names fur- 
nished on request; all correspon- 
dence strictly confidential. Anthony 
J. Gregory, 6956 N. Ashland Ave., 
Chicago 26. 


HIGHEST cash buyers of jewelry stores, 
stocks, fixtures, good will, accounts re- 
ceivables; high type personnel: coast 
to coast; all correspondence confidential. 
National Capital Co., 545 Fifth Ave., 
New York 17, N. Y 


SAMUEL GANSBERG will buy your sur- 
plus or entire stock and fixtures or 
estates for cash; my direct outlet en- 
ables me to pay you higher prices; bank 
and trade references of the highest 
character. Write, 15-17 Maiden Lane, 
New York. Telephone, Rector 2-5928. 











AUCTIONEERS interested in liquidat- 
ing stocks profitably; we purchase 
inventories and conduct dignified 
profitable auctions; 25 years’ suc- 
cessful experience disposing of 
jewelry stocks; finest references. 
Gabriel Flutie, 310 West End Ave., 
New York City. 


AUCTIONEERS with 30 years of leader- 
ship for jewelers who care, sold for 
Feagans, Los Angeles; Ben Tipp, Seat- 
tle; Noack - Hardger, Sacramento, 
Calif.: Pfeifer Bros., Little Rock: Hal- 
tom’s, Ft. Worth, two group auctions 
for St. Louis’ leading jewelers; 10 auc- 
tions, two million dollars. America’s 
Foremost Jewelry Auctioneer, Thomas 
J. Faussett, Howell, Mich. 












































WANT to sell out, raise cash, reduce 
stock, etc.; we will conduct flat sale 
or auction, or buy your entire stock 
and fixtures for cash; have more 
than 500 letters on file from jewel- 
ers endorsing our methods of op- 
eration; highest bank and trade 
references; for immediate action 
write, wire, telephone. Earl Wilson, 
of Wilson Sales System, 424 Madi- 
son Ave., New York. Telephones 
Plaza 8-2110-2111. 





ARE you going out of business; I can 
guarantee you the cost of your mer- 
chandise with my personally con- 
ducted auction sale; no sale too 
large or too small; I will also pay 
cash for your entire store with or 
without fixtures; write for my prop- 
osition; all correspondence confi- 
dential; best of references through- 
out past 30 years. Harry Weisz, suc- 
cessor to Herman Nathan, 59 E. 
Madison St., Chicago, Ill. Dearborn 
1684. 





AUCTIONEERS V. C. Kelley and 
Harry Michelson; for over 20 years 
America’s most successful jewelry 
auctioneers; rich in experience, out- 
standing in ability; capable of han- 
dling the bigger stocks and the 
finer goods; and above all we 
possess the skill to get the most for 
your stock; recently sold over $250,- 
000 for the three following stores; 
Brackin Jewelry, Pensacola, Florida; 
Sterling Jewelry, Cincinnati, Ohio; 
Dame & Wilson, Richmond, Indi- 
ana; best of references. Write or 
wire V. C. Kelley, 6956 N. Ashland 
Ave., Chicago, III. 





MR. JEWELER, if you want to retire 
from business, or if you would like 
to get rid of your surplus stock, for 
which you paid high prices, and 
which can be replaced for less to- 
day, let me show you how it can be 
done, with one of my dignified auc- 
tions; I guarantee that there will be 
no loss and that your prestige will 
even be enhanced in your commu- 
nity; or if you want to sell your 
stock outright, I will buy it at the 
highest price; write or wire for de- 
tails; all correspondence strictly con- 
fidential; bank and trade references 
on request. M. C. Maxwell, 1429 
Boardwalk, Atlantic City, N. J. 





WOULD you like to retire from busi- 
ness, if you were given a responsible 
guarantee that your stock, accounts 
and fixtures would be sold for more 
than the wholesale cost; our service 
will secure a cash buyer for your 
store as it stands today as a going 
concern; your good-will and lease 
will sell for cash the same as your 
stock; we are not stock buyers, but 
one of the oldest exclusive jewelry 
brokers in business; unquestioned 
bank references; also references 
from clients who have used Gi ser- 
vices recently; no store too large 
or small to use this service; write 
for competent appraisals and com- 
plete details without obligation. Mc- 
Rae & Shaw, 168 N. Michigan Ave., 
Federal Life Insurance Bldg., Chi- 
cago, IIl. 





(Continued on page 238) 
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A. E. GATES & Associates, jewelry 
auctioneers; if you are retiring 
from business, or wish to reduce 
your stock, a dignified auction con- 
ducted by experts in selling jewels, 
art objects, all classes of goods car- 
ried in first class stores, with the 
ability to describe each piece cor- 
rectly and convincingly, inspiring 
the most discriminating customers 
to buy during and long after your 
auction is over; our proven ability 
of many years’ successful selling, 
for leading jewelers throughout the 
United States, will also apply to you; 
we can sell all or any part of your 
stock, quickly and profitably; write 
or wire for terms and dates. A. E. 
Gates, 580 Fifth Ave., Room 605, 
New York 19, N. Y. Tel. Longacre 
5-2157. 








Wanted to Purchase 








WANTED; Wedgwood coffee pot #C-311, 
International sterling; advise price and 
condition. Harry Thiele, Jewelers, Al- 
liance, Nebr. 


CASH for used watchmakers’ and jewel- 
ers’ tools, lathes, cleaning machines, 
staking tools, etc. R. P. Gallien, 220 
W. Fifth St., Los Angeles 13, Calif. 


HIGHEST prices for old watch move- 
ments, 0 to 18 size preferred; check 
mailed immediately ; estimate subject to 
your approval. Chicago School of 
Watchmaking, 1508 N. Milwaukee Ave., 
Chicago 47, Ill. 


CLOSEOUTS wanted for premiums and 
bargain sales; jewelry novelties, clocks, 
watches, silverware—any quantities; 
send particulars or ship what you have 
for cash offer. Federal Traders, 176 
Federal St., Boston, Mass. 


WANTED, used sterling flatware or hol- 
lowware; inactive Community plate, 
Holmes & Edwards and Rogers 1847; 
we pay for as merchandise not scrap. 
Vroman’s Silver Shop, 520 W. 7th, Los 
Angeles, Calif. 


WANTED to buy, for cash, surplus stock 
of watches, jewelry and diamonds at 
highest prices; bank references: all 
correspondence confidential; call or 
wire collect. London Watch Co., Inc., 
2 E. 45th St., New York 17, Mu 7-7743. 























Watch Work, etc., for 
the Trade 








WATCH repairing for the trade, jewel 
setting, plate and balance jewels; price 
list upon request. M. J. Gallo, 922 N. 
Plum St., Lancaster, Pa. 


WATCH repairing for the trade; price 
list upon request; work guaranteed; 
Watchmaster timed; mail orders in- 
vited. Joseph Bares, Jeweler, 4409-30th 
Ave., Astoria, L. I., N. Y. As 8-7072. 


CAREFUL, honest watch repairing for 
the trade, moderate prices; out-of-town 
or attended to promptly. I. Kunnel, 
2 47th St., New York City. Phone 
Lu 2-3163. 


L. M. MAYRHOFER; fine watch repair- 
ing for the trade; mail orders; 30 years’ 
experience ; prompt delivery. Room 324, 
4 a St., Los Angeles 13, Calif. 

u . 


BOSTON, Mass.; expert and guaranteed 
watch repairing; prompt service; rea- 
sonable price list upon request; mail 
orders invited. David Migdal & Co., 
109B Summer St. 

















COMPLICATED and plain watch repair- 
ing; chronograph cleaning $8; watches 
timed on Watchmaster, one week’s ser- 
vice. Felder’s, 1173 52nd St., Brooklyn 
19, N. Y. Gedney 6-5300. 


CHARLES KALMUS & CoO., 1751-3 Mon- 
roe Ave., New York 57, N. Y.; trade 
repairing since 1920; fast service; qual- 
ity work, timed on Western Electric 
Watchmaster; Holmes Protection. 











CAREFUL watch repairing, skilled work- 
manship; all watches checked and 
timed on Western Electric Watchmaster 
for accuracy. Frederick Lowey, 48 
48th St., New York 19, N. Y. 


SPECIALIZING in repairing chrono- 
graphs and all types of watches; all 
watches timed by the Watchmaster; 
guaranteed service. I. Altay, 22 W. 
48th St., New York 19, N. Y. 














ELECTRIC clock motors repaired like 
new; we specialize McClintock and 
Hammond motors; we also do electric 
clock repairing; send your motors or 
clocks to Ace Watchmakers, 35 S. Dear- 
born St., Chicago 3, Ill. 

EXPERT watch repairing; we specialize 
in mail order; 10-14 days’ service; all 
watches timed and tested by the latest 
Western Electric Watchmaster; time 
charts for each watch will be supplied 
upon request. L. Z. Orin, 2 Ellwood St., 
New York 34, N. Y. Lorraine 7-1261. 

WATCH repairing, for the discriminat- 
ing jeweler; weekly service; one 
year guarantee; electronically tested 
for accuracy and perfection; rea- 
sonable rates. Max Kinberg & Sons, 
1910 Arthur Ave., New York, N. Y. 
LU 3-5865. 


WATCHMAKER:;: expert; 38 years’ ex- 











perience, wishes to _ contact reliable 
jeweler who needs dependable watch 
repairing, fine workmanship, Watch- 


master timing, reasonable prices; mail 
order; handling trade work for leading 
New York City jeweler for 22 years. 
Alfred Bautze, 75 Aberdeen Rd., New 
Hyde Park Manor, L. I1., N. Y. 


FINEST watch repairing, with seven 
days, or sooner, service; all work 
guaranteed and protected to and 
from store against loss and damage; 
all watches timed with Watchmaster ; 
located in the Midwest’s most con- 
venient watch repair center. Pollak’s 
Watch Service Co., 205 Colonial 
Areade, Cleveland 15, Ohio. 


FOR the discriminating jeweler; cus- 
tomer satisfaction guaranteed with 
our watch repairs; ethical prices and 
honest work; 10-day delivery in- 
cludes three day timing, plus Watch- 
master check; further regulation 
seldom necessary for customer; 
monthly billing. Certified Master 
Watchmakers, 1604-22nd St., N.E., 
Canton, Ohio. 


TWENTY-FIVE years’ of experience 
in fine watch repairing; services 
include repair on chronographs, 
vibrate hairsprings and all types of 
complicated watch repairing; Watch- 
master machine assures accurate 
timing; work guaranteed, prompt 
delivery of three to six days; price 
list upon request. H. Spielman Co., 
9 Maiden Lane, New York 7, N. Y. 
WoOrth 4-3377. 


TWENTY-FIVE per cent discount intro- 
ductory offer; take advantage of this 
introductory offer and let us give you 
25% discount on the first five watches 
you send us; let our 17 years’ experi- 
ence prove to you that you will get 
watch repairs of the highest quality; 
we are chronograph and repeater spe- 
cialists: each watch is timed and tested 
on our Watchmaster before leaving the 
shop; member of the Jewelers Board of 
Trade; price list upon request; our 
work is good, we want you to know it; 
send us your trial order now. Perfect 
Watch Repair Service, 323 W. 5th St., 
Room 306, Los Angeles 13, Calif. 
































IMPORTANT; 














your watch repairs. 
any make, any size watch accurately 
repaired and at today’s most veasun 
able prices; we offer you the finest 
craftsmanship, fully guaranteed: 
prompt service and postage prepaid. 
for nearly a third of a century this 
has been our policy; send us a trial 
package today; prices quoted on re. 
quest. National Watch Repair (, 
727 Sansom St., Philadelphia 6, p, 





ARLE Ol SRNR NRE LAME ES SERS a 
Special Order Work and 
Repairs for the Trade 











—_——_ -— 


BEADS restrung; all style beads re. 
strung, plain or Knotted; prompt ger. 
vice ; can furnish references. Mrs. Helen 
E. Stump, 202 State St., Shillington 
Pa., near Reading. 


Lt 





FOUNTAIN pen and lighter repairing: 
experts on all makes; authorized ger. 
vice station Parker, Schaeffer, Water. 
man, Eversharp. Personal Pen (Co, 
333 Washington St., Boston 8, Mass, 








PEARLS and beads restrung; rosaries 
repaired by experts for the trade: 
right prices; prompt service; monthly 
billing. Woodman’s, 55B Eddy S&t, 
Providence, R. I. 








MOUNTINGS for cameos, brooches, pen- 
dants, earrings, etc., made to your gpe- 
cifications; free estimate; prompt ser- 

ice; satisfaction guaranteed. C. Merle 

Manufacturing Jeweler, 23] 

North St., Harrisburg, Pa. 





JEWELRY repairing, diamond setting 
and special order work for the 
trade; all work guararteed; two 
days’ service on sizing and minor 
repairs; mail orders accepted. 
Wayne Jewelry Co., 1214 Griswold 
St., Detroit 26, Mich. 





JEWELRY repairing, diamond setting, 
engraving; new stones supplied; orig- 
inal designs in colors, when estimates 
are given on_ special order’ work. 
Charles F. M. Gibbs, 38 years in the 
jewelry industry ; Gibbs Jewelry Repair 
& Art Shop, 1903 State St., Phone 2- 
9058, Harrisburg, Pa. 





SILVER and gold plating, hollow- 
ware and flatware; repairing of the 
most intricate nature on_ sterling 
and plate, for the discriminating 
jewelers from coast to coast; 
years for the trade. Oxford Silver- 
smiths Co., Repair Dept., 875 See: 
ond Ave., New York 17, N. Y. 


A 


Miscellaneous 





—EEE —_—_—————— 


JEWELRY, silverware and plastic en- 
graving taught. ; P. Hemersbach, 
Tutor, 302 Fifth Ave., New York. 


4-7572. 








WATCHMAKERS’ JOURNAL contains 
valuable information for watchmakers 


and students; send 15¢, stamps, for 
sample copy. Dean Co., 116-A Nassau 
St., New York 7, N. Y. 

















WATCHMAKERS, jewelers, engravers; 
increase your salary by taking up a 
home-study course in diamond setting 
in approximately 10 easy lessons, bo 
course developed by expert diamon 
setter, with 35 years’ experience; Tél 
erence, Jewelers Board of Trade. For 
full particulars write, Fred G. Dahlin, 
108 N. State St., Chicago 2, Ill. 
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THE PRIVATE AFFAIRS OF WALTHAM* 


A concern which has had several reorganizations and 
experimented in various methods of distribution, a com- 
pany with a line which has not had a clearly defined 
market position in relation to competitive lines, must of 
necessity call upon the “loyalty” of its dealers in asking 
them to have faith in its future. 

In making this plea for continuing loyalty, such a 
manufacturer must be prepared to share with his sup- 
porters, a sufficient amount of his otherwise personal 
affairs, to maintain their continuing faith. Not offering 
it, the manufacturer can well expect to be asked for it. 

Because the Waltham Watch Company is currently 
undergoing a reorganization in several phases of its oper- 
ation; because certain activities in connection with this 
reorganization are disturbing to the industry of which 
it is a part; because watches account for 23 percent of 
the total volume of the retail jeweler; because Waltham’s 
future methods of merchandising and distribution have 
not been announced; because the types of watches and the 
quality range of the new line have not yet been defined; 
because it is a fair assumption that the Waltham Watch 
Company will seek the support of the retail jewelry trade 
in the distribution of its products; because the company 
is now operating on a loan of $6 million of taxpayers 
money provided by our Government through the RFC; 
because of these things, the private affairs of the Waltham 
Watch Company are not theirs exclusively, but become 
important factors in the consideration which jewelers 
give Waltham in the future. 

For that reason, THE JEWELERS’ CIRCULAR-KEYSTONE 
chronologically reports on page 186, recent activities in 
connection with the re-organization of The Waltham 
Company. 

It is not within our province to pass judgment on this 
situation, nor do we propose to editorially indulge our- 
selves as armchair generals. Actually, we are so well 
informed on so many sides of this involved question— 
we know so much about it—we shall leave the recommen- 
dations and the judgment to those who know so much 
less; the gossips that deal in partial truths and feed at the 
trough of the sensational. 

We give you only those facts as are both available to 
us and pertinent to the case—those which we know will 
be of practical value to you as a retail jeweler. 





YOUR JOB ON THE PX 


As you receive this magazine the Congressional Com- 
mittee will be investigating PXs and Ships Service Stores 
and the competition they provide with private businesses. 
The hearings will extend over the first two weeks in June. 
It is your duty to express your sentiments in writing or 
by wire, addressing the House Armed Services Committee, 
Washington, D.C. Also write your Congressman—Today! 


2A0 *NOTE: Waltham trustees release statement. 


Chae Ta ZBrclueion ss. 





AS YOU LIKE IT 


The Dutch have a saying, “In a fog you can see any: 
thing.” 

With today’s hazy business outlook, the pessimist and 
the optimist have equal opportunity for envisioning the 
kind of picture they each prefer. 

Last week we witnessed a perversion of facts which 
demonstrated this. 

We were attending a state convention of jewelers and 
joined some manufacturers’ salesmen on the sidewalk a 
the entrance to the hotel. Presently one of the group 
invited a friend to join him in a cup of coffee at a popular 
priced restaurant across the street. 

It was obviously more convenient to go across the 
narrow street and get quick service at the restaurant there, 
than go into the hotel and downstairs to the coffee shp. 

One would think that that would be all there was to the 
story; but not so. 

Three days later having returned to New York and 
during the course of a telephone conversation we were 
again to have this simple incident brought before us; but 
by this time it was hardly recognizable. 

The only elements which remained undistorted were 
the names of the men, the convention and the hotel. The 
story now had become surrounded with dire significance, 
in that these men, according to my informant (who had 
been told the story by a first-hand witness) would never 
have gone into a cheap restaurant two years ago. Con- 
clusive evidence, said my friend, that things were really 
tough in the jewelery industry. 

It was a pleasant privilege for us to straighten out 4 
misconception in the mind of our friend, and to stop the 
growth of a piece of propaganda before it had become 
enlarged to the point where the coffee dunker might have 
been pictured as a panhandler. 

Regardless of the understandably human weaknesses 
which cause people to develop these depressing stories, 
and the innocence of those who spread them, the conse- 
quences are at best no good—at worst quite dangerous. 

It is much better if we each spend our energies to make 
another dollar, than to seek unproductive satisfaction from 
the fact that somebody else has not made one. 

If we don’t apply this philosophy our friends may soon 
be telling stories of our losses—and perhaps without bene: 
fit of imagination. 





Recent population studies indicate that over 90,000,000 
Americans had no adult experience with the 1929 crash 
or the causes leading to it. 
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JC-K stops presses to include complete text 


on page 193. 




















EXPANDO-CHAINS 


$2.50 to $6.00, plus tax 


AT LAST here’s a cravat chain that assures a smooth 


drape to any width tie. Unlike most tie chains, it can 
not and will not bulge or wrinkle even the widest 


tie, because of: 


The Extension Back Feature which expands or contraé¢ts to 
| 

give positive support to the chain exactly at the tie edges. 

The Auto-Lock Clasp Feature which locks the width at which 

the extension is set, automatically, when the clasp is inserted. 


These new Hadley Expando-Chains 
come with a wide variety of center 
medallions to suit any customer—all, 
of course, with uniformly reliable 














Hadley taste and workmanship. Your 
































authorized Hadley Wholesaler is show- 
ing them now. Don’t miss them! Ask 
to see them today! 


The new EXPANDO-CHAIN is typical of the many 
new items in the Hadley 1949 Line. Included are new 
style cuff links, tie clasps, key chains, belt buckles 
and, especially, the fast-selling Hadley [Extension 


Tie Clips. 
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the parade of Community customers means profit for you every day! 


Outside your door... right now . . . prospective customers are passing by. Most of these 
people read Community advertising in the nation’s top thirteen magazines. They trust 
Community quality. They prefer Community patterns. Why not stop them from passing you 
by... by telling them that you carry the fine Community they want? Take advantage of the 
tremendous popularity of Community by tying in all year round with free displays, news- 
paper mats, and merchandising aids designed especially for retail use. Ask your Community 


salesman, or write direct. 





THE FINEST SILVERPLATE 
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